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Another NEW One / 


EMERY CLOTH 


In 10-Sheet Packs 
in UNIT Boxes 


9 WE have a way of originating new and better 
ways of doing things up here at Wausau. 
First it was the Ruff-Stuff Counter Display, 
two years ago; then the Unit Box—decimal 
count—for Flint paper last January. 
_ Now we offer “Ruff-Stuff” Emery Cloth 
in neat individual, wrapped packs, put up 
in UNIT BOXES, as follows: 
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Gri Sheets in Packs to Sheets 

rit Pack Box to Box I 
FF to No. 1 10 5 50 H 
1% and2 , 10 4 40 ; 
214 -3-3% 10 3 30 i 


Real boxes—too—not flimsy cartons. All boxes 
same size and thickness—uniform with our now- 
famous Ruff-Stuff Flint paper boxes. 

Jobbers buy by the box and sell by the 10 sheet 
pack. Retailers’ stocks of Ruff-Stuff Emery Cloth 
will consist, from now on, of neat wrapped 10 sheet 
packs—as many packs of each grit as the size of their 
Emery business warrants. Each pack is labelled with 
the grit size in bold figures. 

This method keeps the sheets clean and flat and en- 
ables the retailer to tell at a glance his stock on hand 
—an1i his sales of each grit. Local metal workers, 
garages, etc., can be sold their Emery in these 10 
sheet packs, instead of only two or three shects of 
each grit. 

This new way of packing will do for your Emery 
Cloth bus’ness what our Unit Box plan has done for 
Flint paper. 

Ask your Jobber for Ruff-Stuff Emery Cloth in the 
new 10 shcet packs. 









Send for our cizcular and prices. 


ausau Abrasives © 
Wausatu Wisconsin 


BRANCH HOUSES WAUSAU ABRASIVES CO. 

Chicago, 612 W. Adams St. Cleveland, 1474 St. Clair Ave. 

St. Louis, 2110 Pine St. New York City, 45 Warren St. 
Philadelphia, 154 N. 7th St. 

Los Angeles — Sprake Sales Co., American Bank Bldg. 
San Francisco—Sprake Sales Co., Postal Telegraph Bldg. 
Denver—Sprake Sales Co., Charles Bldg. 
Portland, Ore.—Sprake Sales Co., 53 Fourth St. 


















Two Sections—Section One Editorial Index, Page 35 





Advertising Index, Page 120 
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LANDERS, FRARY & CLARK 
New Britain, Conn. 
Gentlemen :— 


Please send me complete information 
on your 1926 Campaign to increase 


Sales. 
PD sasvcucwadivunddaeeananewues Consumer Leaflets, etc. 
yey ames Mail Coupon for Information 


THE POPULATION 
5 ARE HOUSEWIVES 
ach one needs a 
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THE TRADE MARK KNOWN IN EVERY HOME 












LANDERS, FRARY E CLARK, NEW BRITAIN, CONN. 


~) Foon (HoPPER 


The UNIveRSAL 1s the original Chopper—all 
others are imitations. It’s the only shear cutting, 
self-sharpening and self-cleaning Chopper on 
the market. That’s why it’s still the best and out- 
sells all others, many times over. 








For Increased Sales Tie-In with the Big 1926 
UNIVERSAL Chopper Campaign—it includes 


25,482,604 National Advertisements 


Special Package Price to Dealers 


Cash Prizes for Window Displays 
I want to sell more Food Choppers. 
48 Prizes to Consumers (one in each state). 


Free Window Displays 
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25c. each. Vol. 118, No, 10. 
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GIVE TO EVERY CUSTOMER 
THIS FREE DISSTON SAW CHART 








The Disston Saw Chart tells how to 
choose the proper saws, and what saws 
are needed for different jobs. You get 
a generous supply for free distribution 
with the new Disston Window Trim. 


MAIL THIS COUPON 





Henry Disston & Sons, Inc. 
Dept. 1, Philadelphia, U.S.A. 


Send me the “Sell More 
Saws” Trim complete with 
Saw Charts. 


SN I oc cc ccdeseseeves 


Se ON os ok bec heuecesees 





An unusual offer, and one 
that will help you sell more 
saws. 

The new Disston “Sell More 
Saws” Window Trim includes 


a generous supply of the new 


Disston Saw Chart. 


This Chart tells the saws to 
use for different jobs. Hack 


Saws, Back Saws, Compass 
Saws, Coping Saws, Rip Saws 
and Cross-cut Saws—it gives 
information on them all. 


You give these Charts free to your 
customers. They read and learn 
(many of them for the first time) 
what a number of uses they have 
for these different saws. 

The new Disston Trim in your 
window displays these saws, and a 
card invites passers-by to come in 
for their Chart. 


It’s an unusual trim, an educa- 
tional trim, and one that will in- 
crease your Saw sales; not only on 
regular hand saws, but also on those 
items like Hack and Back Saws, 
etc., which you generally sell only 
to mechanics. 

Mail the coupon for this new 
trim today. 





PHILADELPHIA’S 
SESQUI-CENTENNIAL 
AWAITS YOU 


A magic city, with entertainments 
and exhibits gathered from the four 
corners of the earth, awaits the 
visitor to Philadelphia now. 

Two thousand acres and millions 
of dollars have gone into the crea- 
tion of a celebration that would fit- 
tingly commemorate the one hun- 
dred and fiftieth Anniversary of 
American Freedom. 

Many of the original buildings 
which witnessed that glorious strug- 
gle for Independence still stand in 
Philadelphia. Here the Liberty Bell 
may be seen in its permanent shrine. 
And many other relics of those 
stirring days may be viewed. 

Come to Philadelphia. Come and 
join in an event, which while held 
in Philadelphia, in reality belongs to 
the entire nation. 

Hardware men are cordially in- 
vited to inspect the Disston Saw 
Works during their stay. 








View of the Famous India Pavilion at Philadelphia’s Sesqui-Centennial 
Published by HENRY DISSTON & SONS, INC., Makers of “‘The Saw Most Carpenters Use,’”” PHILADELPHIA, U. S. A. 


“IN 40 YEARS 
NOT ONE 
SAW 
RETURNED” 


“I have sold the 
Disston Saw for 
forty years, and do 
not remember having 
one returned to me 
on account of imper- wr epw. A. 
fection,” writes Mr. ‘BALL. 
Edward A. Ball, Rand, Ball & 
Rand, Ball & King King Co. 
Co., Claremont, N. H. ©/@remont, N. H. 

A remarkable tribute to Disston 
standards of workmanship and ma- 
terials is Mr. Ball’s statement. 

Yet not unusual. From our files 
we could match it with hundreds of 
similar testimonials. 

Mr. Ball also pays tribute to the 
new D-18 Saw with the Disstonite 
Handle. 

“It has the best hang of any saw 
I ever held.” 

Mr. Ball is one of the first mem- 
bers of Disston’s 25-Year Club. 














MR. HENRY READ 
Read & Marsee Hdwe. Co. 
Petersburg, Ind. 


“Since 1889, when I started busi- 
ness, we have handled Disston Saws. 
Couldn't do business without the old 
reliable Disston.” 


MAIL YOUR 
APPLICATION FOR THE 
25-YEAR CLUB 


Applications are still being re- 
ceived for membership in Disston’s 
25-Year Club. 

Send in yours if your store has 
handled Disston Saws for 25 years. 


Get the framed Certificate of 
Membership which Disston is pre- 
senting to each member. 

There are no expenses of any 
kind. Just write us a letter stating 
the length of time you have sold our 
saws. 


DO YOU HAVE THIS 
SAW IN STOCK? 


There is a trend among carpenters 
to a lighter saw. Modern methods 
of building have 
made a saw of this 
type more desirable. 

So the carpenter is 
seeking a lighter saw. 

Disston’s D-23 
Straight-back Saw is 
becoming more pop- 
ular every day. 

It’s straight back 
gives the necessary 
stiffness without the 
weight that a wide 
blade has. 

Made of Disston 
Steel, hardened and 
tempered to Disston 
Standards. Blade is 
fitted to handle to 
give that balance 
which carpenters 
look for in a Disston. 

D-23 should be in 
your stock to meet a 

growing demand. 

It retails for $3.85 
in the 26-in. length. 
Ask your jobber. 











Disston 
D-23 
Saw 
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Y Joint Pliers 
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Bit 
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Hunters 
Hatchet 
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Driver 
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Concentrate Y our 
Purchases 


Does not this presentation of our most 
popular lines suggest the desirability of con- 
centrating your purchases on PEXTO prod- 
ucts? Each line is complete. 


Knowledge and experience of over 100 
years of tool making is built into each and 
every PEXTO product. They are distinctive. 
Their possession spells satisfaction to the 
owners. 

Quality of material and workmanship is of para- 
mount importance to us and the PEXTO TRADE- 


MARK on the tools you buy is significant. Insist 
upon having PEXTO TOOLS; accept no substitute. 


The Peck, Stow & Wilcox Company 
Southington, Conn., U. S. A. 


Worth 
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Wrench 
































No.1l % 





Hammer 














No.11B 



































September 2, 1926 HARDWARE AGE D 





Thirty-three years experience wi 
makina fine tools tmsures service 
and satisfaction to all ARM- 
STRONG BROS. tool users. 


ARMSTRONG BROS. 






eT ei 


Sell the Line of 
Recognized Quality 
More Sales and Greater Profits 


Experienced pipe tool users demand Quality, , 
Service and Reputation in every tool they : 
buy. They can’t afford chances on unknown | 
lines. That’s why they prefer ARM- | 
STRONG BROS. Pipe Tools. Plumbers, | 
steam fitters and other users KNOW that | 
ARMSTRONG BROS. Pipe Tools can be 
depended on to beat the highest quality and 
to give maximum service. The ARM- 


STRONG Trade Mark is their best guar- 


antee of real value. 


er en ~ 


eur eon eben es eee 


Armstrong Bros. Stocks and Dies 8&y making us your source of 
ae ee ay eee ae ARMSTRONG BROS. Pipe Dies suhfly, you get benefit of | 


handling ihe line of . S y 
PP series ; have relieved or “backed off” chasers /reight allowances on 200 pound 
RECOGNIZED QUALITY! shipments or better 


made from special alloy Tool Steel which 
makes them easy cutting and long lasting. 
The stocks are certified malleable iron 
of improved design. Standard Pipe Vise 


These Vises are of improved design 
and superior workmanship. ‘They are 
uutomatie locking and combine con 
venient weight with 
strength and quick 
action. The Frame 


jeer = ke . 


Standard Pipe Cutter 





cee 


Body, handle and cutter holder are 
Certified Malleable Iron finished in 
black lacquer. Parts interchangeable 
with parts of other standard makes. 





Ww : and Base are made ‘ 
S-Whest Sape Cuesses of Certified Malle 
able Iron. The Jaws ; 

are Tool Steel care 

fully milled, hard 

ened, tempered and H 

Indispensable where cutter cannot tested. 





be revolved entirely around pipe. 
Cutter wheels made from _ special 
Alloy Tool Steel, hardened and heat 
treated. 

Extremely compact, 





- convenient and quick 

. in action. Drop, 
forged steel —— hard i 
ened jaws. Combines | — } 
maximum strength i 
All-Steel Pipe Wrenches with minimum 
Our All-Steel Pipe Wrenches are weight. Especially 
particularly noted for their strength, handy for outside : 
durability and perfect balance. Made jobs. : 





in all the wanted sizes. Adjustable 


Write for Your Copy of Pipe Tool Catalog 


“The Tool Holder People” 
314. N. Francisco Ave. CHICAGO, U. S. A. 
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displa its. selling ability | 
counter of a prominent retailer where it emptied itself in'seven days. 
This handsome Cabinet, made of brown enameled steel, holds a well 
balanced assortment of MOSSBERG Socket Wrench Sets. All sockets = 
are interchangeable and are made of Chrome Molybdenum steel, .Com-_ ae 
monsense combinations can be quickly made up to suit car owners and 
mechanics’ everyday needs. Price, complete, $75.00 ee Pak Eo 


: RATION | 


. 









) FRANK MOSSBERG CORPO 
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STANLEY MERCHANDISING HINTS 
SUBJECT No. 18 


4 A complete line with a price range for 
every pocketbook. 


«= Handsome cabinets and chests —list 
prices $15 to $95. 


Sets in attractive cardboard display 
boxes, list prices $2.15 to $20.00. 


Directions for making a work bench 
packed in each chest and cabinet. 


Directions for making a tool chest and 
work bench packed in each display 
box. 





Stanley Tool Sets appeal to men and boys 
and sell for gifts the year ’round, especially 
at Christmas. 


1. Display them in your window and inside the 
store. Use the attractive display material, 
shown on the right. It ties in with Stanley 
national advertising. 

2. Distribute this consumer catalogue of Stanley 
Tools ag Sets to y ead good prospects. It is The new Stanley Tool Display, attrac- 
printed in 5 colors, size 3% x tiucte Meteeecenned coin. diiiie 
6 inches. Just the right size ¥ eae ie eS Gene, Cae 

; sists of three pieces. Center one is 20 
to send out with your regular wide and 30"' high. Each side piece is 

J mail. Send now for the 16"' wide and 25'"' high. Ask for No. 

quantity you need. Ask for $150 when ordering. 
it by number, S35. 

3. Now is the time to order for 
the Holiday trade. Send for 
the new catalogue of Stanley 
Tools in Sets. 
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Stanley makes a complete line of wood- 
working tools in keeping with the high 
quality of Stanley Planes. 


SELL THE LINE 


t=—=e{ STAN LEY —— 
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STANLEY TOOLS | 
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THE STANLEY RULE AND LEVEL PLANT 
NEW BRITAIN, CONNECTICUT 
New York Chicago San Francisco Los Angeles Seattle 
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The First Of Next Week 


But We Want You To 
Know About It First 


There are good reasons why over 90% 
of the hardware dealers in the country 
carry our files. One, of course, is the in- 
trinsic quality of the merchandise itself. 
But another is Nicholson File Company 
National Advertising now entering the 
fall campaign of its sixth consecutive year. 





Next week the fall campaign starts in 
thirty-six metropolitan dailies. Quickly 
this publicity is followed by space in the 
Saturday Evening Post, Collier’s, The 
Country Gentleman, nine state farm 
papers, the semi-technical and trade and 


industrial press. 


Over 12,000,000 prospective file buyers 
are reached. Certainly no files have been 
so consistently and comprehensively ad- 
vertised—indeed, not many tools of any 
kind. , 
The sale of NICHOLSON Files is bound 
to steadily increase. It is our hope that 


you have a complete stock on hand. 
We know you will get the business. 


~A File for Every Purpose / 
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CUT THE WINDOWS OF THE WORLD 












HAT “Homer” Beef hit just “cleaned” the gang. Some 
older folks feel the same way when their nice, cheap 
glass cutters crack up $2.00 sheets of glass. 


Satisfy your customers with dependable Red Devil Glass 
Cutters! They CUT glass—don’t break it. “It’s all in the 
WHEEL!” 


LANDON P. SMITH, Ince. 


111 Corr Street, Irvincton, N. J. 
Successor to SMITH & HEMENWAY CO., Inc. 


(Glass Cutter Business) 
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STILLSON* 


(like Walworth) is a 
trademark and regis- 
tered bv its owner, 
the Walworth Com- 
pany, in the U. S. 
Patent Office, in the 
several States and in 
foreign countries. 





Teeth that they'll never 
need to tinker with 


The teeth of a STILLSON are 
milled into the tough steel of the 
jaw and bar to stay—and to keep 
biting. 

We have never found any way to 
get them off or out—for experi- 
mental purposes—except to cut 
them down with a milling machine. 
When you sell a STILLSON, point 
out Dan Stillson’s own mark on the 


WALWORTH COMPANY, Boston, Mass. 


Plants at Boston, Greensburg, Pa., Kewanee, Ill., and Attalla, Ala. 





WALWORTH 


top jaw. That is your customer’s 
assurance of getting teeth that will 
last as long as the wrench itself. 


It’s not unusual for a Walworth 
STILLSON to stay on the job for 
forty years and still bite as hard 
and hold on as viciously as it did 
when it was new. 


Steel handled STILLSON 
wrenches are made up to 48 inches 
in length. 


Distributors in Principal Cities of the World 


Walworth International Co., New York, Foreign Representative. 





STILLSON* 








WRENCH 





MONKEY 
WRENCH 
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Prepare Now To Meet 
Big Fall Demand For 


These Nationally Ad- 
vertised TOOLS 


Here’s TRIMO’S national advertising shed- 
ule for September. Reaching every type of 
tool buyer in large centers as well as small 
towns and farming communities, dealers 
everywhere should lay in ample stocks of 
TRIMO TOOLS to meet the increased demand 
which this advertising is bound to create dur- 
ing the Fall months. Place an order with 
your jobber at once. 


Publication Circulation 
Saturday Evening Post (Sept. 11) 2,700,000 
Country Gentleman.......... $55.920 
Farm and Fireside...... . ....1,044,010 
Farm Journal............... 1,248,145 
Plumbers Trade Journal....... 23,505 
Sanitary Engineer............ 1,364 
Southern Power Journal....... 19,045 
SS 6b ev eee eee ee 10.877 
Oil and Gas Journal.......... 12,243 





Total 5,915,109 


Trimont Mfg. Co. 


Roxbury, Mass. 


September 2, 1926 
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Good Tool Design 


is based on Experience 
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Behind every BROWN & SHARPE Tool 
are nearly 100 years of toolmaking Experience 


Without doubt you are acquainted with 
the handiness of Brown & Sharpe Tools 
and know the ease and accuracy with 
which they do their work. But you prob- 





The tool shown 





ably are not aware of the painstaking care aieme to The. Mal. 
and long experience required in the crea- ers’ Square No. 552. 
tion of the designs upon which this handi- It is one of over 
ness depends. Brown & Sharpe Tools are 2300 different 
; Brown & Sharpe 
designed correctly. That’s why mechanics Tate tee toe 
find them so convenient to use. their excellence in |, 
all parts of the 
Send for Small Tool Catalog No. 30. 3 world. 
DEPT. HA 








BROWN & SHARPE MFG. CO. 
Providence, R. I., U. S. A. 


BROWN ¢3 GHARPE 'TTOOLS 


Made Best—They Give Complete Satisfaction 
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If Attend to Hardware before you build if you 
would have it attend you after you build 


OR instance—this Corbin Door Holder, one of the many thousand 
“little things” in good hardware. A touch of the toe and it quickly, 
willingly serves you. Holds any door fast at any angle—releases it as easily. 








IF YOU PLEASE! 


A pleasant thing is hardware as long as it works well and looks well. If Notice the completeness 
you would enjoy it after you build, think of these words before you build— of Corbin Advertising. 
It covers every hard- 

Corbin Hardware is Good Hardware ware prospect and Good 
Hardware— Corbin— 


SINCE NEW BRIT 
PB & F. COR BI ty CONNECTICUT covers every Hardware 


‘ The American Hardware Corporation, Successor need 
K New York Chicago Philadelphia ¥ 
SS 
>< 
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) The best known 
PERFECT } and known as 
TEMPER THE BEST 


WHEN YOU 


NEED AN AE 





BUT WHEN YOU NEED AN AXE 


TO CHOP WOOD 
THEN GET THE BEST 


KELLY AXES 


ARE 


THE BEST 


CAPITALIZE ON KELLY PRESTIGE 
STOCK THE FULL LINE 





The Merit of Kelly Axes 
extends through the entire 
line of Kelly Edge Tools 





AXES HAMMERS HATCHETS 
BUSH HOOKS GRASS HOOKS SCYTHES 
BROAD AXES PICKS MATTOCKS GRUBHOES ADZES 


EKlectrotype (one column size) of the above illustration furnished to dealers upon request 


KELLY AXE & TOOL CO. | CHARLESTON, W. VA., U.S.A. 
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Moderately Priced—Will Sell on Sight 





No. 
No. 


YALE 
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Pin-Tumbler Hermetic Padlocks 








No. 724 B— Suggested retail price, $2.25 ea. 
No. 724 —Suégégested retail price, $1.90 ea. 


"2 


“ 








726 B—Sufgéested retail price, $3.00 ea. 
726 —Suégégested retail price, $2.00 ea. 









ALE Pin-Tumbler Hermetic Padlocks are 

unique in appearance because they embody a 
novel principle of padlock construction. They are 
“hermetically” sealed. 

They are secure because they possess the well- 
known Yale pin-tumbler mechanism, the highest 
form of lock security, permitting almost unlimited 
key changes. 

Here are the distinctive features: 

1. Cases are seamless, rivetless and screwless. 
2. Cases are made of a single ring-shaped 
piece of cast metal. 
3. Wrought bronze discs on each side of case 
hermetically seal all working parts. 
4. Simple and secure in construction. 
Made in two sizes—four numbers: 


The Smaller Size—“The Size of a Watch” 


Yale No. 724B. Cast bronze case 134 inch. Case- 
hardened steel shackle, blue lacquer finish. Shackle 
locked heel and toe to increase resistance to abuse. 
Buffed wrought bronze discs. 

Yale No. 724. Same as No. 724B but with mal- 
leable iron case in bower-barff finish. 


The Larger Size—Massive and Sturdy 


Yale No. 726B. Cast bronze case 214 inch. Case- 
hardened steel shackle, blue lacquer finish. Buffed 
wrought bronze discs. 

Yale No. 726. Same as No. 726B but with cast 
iron case in bower-barff finish. 

The dealer needs only to display Yale Pin- 
tumbler Hermetic Padlocks and they will sell on 
sight. There is no limit to the market. Sold by 
jobbers everywhere. 


THE YALE & TOWNE MEG. CO. 
Stamford, Conn., U.S. A. 


Canadian Branch at St. Catharines, Ontario 


YALE MARKED IS YALE MADE 
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Padlocks, Auxiliary Rim Locks, Builders’ Locks and Trim, Cabinet 
Locks, Trunk Locks, Door Closers, Bank Locks, Prison Locks 
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Made From 
Full Gauge 
Open Hearth Steel 





















Practically all modern homes are screened when built or rebuilt. The 
screening of homes once considered a luxury is now considered 
necessity. 

Most people used to figure that the cheaper painted brands were good 


enough. Now home owners see the economy in using the best and 
avoiding continual expense in repainting, repairing and renewals. 


5 ween rrr? _ 
. 


One of the most durable and satisfactory brands of Screen Wire RTLAI 
Cloth is GRAY-WICK which is made in its entirety by us from 
Open Hearth Steel produced in our own furnaces. The wire ts 
drawn in our own mills. I¢very process 1n the manufacture of 


GRA Y-WICK 


is under our expert supervision. 





Only full gauge wire is used both lengthwise and crosswise. Wher- 
ever sold and used it has given unfailing satisfaction. That is why 
customers buy the same brand when they require more wire.cloth. 





GRAY-WICK is also attractive—its soft pleasing Gray color wins 
customers instantly. When unrolled it lies smooth and flat making 
it easy to cut and apply. It carries an extra heavy electro zinc coat- 
ing and is enamelled with a high grade transparent varnish which 
adds years to its life. You cannot sell a better steel wire cloth. 
















Our Other Brands of Screen Cloth Gray-Wick 
Cortland Black Enameled ne ones 

White Metal Finish a little 

Wickwire Premier more, 

Wickwire Bronze but— 
Your jobber will supply you It is J 
worth | 
it. i 
sagsteii"asees? “gis! srvege Mizsei" 2ei>*"Ggisier “esses aes" ataeit daess “aati, eeaaiie** 
HHH: “Be : Ss: * 3 ee Hi $35923!22%" fet Hit § 25233 12 Mesh, No. 33 gauge each way j 
Li = er . HEH z Sees’ Gages 2053 14 Mesh, No. 33 gauge each way i 
3s” alsts 5es8 3353, 333 ts: essesssacssees eF 
BEAE Goel R ae on =e eo ~ : 16 Mesh, No. 33 gauge filler ! 
Sissssss Sees No. 34 gauge warp / 
ee te , ; , ° 18 Mesh, No. 34 gauge each way i 
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Many Strong Points 


Sharp pointed and level headed—with 
strong, straight, uniform shanks of 
Wheeling Wire drawn from Wheeling 
Open Hearth Steel. Made better than 
most people think necessary—yet this 
is what users want, for both hand and 
machine driving. You can please your 
customers with Wheeling Bright- 
Cement Coated or Zinc Coated Wire 


Nails—any type or size required. Ask 


your jobber for them. 
WHEELING STEEL CORPORATION, WHEELING, W. VA. 


*| WHEELING 
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What do your customers’ 
hardware dollars buy? 


LOCKS and hardware of solid, When you sell Sargent locks 
time-resisting brass or bronze and hardware of solid, time- 
and the better fitted, smoother defying brass or bronze, you seiz 
working mechanisms that go the best that money can buy. 
with these finer metals? Or You sell a line that has a repu- 
shoddy hardware, brass-dipped, tation for lasting service and 
brass-plated, or not plated at all security—a line that’s been ad- 
—with mechanisms to match? vertised for many years. A few 

Those people who’ve had ex- Sargent pieces are illustrated 
perience with knobs and han- below. There are pieces and 
dles which soon lost all their patterns for every purpose and 
willingness and veneer—with preference. Write for full par- 
stubborn locks—with sagging ticulars and our Co-operative 
hinges—with rust-streaked Advertising Service Booklet. 
woodwork, seldom, if ever, go Sargent & Company, Hardware 
back to the same merchant for Manufacturers, New Haven, 
more. The public is rapidly Conn. New York: 92-98 Centre 
learning that hardware should Street. Chicago: 221-223 W. 
be solid brass or bronze. Randolph Street. 
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Sargent handle No. 3961 at the left and The rim-lock set, at top, comprises No. J-3725 





- knocker No. 28 directly above it are especially lock, 1618 knob and 816 med niger” Below it 
appropriate for larger doorways of Colonial are two widely used knobs—WNo. 1614, of brass 
style. Handle No. 3561HC and knocker No. or bronze, and No. 2018, of cut glass. Sargent 
7—the popular urn design—are suitable for hinges in all the wanted sizes are also made 


doors in homes cf various designs. of brass or bronze. 

















SARGENT HARDWARE IS PRICED AND PACKED BY THE DECIMAL SYSTEM 
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Making Profits for 


25,000 Dealers 


When you sell any of the brands of American Steel & Wire 


Company Fence and Posts—you have many valuable sales levers 


working for you. 





CHICAGO 206 S. LaSalle St 
CLEVELAND, Rockefeller Bidg. 
DETROIT Foot of First St. 
CINCINNATI, Union Tr. Bidg. 


MINNEAPOLIS-ST. PAUL 
Mchts. Nat. Bk. Bidg., St. Pau! 


| Well Known. 


For twenty-six years the products of 


this company have been well and favorably known to 


farmers. 


2 Positive Guarantee. 


Every rod is guaranteed to 


equal or outlast in service any fence made of same size 
wires and used under same conditions. 


the roll. 


3 Full Weight and Length. Every American Steel & 
Wire Company Fence is guaranteed full length and 
full weight with a placard showing the specifications in 


National Advertising is continually selling the farmer 
on American Steel & Wire Company Fence and Posts. 


5 Retail Advertising Help in the form of newspaper 


ads, store stuns, letters, ete., are furnished dealers free. 


6 Quick Service. 


located completely stocked. 


~] 


Freight Saving. 


cluded in mixed car shipments. 


Zink Insulated 


AMERICAN, ROYAL, ANTHONY 
U. S. NATIONAL, MONITOR 
and PRAIRIE 


Dealers Wanted Everywhere—Write for Sales Plans 


ST. LOUIS 506 Olive St 
KANSAS CITY, 417 Grand Ave 


OKLAHOMA CITY 
First Nat. Bank Bidg 
BIRMINGHAM 
Brown-Marx Bldg 


MEMPHIS 
Union and Planters Bk. Bidg 


SALES OFFICES 
NEW YORK 30 Chureh St 
BOSTON 185 Franklin St 
PITTSBURGH 


PHILADELPHIA 
Widener Bidg 


ATLANTA 10! Marietta $8! 


Frick Bldg. 


Mills and warehouses conveniently 


Variety of products can be in- 


WORCESTER 94 Grove St 
BALTIMORE, 32 S. Charles St 
BUFFALO... .670 Ellicott St 


WILKES-BARRE 
Miners Bk. Bidg 





























~ 


DALLAS .Praetorian Bidg 


DENVER, First Nat. Bk. Bidg. 


SALT LAKE CITY 


Walker Bk. Bidg. 


UNITED STATES STEEL PRODUCTS COMPANY, San Francisco, Los Angeles, Portland. Seattle 


AMERICAN STEEL & WIRE 


Company 


Export Representatives: U. S. Steel Products Co., New York 


Pacific Coast Representative: U. 


Steel Products Co. 


San Francisco, Los Angeles, Portland, Seattle 
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AMERICAN 
SCREW 
COMPANY 


Greatest 
Assortment 





Wood Screws 
Machine Screws 


Tire Bolts 
Stove Bolts 


Providence, Rhode Island 


Western Depot 
225 West Randolph Street, Chicago, Illinois 
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Manufacturers of 


Tires and Accessories— 
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Put Your Products in the 
HARDWARE STORES 


The surest and quickest way to secure distribu- 
tion of your products by the hardware dealer is 
to put your proposition up to him through his 
business paper. Every hardware dealer worthy 
of the name reads Hardware Age to keep posted 
on what manufacturers are offering. 


Your advertising in Hardware Age will be read 
by the type of merchants you wish to interest. It 
wili create confidence in you and in your product 





-a confidence that means business. 
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ET the Ruberoid Boys help you get the roof Coat- 
ing business in your community, at a 50% profit! 
Ruberoid Roof Coatings, Ruberoid Liquid Fibre 
Cement and Ruberoid Plastic produce more sales 
because they repair roofs better, quicker and easier. 
Thousands of property owners will revive thou- 
sands of roofs this Fall. Fall in! Be ready to meet 
this demand—at a 50% profit for yourself. 


Ruberoid Roof Coatings have proved their quality 
for over thirty years. You can recommend them with 
perfect confidence in repeat sales and substantial 
profits. Write us for prices and descriptive litera- 
ture——or use the coupon below. 

The RUBEROID Co. 


Chicago New York Boston 


Hardware Age 4 


The RUBEROID Co. 


They’ll Bring You this Profit! 


: 95 Madison Ave., New York, N. Y. 


: literature regarding the Ruberoid Products 


s Operative Merchandising Plan. 


CiRuberoid Roof Coatings 


JRuberoid Plastic 


Sees @vesescdeeeedt ea 


= Address eer 
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ROOF COATINGS we Liquid Fibre Cemen 
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= Gentlemen: Please send me prices and = 
heal . checked below—also details of your Co- : 
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LONG hard day under a broil- 

ing sun—dust and chaff in eyes 
and hair — harvest time is anything 
but “play time” for the farmer and 
his family! 
























But when the day’s work is done—and you step under 
a shower or into the tub and bathe away your temper, 
your troubles and the torture of tired, aching muscles 
—‘“‘ain’t it a grand and glorious feelin’?” 


Running water on the farm and in the home means better living and in- 
creased profits—better health and greater happiness for the whole family. 
And a dependable supply of pure, fresh, running water for kitchen, bath- 
room and laundry—for barns and feed lots—will be yours at low cost when 
you install a Myers Water System. 
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-Oiling Water Systems 



























Manufacturers, for more than fifty years, of Myers Pumps 
for Every Purpose, Hay Tools and Door Hangers. 









This timely advertisement is a copy of 
the one appearing in colors in the August 
number of a leading farm journal. Others, 
equally attractive, are scheduled for early 
issues of different publications. We sup- 

rt our dealers with a complete line bf 

yers Water Systems for every purpose, 
high quality and dependable service, and 
consistent year through publicity. We 
are ready to quote. 


timate. 5 } insure perfect water service—24 hours a See your Myers dealer today—or write direct ss 
coe RA tS day! Made for both deep and shallow wells for handsome booklet ‘‘Water in Abundance?’ 2 

or cisterns—for operation by hand, wind, Find out how little it costs to modernize your FS 

We are world’s headquarters for gas engine, or electric current. The Myers home and farm with perfect water service. . 
pumps and water systems. Nomat- Line includes outfits for the smallest farm Get the facts before you and you will quickly a 
ter what your requirements you can home—and plants up to 10,000 gallons per decidethat it does not payto spend time haul- 4 
find just the outfit suited to your needs ‘ ee : . : e 
in the Myers Line. And remember, the hour capacity. Myers Self-Oiling Electric ing water by hand wher you can easily get an 4 
Myers trade mark is your absolute Water Systems—self-starting, self-stopping, abundant supply of pure, fresh, running Be 
warranty of utmost responsibility self-oiling—require no attention water—at the turn of a faucet — anywhere q 
and highest quality—in design, ma- . 4 
terials and workmanship. Write or mail and are safe, dependable and most a in your house, your barns ; 
coupon today for full information. economical in operation. pa or your grounds. 
THE F. E. MYERS & BRO. COMPANY 4 
250 ORANGE ST. ASHLAND, OHIO : 
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DIETZ “MONARCH” 
Hot Blast Lantern : | " 










Make QUANTITY Sales 
of DIETZ LANTERNS! 


OST Contractors use Dietz Lanterns. High- 
vay improvements now in progress everywhere 


make big sales of Dietz Lanterns possible. 








Why not get this quantity business on Dietz 
“Monarch” or “Little Wizard”’ lanterns fitted with 


Bee 
eg 

: 
vege 
.4 


: solid ruby globes? 


me a 
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SPE SOPOT nee AME can ee HN aR tm 


You can now sell “Little Wizard’? Cold Blast Lan- 


terns at a price attractive to Contractors. Their 












brighter light affords greater protection against acci- 
dents and damage suits. . 
: LITTLE WIZARD 
: Remember—Dietz Lantern bottoms are now coated i 
f with a rich mixture of tin and lead that resists corro- or 


sion—a feature appreciated by Contractors. 





MORE 





R. E. DIETZ COMPANY, NEW YORK 





E Largest Makers of Lanterns in the World—Founded 1840 L { i: HT / 
Output Distributed Exclusively Through the Jobbing Trade ‘ 
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Looking Beyond the End 
of One’s Nose 


The discriminating merchant lays a foundation 


that builds good-will 


HEN the inexperienced young house- 
Wi vii goes shopping and buys some uten- 

sil, the price of which has been marked 
down to almost nothing with, very likely, an 
extra discount for cash, she feels naturally 
enough that fortune has smiled upon her, and 
that she has struck a great bargain. It is not 
until later when she discovers with dismay 
that the article bought for nothing is worth 
nothing, and when some more_ world-wise 
neighbor has gently made the platitudinous as- 
sertion that you usually get about what you 
pay for, that the worthy young woman learns to 
her sorrow that all is not gold that glitters. 


Likewise with the merchant himself. The exper- 
ienced and astute dealer knows that the apparent 
bargain which consists of nothing more tangible 
han the price, almost invariably turns out to 
be like the rainbow which spreads its glamour 
across the sky but quickly fades. He has 
learned that cheap goods are dangerous, because 
dissatished customers have a habit of return- 
ing after the unpleasant fashion of a boom- 
erang. 


The successful merchant is usually the one 
who does not buy on price alone—he wants to 
know more, a whole lot more. He wants to 
know what he is getting in return for his 
money; he asks pertinent questions about the 
article itself, especially concerning design, ma- 
terial and workmanship; he verifies his own 
judgment by investigating the manufacturer, 
assuring himself that he has a long standing 
reputation for producing quality merchandise 


You will want these 
standard Blair models: 


UNIVERSAL 
GRIM 
CULES 
OMATI 


T Cc 
AN KEE 


BLAIR Srawcut LAWN MOWE 


and insures profit 


and for fair, honest methods of doing business. 
He weighs all of this information against the 
price, and then decides whether or not he can 
carry the line profitably. 


It is this type of merchant—not the price 
hunter and rainbow chaser—who secures the 
real bargains. His purchases are sound in- 
vestments ; he knows—not guesses—that he can 
stand back of the goods he sells; his customers 
are satisfied and loyal to his store, resulting in 
constantly increasing confidence and good-will, 
the intangible foundation on which every busi- 
ness must be built and maintained to secure 
enduring prosperity. In a word, this is the 
man who looks beyond the end of his nose, and 
profits accordingly. 


It is to this discriminating audience that I 
want to address a few words about Blair lawn 
mowers. First of all, lawn mowers are the 
exclusive product of the Blair Manufacturing 
Company, and secondly, they have been on the 
market continuously since 1879—nearly half a 
century. During that period, it has always been 
our policy to make the best mowers possible, 
sell them at fair prices based on cost of pro- 
duction, ‘and to séfve our customers with that 
scrupulous attention to detail and individual 
requirements which builds and maintains con- 
fidence and insures continued patronage. I con- 
sider strict adherence to this policy to be the 
foundation of such success as the company has 
continuously enjoyed, as well as the wholesome 
respect accorded the product by the public and 
trade wherever grass grows. 


BLAIR MANUFACTURING COMPANY 


Established 1879 
Springfield, Massachusetts 
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DELUXE NUMBERS 


Satin silver finish figures re- 
cessed in glossy jet black 
panel. Standard in many 
cities. 
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EXCELITE NUMBERS 


This new number is a Deluxe 
with a glass front in a polished 
metal frame. 





Sepia 


New PREMAX 
Houseful Display 
and Stock 
Container 














HYCASTE 
NUMBERS 


Stamped from 
polished brass. 
Kdges beveled 
and looks exact- 
ly like an expen- 
sive cast num- 
ber. 


| 
| 
| 
| 
| 
| 





Sell Better House Numbers 
Order This Special Assortment 


in this 


New Counter Display Case 


The famous Premax Houseful Display, 
shaped like a house with roof on hinges, at- 
tracts quick attention. The new shape looks 
fine and the bright colors are very attractive. 
The roof lifts so that you can help customers 
make selection. It’s a compact stock container 
and a big sales maker! 


Y D Assortment 


One display case containing 


100 Hycaste Numbers 
100 Delaxe Numbers 


Retail Value $27.50; Dealer Cost $17.95 


Ask Your Jobber or Write Us for Catalog and 
Price List of PREMAX WRENCH Sets, Steel 
Tent Stakes and Tent Poles, PREMAX and 
DODSON Hame Fasteners. 


Niagara Metal Stamping Corp. 
Dept. 14 Niagara Falls, N. Y. 


. 


Niagara Falls, N. 


[}] Ship 1 ¥Y D Assortment in Household Display 
Case 100 Deluxe Numbers, 100 Hycaste Num- 
bers. Retail $27.50; Dealer Cost $17.95. 


[] Send Price List of other Assortments. 


Pe 
Niagara Metal ~:~ i Corp., Dept. 14 
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The Best Selling Rope For 
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At Long Beach, Calif., a Popular Bathing and Winter Resort, Plymouth Manila 
Rope is used for Life-Line Servic 














Bob-Sleighing Party in Quebec Province 


PLYMOUTH 4 


All Purposes 


Whether you sell rope for life-lines in 
Summer, or bob-sleds in Winter doesn’t 
matter, th® point is, Plymouth Manila 1s 
the best selling rope for all seasons and 
all purposes. 


The steeple-jack who works at dizzy 
heights in the air and the diver who 
salvages far below sea level, both have 
the same CONFIDENCE in Plymouth 
Rope—they know they can trust it. 


The great ocean liners dock with Plym- 
outh Rope—they too, feel SAFE where 
it is used. 


But good as Plymouth Rope is and has 
been since 1824, dealers should remem- 
ber that customers forget. 


Use Plymouth Rope Window Displays 
and other Selling Helps to keep rope 
users constantly REMINDED of their 
needs. Prove to your satisfaction that 
Plymouth 1s the best selling rope for all 
purposes. 


All leading Jobbers sell Plymouth Rope. 


Plymouth Cordage Company 


North Plymouth, Mass. 
Welland, Canada 
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Easy-swiveling 
Because — 


Pivot-bearing! The whole weight ’ 
of the furniture is carried by the r 





round headed pivot stem that 
bears against the smooth round- 
ness of the top of the socket. A [ 
one point bearing — practically 4 
frictionless—that gives easy swiv- 1 
eling always. Exclusively a fea- i 


ture of Faultless Pivot - bearing 
Casters. ' 


Ask your jobber about Faultless | 
Selected Sellers—ready-boxed, : 


with handy Counter Demonstrator. 


FAULTLESS CASTER COMPANY 


EVANSVILLE | INDIANA } 
New York - Chicago - Grand Rapids - Los Angeles | ; 
Canadian Factory: Stratford, Ontario 








RPDS ant aly 4areiegplee Fake Ne 


2 race 1 aie 


Sta Pham a 5 tn 


NOELTING 


FAULTLESS CASTERS 


Makers of Quality Casters for a Third of a Century 
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Kind of Game 





SHOTGUN U 


sz. 





Ty rhey 
Geese 


Brant 
Large Ducks 


STANDARD LOADS of 





POWDERS 
)UPONT OVAL SMOKELESS 

12 GAUGE! or | 1OGAUGE oz [20GAUGE oz | snot 
DRAMS |siut) DRAMS snot RAMS SHOT Hl alt GAULES 


VELOCITY IN EXCESS OF = 


3" hat = = ny tn 
DUPONT (Bulk) SMOKELESS _ 
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Your profits are based 
on turn-overs and 
not on turn-downs 


— if every customer doesn’t specify his 
shot-shell loads, their performance has an in- 
fluence on your future sales. Isn't it just natural 
that sportsmen, after a good day’s shoot, should 
feel particularly satisfied with the shells they 
bought in your store? And when they repeat 
their hunting trips these satisfied customers will 
come back to you for du Pont Standard Loads. 


Thousands of sportsmen know that du Pont 
Standard Loads are the result of more than a 
century and a quarter of powder manufacturing 
experiences, and also the recommendations of 
thousands of shooters. The inexperienced rely 
upon the actions of the expert gunner. Keep the 
sportsman’s good-will by stocking the goods that 
render constant satisfaction. 

Tell your jobber’s salesmen your next shells must be loaded 
with du Pont Sporting Powders and consult the Standard 
Loads Chart. 


E. I. DU PONT DE NEMOURS & CO., Inc. 
Sporting Powder Division 
WILMINGTON DELAWARE 
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A STEP AHEAD 
—AND STILL STEPPING— 


R three years WESCO Chains have been packed in the attractive 
carton now familiar to all hardware retailers. Better merchants are 
enthusiastic for this better merchandising of tire chains. Carloads of 
WESCO Chains have been sold by suggestion alone, 
the desire being created by the prominent display of 
this attractive package. It is a long stride in advance. 











This Better Package 
For a Better:-Chain 


Consult your hardware jobber about 
the line you will be proud to display 


WESTERN CHAIN COMPANY 
CHICAGO, U. S. A. 





WESCO chains are pack- 
ed in heavy, full telescope, 
fibre cartons, two dozen 
in wire bound shipping 
case. 


Packed cases weigh ap- 
proximately 400 pounds. 
Dealers and jobbers ap- 
preciate this lightness in 
handling and reshipping 
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The Advantage of Selling ¥ _—— 
the Tire to Fit the Need ““™ 


ELL a customer a tire on the basis of his actual re- 
quirements and you have impressed him with your 
intention of giving him real tire service for his money. This 
will be verified as he watches the superior performance of 
the tire on the road. 


With this in mind, Hartford has produced a most com- 
plete line of Tires. There is a Hartford Tire and Tube to 

meet every type of car and condition of service. Highest 
quality at prices that are attractive to the customer and 
profitable to the hardware dealer. 


HARTFORD RUBBER WORKS CO. 
§ 1790 Broadway New York City 
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E. B. FUNSTON CO.. ARCHT'S. , NELSON & CO., INC., GCONT'RS, 


THOUSANDS OF 
SATISFIED OWNERS 


From this safe and original glass setting, 
thousands of beautiful, efficient store 
fronts have been wrought. 


ANY times merchants return for their sec- 
ond and third Kawneer installation and say 
nice things about their former fronts. Ar- 
chitects endorse Kawneer. What greater evidence 
of a proven product can we offer merchants who 
are about to remodel their show windows? 


Here’s what Mr. E. J. Zahn of Racine, Wis., 
owner of the new building above, writes: “This 
is the second “Kawneer” installation since 1918 
for Zahn’s, so you can see what we think of Kaw- 
neer Fronts.” 

Mr. L. A.Weickgenant of Battle Creek, Mich., 
writes: “Our old Kawneer gave us such satisfac- 
tion that we did not hesitate to decide on another 
Kawneer when we erected our new building.” 

The coupon pinned to your letterhead will 
bring a book showing numerous types of store 
fronts suitable for your line of business. 





CONSULT YOUR ARCHITECT 


awneer 


SOLID COPPER 


STORE FRONTS | 
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COMPANY 
4017 N. Front St. 
Niles Mich. 
Send book showing 
numerous types of 
fronts for my business. 
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Mr. HAPPY MAN 
SAYS: 






E.C.ATKINS & CO. 


ESTABLISHED 1857 THE SILVER STEEL SAW PEOPLE 
Home Office and Factory, INDIANAPOLIS, INDIANA 
Canadian Factory, Hamilton Ontario 

Machine Knife Factory, Lancaster N.Y. 


Branches Carrying Complete Stocks In The Following Cities: 


an San Francisco 
Me: hie New Oricans Senttie 
Chicago New York City paris, France 
Minneapolis Portiand,Ore. = Vancouver, B.C 


SILVER 
STEEL 
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“There is searecely an 
able - bodied man_ be- 
tween fifteen and 
ninety-five who can pass 
a brand new saw with- 
out coveting it. 


“Speaking of the fif- 
teen-vear-old saw user 
are you awake to the 
possibilities of orders 
for saws from the in- 
dustrial, vocational and 
manual training 
schools?” 





Let us help you get this 
business. Send us lists of all 
the saw users in your town, 
and we will surprise you with 
the large amount of business 
we will help obtain for you. 


CwD 


Atkins supplies 


A PERFECT SAW FOR EVERY 
PURPOSE 


ATKINS 
SAWS 











Founded 1855 
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Beautiful Forged Iron Hardware 
Now within Reach of All ~~ 





HE makers of — { 

the famous | 

McKinney 
Hinges have answered 
the call for reasonably 
priced Forged Iron Hardware. 
Few other products have re- 
ceived such a universal wel- 
come. Architects have been 
profuse in their congratula- 
tions. Builders have filed their 
names with us to be continu- 
ally posted on every available 
ttem. The outstanding job- 
bers have put through extensive stock orders. 
Builders’ Hardware departments have booked 
many orders even before they had received their 
samples. And most significant of all, thousands 
of consumers are writing for the Forged Iron 
Brochure and the names of merchants who sell 


McKINNEY 
FORGED IRON 
HARDWARE 


The authentic beauty of McKinney Forged 
Iron, the practical knowledge of hardware- 
application which was its birthright and the 
thorough advertising and merchandising be- 
hind it have made this product a sensation in 
the hardware field. 











The unretouched photo- 
graphs of three delightful 
pieces of the Etruscan design 
give tangible evidence of the 
beauty of line and texture em- 
bodied in each unit. 

The obviating of all forged 
iron application difficulties by 
correct design has made the 
McKinney pieces favorites with builder and 
architect. The completeness of the line fur- 
nishes another very definite asset. 

To be without representative samples of 
McKinney Forged Iron Hardware in your 
display room is to risk the loss of a lucra- 
tive business. Full-page advertisements in 
The Saturday Evening Post, House & Gar- 
den, House Beautiful, plus the building and 
architectural papers are sending buyers to 
the merchants who realize 
the call for this Forged Iron 
Hardware is great—and 
still growing. 

Use the coupon if you 
have not received full in- 
formation on McKinney 
Forged Iron Hardware. 





MAIL THIS COUPON 





i 








Forge Division, McKinney ManuracturinG Company, Pittsburgh, Pa. 
Please send catalog entitled “‘ Forged Iron Hardware by McKinney” to 


a Maa 
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By LLEW S. SOULE 








The Nigger in the Woodpile 


CERTAIN manufacturer who sells to the consumer through canvassers, cer- 
: tainly believes in educating his door bell pests. He not only trains them 
fe on methods of getting past the front door, but he furnishes them with a bundle 
of neat come-backs to use on the householder who prefers to trade with the 











i home merchant. 


Below is a sample of his instructions. It gives in detail the answer which the 
“Glorified Peddler” is expected to make, whenever a prospective customer says: “I 


be buy my goods at Blank’s store.” 
a Here it is in all its blatant glory of Bunk and Misstatement: 


a “Mr. Jones, I can save you money on this line. I can sell these items 
" to you at rock bottom prices, because I sell direct from the factory. When my 
company decided to discontinue the old method of distribution and to sell direct 
‘ to the user through factory representatives, it eliminated the high overhead costs 
which the retail store must bear and tack on to the consumer. It eliminated the 
wholesaler, the jobber, the retailer, and other expense—creating, profit-consum- 
ing middlemen. You get the benefit of all these savings in the form of big 
values and better made merchandise.” 


The goods which this manufacturer sells are sent prepaid to the customer. 
Even the C. O. D. charges are taken care of. The Peddler gets 40 per cent of 
the selling price plus an extra bonus of 6 per cent if he sells a reasonable amount. 
The prices are fully 25 per cent higher than those asked by the average retail 


+ 
+3 
23 
s+ 


merchant for merchandise equally good or better. 


And yet—the man behind the peddler has the audacity to say that he has 
eliminated the high overhead costs of the jobber, the retailer and other expense- 
creating, profit-consuming middlemen. 


*rt * Raine 
arent angsty 


ee To a man on the side lines it would seem that someone other than the 
: retail merchant is doing the expense producing and the profit consuming. About 
the only thing eliminated is the bargain which the misinformed patronizers of 
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peddlers think they are getting. 
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Above is a general view of the new fourteen story warehouse and office build'ng of Hibbard, Spencer. Bartlett & Company at 211 East North Water 
Street, Chicago. Ideal facilities for receiving and shipping merchandise are afforded by direct railroad trackage and wharves at the river side of the 
building. 


What Happens to a Dealer’s Order 
in a Wholesale Hardware House 


The New Fourteen-Story Warehouse and Office Building of Hibbard, 
Spencer, Bartlett & Co., Chicago, Is a Striking Example of 
E ficient Modern Methods—Only Three Hours 
Allowed to Enter and Pack a Shipment 


ATE in the fall of 1924, the city of Chicago served 
notice to Hibbard, Spencer, Bartlett & Co., 
hardware jobber of that city, that it was neces- 

sary to condemn and remove the eight-story office and 
warehouse occupied by the firm at State Street and 
the river. The construction of a new boulevard system 
required the 
property and the 
hardware firm 
was given one 
year to vacate 
the building 
which had been 
its home and 
headquarters 
since 1893. 
“Hibbard” 
was quick to see 
the opportunity 
in this enforced 
move to obtain 
a modern build- 
ing designed 
especially to fit 
the firm’s needs 
and equipped 
with every 
facility to give 
the best service 





The third, fourth and fifth floors of the new building of Hibbard, Spencer, Bartlett & Co., 
contain open stock or broken packages, stored on more than three miles of steel shelving, 
while each of the other stock floors carries merchandise in original packages only. 


possible to customers. After a long search, land was 
purchased on the north bank of the Chicago River, 
which gave the company trackage, dockage and also easy 
access to the nearby “loop” district. In April of 1925, 
the new building was started, with C. J. Whipple, at 
that time vice-president of the company and since 
elevated to the 
presidency, in 
charge of the 
eonstr uction. 
Mr. Whipple is 
a graduate of 
the engineering 
department of 
the University 
of Michigan, 
and his_ engi- 
neering knowl- 
edge, coupled 
with his whole- 
sale hardware 
experience, 
made_ possible 
the erection of 
a building, 
structurally per- 
fect, equipped 
with every 
modern mechan- 
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ical device, that 
would tend to 
speed up the 
company’s’ op- 
erations. 

The new plant 
consists of 13 
stories with a 
basement and a 
sub - basement 
and contains ap- 
proximately 20 
acres of floor 
space. At one 
end a dock per- 
mits large lake 
steamers to load 
and unload di- 
rectly into the 
stock rooms; 
there is track 
capacity for 
seven freight 
cars inside of 
the building, 
and the loading 
platform, also 
inside, will accommodate 25 trucks at one time. There 
is also direct communication by tunnel with the freight 
depots of all the railroads entering the city. 

It is possible that few dealers have more than a vague 
conception of what happens to the orders which they 
give to the jobbing house salesman when he calls at 
their stores or how it is handled. Every jobber realizes 
that the two prime factors’ of service in handling and 
holding the business of the retailers are promptness 
and accuracy. Naturally each individual wholesaler has 
his own system of handling orders, but “speed without 
errors” is the thing they all work for, and the modern 








Above is shown a view of the conveyor 
which carries all shipments to an auto- 
matic scale where they are weighed, the 
labels inspected and the number of 
packages tallied. At the right is shown 
the double spiral gravity carrier, which 
starts at the fifth floor and runs down 
to the packing room, with openings on 
each intervening floor. 





The bins for merchandise on the stock floors are formed by horizontal strips of angle 
iron bolted to the floor and ceiling, with holes punched at three inch intervals, and to 
which uprights are bolted so that a bin of any size can be — constructed.~ Each 


floor of the warehouse is designated by a letter synonymous wit 
chandise carried on it. These letters are prefixed before the number of the item in 
the firm’s general catalog and on all orders. 
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equipment used 
in reaching this 
end is somewhat 
of a revelation 
to the average 
dealer. 

The new office 
and warehouse 
of Hibbard, 
Spencer,  Bart- 
lett & Company 
is a_ striking 
example of the 
efficiency of 
modern methods 
and the accom- 
panying photo- 
graphs will give 
some idea of the 
care and speed 
with which a 
retailer’s order 
is filled and 
shipped. Only 
three hours are 
allowed each 
order from the 
time it is entered until it is packed and ready for ship- 
ment—any order, regardless of size, received up until 
3 o'clock in the afternoon is ready for shipment and 
is delivered to the railroads that same day. 

The fifth, fourth and third floors contain open stock 
or broken packages stored on over three miles of steel 
shelving, while each of the other stock floors carries 
only original packages. A separate set of order clerks 
is assigned to each floor, making it unnecessary for 
them to leave their own floor in assembling orders. 
Wooden baskets and box trucks are used for collecting 
the merchandise. 


the class of mer- 


As the freight shipments arrive at the 
shipping platform they are sorted by 
rail routes and trucked to the proper 
section of the loading platform. Here 
they are joined by any goods that are 
to be shipped in the original boxes and 
which are sent direct from the “original 
package” stock floors to the shipping 
room. 
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The conveyor carries all shipments to an automatic 
scale where they are weighed, the labels inspected and 
the number of packages tallied. Here the various ship- 
ments are classified, each class being sent to the proper 
shipping platform by carriers and spiral chutes. 

As the freight shipments arrive at the shipping plat- 
form, they are sorted by railroad routes and trucked 
to the proper section of the loading platform. Here 
they are joined by any goods that are to be shipped 
in the original boxes and which are sent direct from 
the “original package” stock floors to the shipping room. 
The packages are here checked against the shipping 
receipt, put in piles and each evening are sent direct 
to the railroad freight depots by tunnel or boat. 

The stock floors of the warehouse are each given a 
letter, which designates the class of merchandise car- 
ried on them, and these letters are prefixed before the 
number of an item in the general catalog and are also 
prefixed upon all orders. Thus the eleventh floor is 
given the letter W and contains stoves and refrigerators, 
and X is the tenth floor where steel goods and lawn 


¥ 





mowers are carried, and so on through to the sixth 
floor. Bins for the merchandise are formed by horizontal 
strips of angle iron, bolted to the floor and ceiling, with 
holes punched at 3-in. intervals and to which uprights 
are bolted so that a bin of any size can be quickly 
constructed. 

Freight shipments are packed in another part of the 
packing room, only one order at a time being placed 
in a packer’s section, thus avoiding the possibility of 
mixing shipments. After an order is packed, the pack- 
age is placed in the aisle where a “label man” inspects 
it and pastes the proper label upon it. The shipment 
is then placed on a conveyor running the full length 
of the room, flush with floor, to be carried on to a final 
checking and weighing. 

The wire carriers from the mail desk terminate in a 
“kick back” basket which automatically drops the order 
on the desk of the proper territorial credit man. After 
receiving his O. K. it is sent to the territorial order 
passers by belt conveyors, who make any needed cor- 





Above is shown a corner of the packing room. The baskets con- 
taining the freight shipments arrive at the bottom of a chute, are 
loaded on hand trucks and carried to the section designated on the 
order. At the left is a view of the order entry department. Here 
orders are marked, numbered and routed for shipment. Below we 
have the pricing department where the orders are sent, after the 
shipments have been weighed. Here the shipping receipt is written, 
the orders priced and prices rechecked. 


rections on the order and then send it on to the order 
entry department. 

The entire top, or thirteenth, floor of Hibbard, Spen- 
cer, Bartlett & Company’s building is occupied by the 
general office. Near the entrance stands the mail desk, 
or “bandstand,” as it is familiarly called, and here five 
clerks are engaged in opening and sorting all mail com- 
ing to the firm. Messengers bring the first mail from 
the postoffice at 5:30 o’clock each morning and the clerks 
begin work at 6 o’clock. From then until 3 p. m. mail 
is brought in by messenger and regular carrier delivery 
every hour, and an average of 1000 pieces is handled 
each day, each piece being stamped with the exact mo- 
ment of its arrival. 
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The Dixon Hardware Co., Santa Rosa, Cal., does a large business every summer and early fall in the sale of oil heat- 
ers to tourists, trappers and campers and attributes success in this line to frequent window displays 


Get Out Your Oil Heaters 
They’re Good Summer and Fall Sellers 


Dixon Hardware Company, Santa Rosa, Calif., Sells Large Number of Oil Heaters 
Every Summer and Fall to Hunters, Tourists and Campers by 
Featuring Them Frequently in Its Windows 


ON’T forget to feature your oil heaters this fall. 
1) They’re good sellers, even in California. The 

Dixon Hardware Co., Santa Rosa, Cal., sells a 
large number of them every summer and fall to campers 
who go up into the mountains or down to the sea to 
spend their vacations. 

The display cards used in the accompanying illus- 
tration of one of the Dixon Hardware Co. windows are 
especially interesting. As you will see in the picture 
there are four heaters in the foreground of the window, 
each of which has a card at its base. Reading from left 
to right, as the newspaper caption writers would express 
it, the cards state the main selling points that the 
Dixon Hardware Co. stresses: 1. Oil heaters are eco- 
nomical to operate; 2. They are good for all the year 
round; 3. No wood, coal or ashes have to be lugged. 

Other signs in the window are equally interesting 
for their advertising value. One urges: “Get the right 
stove to take off the fall chill and be comfortable.” An- 
other states: “Reduce your heat bills; an oil heater will 
do it.” And still others inform observant pedestrians 
that, “there is no wasted heat with a good oil heater,” 


and that, “oil heaters give more heat for less fuel.” 
“Heat by the roomfull,” urges another card. 

There are plenty of ways to display oil heaters, and 
plenty of things.to say about them. The main thing 
is, if you wait too long before doing both of these 
things, you won’t keep your stock moving and your 
profit up to par. Get them on the floor anyway. 





Those who serve behind retail counters today should 
be the successful merchants of tomorrow—men whose 
apprenticeship has led to well-earned ownership. How 
many will attain that goal? 

Those only who deserve; whose ambitions, desires and 
efforts are directed toward that end. Now is the time 
for planning—for study—for vision—for conscientious 
work—for thought and preparation. 

There is nothing ahead but monotonous existence, 
coupled with failure, for the shirker, the waster and the 


clock watcher. 





If men were only half as brave in collecting accounts 
as they are in opening them, there would be mighty 
few losses from the extension of credit. 
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A Letter to Salesmen 


Extracts from a General Letter Sent Out by a Manufacturer to the 
Salesmen of His Wholesale Distributors 


By Saunders Norvell 


port dated August 16, 1926, states: 


“July wholesale trade was smaller this year 
than ‘last’ in 10 out of 13 reporting lines. One 
of the factors contributing to this decline was the 
shorter working month, due to the celebration of 
the Fourth of July holiday on the Fifth this year. 


July 

“This letter should be about July, but I have no feel- 
ing of enthusiasm in writing about July. In these 
letters we always do our best to tell the truth. We 
write cheerfully when we can, but sometimes the fig- 
ures do not make us cheerful. 

“July as a month was like dubbing your shot playing 
‘golf.’ July was a ‘flivver.” Last year July was a very 
good month with us. This year in every one of our de- 
partments we showed a falling off in sales compared 
with last year. It is not a bit of consolation to us 
to know that business in our line all over the country 
was very poor in July. For the first six months of this 
year, we made gains each month regardless of the 


conditions. 


sof YHE Federal Reserve Bank, in a preliminary re- 


Vacations 


“July and August have been months of vacations. 
The weather this year seems to be taking a tail spin. 
The oldest inhabitant has never known of such a sum- 
Scientists tell us a summer like this only hap- 
pens once in 200 years. Thank goodness we will not 
be here for the next one! We have had a lot of orders 
but they were small—just filling-in business. 

“We are becoming a nation of vacationists. Every- 
body has to have his vacation. Everybody is think- 
ing and talking more about vacations than about busi- 
July and August every year are now shot to 
Then again, we have vacations— 
Salesmen lay off. 


mer. 


ness. 
pieces by vacations. 
or, at least, holidays, at Christmas. 
Sales drop. 

“When one sizes up the drift of business in the United 
States, it is interesting to observe that we must lay 
our plans to do business and make profits in 8 months 
while in 4 months of the year, if we can break even, 
we are lucky. This condition is being brought about 
by the modern craze for vacations and holidays. The 
thoughtful business executive must study this situa- 
Unfortunately, fixed salaries run by the year. 


tion. 
Most of our other over- 


Leases are made by the year. 
head expenses are by the year. As sales fall off in 
these vacation months, expenses stay up. Employees, 
of course, have vacations with pay. Now, I am not 
saying that vacations are not a good thing. Do not 
take this letter as knocking vacations. After all, the 


main object of existence is to be happy and there is no 
doubt that vacations lead to more health and happiness. 


“However, the point I am making is that the thought- 
ful business executive, in figuring to make his busi- 
ness profitable, must consider very seriously the fact 
that he must make his profit showing in 8 months of 
the year and that he must try to conduct his business 
in 4 months on an expense basis that will lead to just as 
little loss as possible. 


August Sales Improving 


“But let us look to the future. As August progresses, 
business has been picking up. Orders are larger. The 
buyers of our wholesale distributors are evidently re- 
turning home from their vacations and are giving 
thought to their stock of goods on our line. We are 
receiving some nice, large, stocking-up orders. My 
dear buyer, have you stocked up or will you wait until 
the fall business strikes you right after Labor Day 
and then start telegraphing us for goods? Will you 
be short? Will you substitute something else ‘just 
as good’? 

“T am not hinting to the buyers of our wholesale dis- 
tributors. I am directly asking them to make a memo- 
randum to look over the stock of our goods and stock 
up in advance for fall business. My old boss, one of 
the greatest merchants this country ever produced, 
constantly repeated this phrase: ‘A merchant’s first 
duty is to have the goods in stock when they are called 
for.” This turn-over idea has been worked to a fraz- 
zie. The merchants of this country have lost millions 
of dollars in profits by being short of goods because 
they had been obsessed with the quick turn-over idea. 
Nothing in business is more expensive than to pay your 
salesmen, pay overhead, go to all the trouble of han- 
dling an’ order and then find that you are short of the 
goods called for. 

Success—the Answer 

“Success is achieved in following A. B. C. principles. 
When I study the lives of successful men or the records 
of successful organizations, I find that the reasons for 
their success are perfectly apparent. I also can see 
clearly the reasons for the lack of success of other men 
and other organizations. Success is achieved, first of 
all, by thinking out a plan of doing business that is 
practical and profitable. Then this plan should be care- 
fully studied in all of its bearings. Planning and think- 
ing are the first moves. 

“The next thing is to carefully work out the method 
of executing this plan. I can not emphasize too strongly 
the difference between planning and executing. In my 
opinion, more individual and business failures are the 
result of slip-shod execution of plans than poor plans. 
It is frequently a pleasant intellectual occupation to 
think out plans, but when we enter into the field of 
execution, we run into many details that take a 
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great deal of care, work and time. In other words, 
it takes a world of patience and hard work to ener- 
getically and carefully work out good plans, and it takes 
time. 

“‘Most men fail because they have not the ability to 
concentrate their minds and apply their energies for 
a length of time in one set direction. There is a best 
way to do everything. It takes some thought to find 
this best way. After this best way is discovered, it 
takes patience and concentration to learn this best way 
of working and to make this best way of working a 
habit. 

The Expert Stenographer 

“Let me illustrate: A girl starts to learn stenography. 
There of course is a best way to learn. This way is 
put in a book. She has teachers to teach her the best 
way. She studies the book. After she learns the prin- 
ciples and theory of shorthand, comes the application. 
Here is the hard work. Here she needs practice. Some- 
times she thinks she will never learn the darned thing. 
Her progress is very slow, but if she concentrates and 
has the power of persistence, she gradually learns. 
After awhile she is able to take dictation, after a 
fashion, with a good many stops and halts. Here some 
of our dear young lady stenographers seem to stop 
their education. They do not progress beyond the 
point of painfully taking a letter—that is—painfully 
to the dictator! 

“There are others, however, who continue their prac- 
tice. They become more and more proficient. After 
awhile you see them taking dictation apparently with- 
out any effort whatever. You also see them writing 
on their machines without even looking at the keys. 
No good typist is ever expected to look at her keys. 
She has reached the point where she has formed the 
habit of taking dictation and of transcribing on the 
machine as a matter of habit and almost without any 
mental effort. In speed contests of expert stenog- 
raphers, one of the tests is to talk to the operator about 
other matters while she is copying her notes on the 
typewriter. In other werds, she has become such an 
expert—she has made such a habit of her work that 
her mind can actually do two things at the same time. 
I even know a stenographer who is so expert that she 
sings while she is transcribing her notes. 


How They Study Bridge 


“Let us take the game of bridge. I know some old- 
time whist players. They have played whist and bridge 
for many years. They tell you that they play the game 
‘according to common sense.’ They do not believe in 
any of the new-fangled rules, conventions, signals and 
doo-dads that have been introduced into the game. 
They do not study modern books written by Work, 
Whitehead and the others on bridge. What is the 
result? These old-line players never improve. They 
play a fair game, but any modern expert bridge player 
who has taken lessons from expert players and who 
studies the books on bridge can beat them to a frazzle. 


Then There Is Golf 


“Take the game of golf. You can go to any country 
club and see a lot of fellows, especially middle-aged 
men, plugging around the golf links year after year, 
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trying to break a 100. If they can do that, they are 
happy and satisfied. I am that kind of player myself. 
When I break a 100 I give a dinner. Somehow, I have 
the idea that some day a miracle will be performed 
and that I will become, unexpectedly, suddenly and 
without reason, a good golf player. My cold, sober 
judgment, however, tells me that this will never hap- 
pen until I study how to play the game. Still, such 
is the peculiarity of human nature that I keep on 
plugging away at my same old game in the same old 
way. 
He Hired a: Professional 

“Three years ago I took my son-in-law out on the 
links. He had never had a golf club in his hand. He 
was the wildest shooter I ever saw, but he shot them 
hard. The following summer he went away on his 
vacation. He decided to study the game of golf scien- 
tifically. For 30 days he went 18 holes with a profes- 
sional golf player every day. When he returned home, 
he took me out for a game, fixed up the odds about 
right, and then, to my surprise and consternation, shot 
an 80. I have seen him do 18 holes in 76. 

‘‘Now, what had happened? Instead of playing year 
after year, with all of his own peculiar mistakes, er- 
rors and poor ways of playing, he was willing to take 
instruction from a professional and get straightened 
out immediately. Look at all the time he saved. Think 
of how much more pleasure he now gets out of the 
game of golf. Think of the bridge player who, in- 
stead of expecting to improve his game all alone, takes 
lessons from a professional and actually learns how 
to play the game. Besides all that, he plays with greater 
ease and keeps out of trouble. 


Swimming 


“Lately we have all .been reading a Jot about swim- 
ming. Gertrude Ederle, a husky young woman, swam 
the English Channel in 14% hours. Did Gertrude 
start out without knowing what stroke she would use? 
Did she try all kinds of strokes? No—not on your 
tintype! Gertrude used the crawl stroke. This stroke 
has been found by experts to be the best stroke for 
long distance swimming. Gertrude practiced this 
stroke. She learned how to breathe when swimming. 
She learned how to get every ounce of energy out of 
herself with the least possible waste of force. She had 
practiced swimming just like the stenographer, like 
the bridge player and like the golfer, until the best 
method of swimming became a habit. It was second 
nature with her. Therefore she was successful. 


Now We Come to Salesmanship 


“Have you followed me so far? Through all the 
above writing, I have had my eye on a certain flag and 
that flag is, LEARNING SALESMANSHIP. How 
salesmen are there—middle-aged salesmen— 


many 
who say: ‘There is nothing to this expert salesman- 
ship dope. I believe in common sense. I believe in 


born salesmen. Anyhow, I do not need any of this fancy 
instruction in my business.’ So these gentlemen plug 
along year after year, doing just about the same amount 
of business—no matter how hard they work. They 





[Continued on page 84] 
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HE Ninth Inning and Safe on Base. Thousands of amateur Babe Ruths and George Kellys are 

striving to make a local reputation for themselves and their teams. As a hardware merchant, 

why not win for yourself a local reputation as the headquarters for all sporting goods in your 
community. Take an interest in the outdoor activities of your town. It’s your Inning! 
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Small Town Dealers Now Face 
a New Competition 


Montgomery, Ward and Company Establishes First Link of Proposed “Chain” of 
Display Stores at Marysville, Kansas—Is This Another Problem the 
Small Town Dealer Must Face? 


printed a short interview with Theodore F. 

Merseles, president of Montgomery Ward & 
Company, in which he announced that his company 
planned the establishment of a chain of “display” 
stores in the smaller towns of the country. The first 
of these stores opened in Marysville, Kan., a town 
of 4000 population, on Saturday, Aug. 14. 

According to Mr. Merseles the stock carried by 
these chain stores will contain auto accessories, hard- 
ware, implements and furniture. It is planned that 
the stock will be merely for display with the idea of 
permitting the customers to examine the merchandise 
before purchasing and all orders will be filled from 
the present mail order house or its branches. The 
one exception to this policy will be in the matter of 
automobile accessories, which will be sold over the 
counter in the new stores, giving the customer imme- 
diate possession. However, Mr. Merseles states that 
SHOULD THE PLAN PROVE SUCCESSFUL IT IS 
PROBABLE THE COMPANY WILL EXTEND ITS 
STOCK FOR IMMEDIATE DELIVERY TO AN AS- 
SORTMENT OF STOCK ORIGINALLY CARRIED 
FOR EXHIBITION PURPOSES. 


What Will It Mean? 


Just what this latest form of competition to threaten 
the small town ‘hardware dealer will mean is, of 
course, somewhat problematical. However, Marquess 
Dean, one of the three hardware retailers in Marys- 
ville, the site of the first unit in the new chain, in a 
statement to HARDWARE AGE, not only gives some first 
hand information on the opening of the store in that 
town, but also gives some very sound advice as to 
how this new threat may be met, at least in part. Mr. 
Dean’s story of the establishment of Montgomery 
Ward’s first retail hardware store follows: 

That Montgomery Ward & Co. is to establish a 
chain of display stores throughout the country has 
ceased to be news as far as we in Marysville, Kan., 
are concerned. It is now a reality. The event is far 
from being a joke, and while the project is in its in- 
fancy it is time for us to strike hard. If there ever 
was a time in the history of the retail business that 
the wholesaler, manufacturer and retail merchant 
should bind themselves together it is a time I cannot 
recall. We must fortify ourselves by a better under- 
standing so that our triangle of logical selling meth- 


ods will be impregnable. 
In regard to the Marysville situation, we are as 


R mrintea one of the Chicago daily newspapers 


much in darkness as to the ultimate outcome as are 
thousands of other merchants who are, no doubt, 
watching the great step that has been taken. This 
does not mean the hardware men alone, but it is a 
vital subject for every single handed merchant in 
every city, town and village. To give serious thought 
and to awaken and analyze the subject matter that 
confronts us so that we may be able to cope with this 
plan that Montgomery Ward & Co. now has on foot.” 
When I say single handed merchant, I mean any one 
of the representative body of men in every town in 
the United States who conducts a retail business and 
who is not only the outlet for every manufacturer 
and jobber but is the very back bone of his com- 
munity. 

Marysville has a population of about 4000. It is 
the county seat of Marshall County. Not only is 
our town a good railroad center, we are located in 
the center of a rich agricultural section. Marysville 
is a good trading center and credit for this and other 
advancements along civic life can well be given to the 
live merchants that live here. We are convinced 
that the mail order house has never done anything for 
the advancement or uplift of any community. Marys- 
ville has nothing to boast of over hundreds of live 
county seat towns unless it be that Montgomery 
Ward & Co. has picked our town as being the garden 
spot of the world. But don’t be jealous or feel 
slighted. Who can tell but that your town will be 
next? 


Local Merchants Loyal 


With every local merchant Marysville is first, last 
and always. It is our home. We have our neigh- 
bors and friends. Our good times and sorrows are 
shared together. With Montgomery Ward & Co. here, 
Marysville and community is only one of the thou- 
sands of cases that it has been able to strip of the 
profits that rightly belong to the local merchants. 

They slipped into our town without the least sus- 
picion. No doubt we were under surveillance for 
several months before they made the final plunge. 
They not only checked Marysville from every con- 
ceivable angle, but a trade territory within a radius 
of 75 miles. Our present radius can conservatively 
be estimated at 25 miles. 

This mode of finding a location is not new. We 
know that, for example, the United Cigar Stores will 


o-. 
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The Contest Winner 


The Story of a Young Man Who Just Naturally Enjoyed Playing Games Better 
Than Doing Anything Else in the World—And So When He Fell Heir to His 
Late Uncle’s Hardware Store He Finally Learned to Play the Game 


By Russel Wilmot 


Part III 


way in the Maitland store, business was con- 
siderably interrupted. People do not like to 
climb over piles of sand and lumber and tools to get into 
a store. It was just planting time in the spring, and 
so much business went to the other two hardware stores. 
C. S. felt that small town stuff in the way of ordinary 
merchandising was not quite up to snuff, and he pro- 
posed, as he often told Mabel, to show them how men 
in bigger places carried on business. 
Perhaps C. S. didn’t realize it, but it was almost con- 
stitutional with him to take the opposite side in any 
conversation or in any discussion. Possibly this ac- 


counted for his love ot! 
(L. 


[ ) ws: the time that the repairs were under 


games and contests. He 
could array his wits 
against those of the 
other side. But custom- 
ers didn’t seem to ap- 
preciate being differed 
with and not a_ few, 
of the country folks at 
least, got it into their 
heads that young C. S. 
thought he was some 
pumpkins and smarter 
than the average. 





Indifferent 


More than once it hap- 


pened that there was 
some _ trouble about 
change, and invariably 


he refused to make good, 
remarking curtly: 

“Cash registers don’t 
make mistakes. They 
are geared to tell the 
truth. If you will count 
your money, you will 
find that you have all 
that belongs to you as 
far as the transaction 
here in this store is con- 
cerned at least.” 

Ed Bremer tried to 
give C. S. a tip once or 
twice that for all he was 
in a small town, it wasn’t 
the thing to go around 
in his shirt sleeves, nor 






to smoke constantly as he had fallen into the habit of 
doing. At first, he would lay aside his cigar when he 
served a customer. Then he only laid it aside a little 
later if serving a woman, and finally he smoked right 
along, regardless. | 

Once the new cases and the modern front were in, 
C. S. took great pride in making what he termed a more 
scientific arrangement. He put the well-known brands 
of goods in the less conspicuous and out-of-the-way 
places, for he declared that people would call for these 
anyway, as it was up to the manufacturer of them to 
create a demand. And the less well-known merchandise 
and the orphan stuff of unknown parentage he gave the 
favored places, because, 
as he explained to Ed 
Bremer, “People will not 
ask for them unless we 
show ’em.” 


Displayed Anywhere 


It was also a theory 
of the new proprietor 
that every inch of space 
should be used as far as 
possible, and in conse- 
quence he_ displayed 
goods on the floor, at the 
sides of the aisles, and 
anywhere. 

“We'll show ’em,” he 
would often say _ to 
Mabel, “that the old 
days of the Maitland 
management are over, 
and that we are ready 
to make good on our ad- 
vertising, ‘The Largest 
Hardware Stock in Seven 
Counties!’ ” 

New goods were con- 
stantly arriving, and be- 
fore long the store was 
jammed with everything 
conceivable, so that it 
was almost impossible to 
sweep and dust _ thor- 
oughly and to keep the 
place in order. As a re- 
sult, the store began to 
have an illkempt ap- 
pearance and, as _ old 





“Cash registers don’t make 
mistakes. They are geared 
to tell the truth” 
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had the contract of 
drawing the mail from 
the station to the post 
office, said, “That store 
makes me dizzy! Every- 
thing seems to jump 
right at you when you 
go through the door, and 
his windows are just a 
jumble which bewilders 
and confuses!” 
Nevertheless, C. S. did 
a fairly good business 


throughout the summer 
—a better business in | 
point of dollars taken in ) 
than his Uncle Samuel 


had ever enjoyed. Re- ———> 
peatedly he pointed this — 
out to Ed Bremer, but 
the old man _ never | 
seemed to be impressed. 


Barney Thompson, who 4 on crc 


etl 


Doubtful Policy | 


“That’s all right,’ Ed | 
would retort, “but the 
income isn’t enough to 
make up for the extra | 
bills you have contracted 
in making over this 
store, nor to pay prompt- | 
ly for all this merchan- 


dise we are piling up.” L: 
Sometimes doubts of 7 (te 


the wisdom of his own 








— It is simply ‘Punk!’” 

If C. S. had quite 
dared, he would have 
fired Ed Bremer on the 
| spot, but the old man 
was solid with a lot of 
the farmers, who took 
his advice implicitly on 
farming tools and equip- 
ment. If Ed Bremer 
said, “Si, a wire fencing 
of this design is just 
what you want to fence 
in that meadow land of 
yours with,” Si was sure 
to heed. And if he told 
the Widow Burns that 
milk pans of a certain 
depth and quality would 
last the longest and give 
the best results in cream 
surface, she listened and 
bought what he recom- 
mended. Then Ed Brem- 
er came pretty near to 
knowing whom to trust 
and how much they were 
good for, although some- 
times C. S. used his own 
judgment, because he 
liked to be a good fellow. 








“Don’t be a fool,” 
he snarled. “You 
can’t play the 
game that way” 





Business Wanes 


Business began to get 
quiet toward the end of 
the summer, and this 





policy made C. S. a little an 
uneasy. He knew that 

he had borrowed to the limit of his credit, and already 
he had been obliged to renew his notes. The people at 
the bank had intimated quite plainly that they would 
expect him to reduce those notes substantially when 
they matured again. Taxes were due and the payroll 
was larger than it had ever been before, because he 
had added a couple of clerks to the force. 

Whenever the Oakmount Clarion referred to Mr. C. S. 
Jenks as “one of our leading citizens,’ C. S. Jenks 
would mark the item with a red lead pencil and send 
it back to some of his old friends in the rope factory. 
He was satisfied that he was increasing his assets, and 
constantly told Ed Bremer so when that rather ¢rotch- 
ety old man would object to some new expenditures. 

“You’ve got to spend money to make money,” C. S. 
would retort, “and it’s going to be rather close work for 
a couple of years, but we’ll play the game and beat! 
This store organization is the team on one side, and 
the public is lined up on the other side.” 

One day when he said that, Ed Bremer turned on him 
angrily. 

“Don’t be a fool,” he snarled. “You can’t play the 
game that way. The minute you consider yourself an 
opponent of the public, you are a gone goose. You’ve 
got to work with them and for them, and if you want to 
know what I think of the way you are handling this 
hardware store, I can give it to you in a single word. 


was about the time that 
the notes were to be 
taken care of at the bank. Several of the hardware 
jobbing houses began to get anxious for their money, 
and there were days when C. S. didn’t open his mail 
for two or three days at a time. It wasn’t a safe 
thing to do, but he reckoned that he hadn’t the money 
and why make himself uncomfortable being dunned for 
cash he couldn’t produce. ) 

It was obvious to both Mabel and Ed Bremer that it 
was becoming increasingly difficult to meet the Satur- 
day night payroll, and both advised laying off the help 
until business started up again. But C. 8. was too proud 
to do that. He knew that word would be passed around 
that he was up against it, and he was determined to 
maintain an air of prosperity if he possibly could. 

One day as he was passing the Oakmount National 
Bank, he came face to face with the president, who was 
just entering. 

“Ah, glad to see you, Mr. Jenks,” that official said, 
suavely. “I was just thinking about you, and, if you have 
time, I’d like to have a little chat with you. Your uncle 
and I were friends for years, and I am interested in 
seeing you get ahead among us. Come into my office if 
you can spare a few minutes.” 

A vague stirring of uneasiness possessed C. S. He 
did not deceive himself as to the purpose of this invita- 
tion. He knew full well that the return drafts, his small 
bank balance, his occasional over-drafts, and his spas- 
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modic advertising for the last six weeks, together with 
the borrowed money and a number of unpaid bills 
about town—all told an eloquent story which the banker 
was perfectly well able to read. 

Mr. Bird gave him a comfortable chair and handed 
him a cigar. Then he closed the office door. By this 
time, his whole manner had changed, and he was the 
cool, shrewd man of business. 

“IT asked you in,” he said bluntly, “because I want 
to have a talk with you. Evidently your idea of running 
a hardware store is to buy goods, advertise them when 
you have the cash or think about it, mark the goods up 
pretty well, sell if you can, and borrow money to pay 
for them if you can’t. A lot of men attempt to run 
business this way, but mighty few of them succeed. 
Some pull along for years just making one hand wash 
the other. I could put my finger on several who have 
grown old and shabby and have finally become depen- 
dent upon relatives because their management didn’t 
warrant anything else. I notice that your notes have 
been renewed twice and your bank balance indicates 
that when they mature again you are not going to be 
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growing lean on the way you are handling the Maitland 
Hardware Store? 

“You would have been wiser to have run that busi- 
ness three or four years with very little change, until 
people got to connect you with it, and until you knew 
them by name, and they were calling you by your first 
name. And right here, I am going to give you a tip, 
and it is a straight-from-the-shoulder one. As long as 
all the men in a community, country or town call a 
fellow by his last name or put the handle ‘Mister’ to 
his name when addressing him, he can bank on it that 
he is an outsider. That sort of thing may go in a big 
city, where there is not the intimate relation between 
the business firm and the customers that there must 
be in a place of this size. And my advice to you is to 
hitch something on to those initials of yours and call 
yourself by it. If you don’t like the name that was 
given you when you were born, you better invent one 
to suit yourself. 

“You’re not succeeding here, Jenks. I hope you'll 
understand that [’m not criticising—only trying to help 
my old friend’s nephew. The town people know you are 
spending beyond your means. They rather resent your 
air of superiority, and some of them feel that you are 
not one of us as you should be. Your out-of-town cus- 
tomers have got ithe 
idea some way or other, 





that you are tucking on 





able to do very much if anything toward reducing 
them. 
“Now, C. S.—and by the way, I’ve never known what 
your name is. Do you 
mind telling me?” 
“I'd rather not,” he 
said, “if it’s all the same 
to you. I was labeled 
with a rather absurd 
name.”’ 
“Oh, all right,” as- 


sented the banker, and 
he frowned as he said it. 


Serious Mistakes 





“I am free to tell 
vou,” he continued, “that 
I think you have made 
one or two serious mis- 
takes since you came to 


Oakmount. First you 
went ahead and fixed 
over the store. It might 


have been all right for 
your uncle to do it, for 
he was well-known, but 
people weren’t§ ac- 
quainted with you, and 
when they found them- 
selves in a completely 
changed establishment 
with a new man at the 
head of it, all the value 
of the old traditions and 
the Maitland association 
was lost. 











“Do you know that 
your two competitors 
have nearly doubled 


their business since your 








long prices to help pay 
for all of these improve- 
ments, and so they are 
trotting off elsewhere 
with their cash so as not 
to be taxed. I believe 
you can win out yet, but 
you’ve got to reef your 
sails.” 

C. S. smoked silently 
for a few minutes. A 
curious sensation of re- 
lief possessed him, and 
he was amazed that he 
should feel this way. 
When he finally spoke, 
he said: 

“You may “be sur- 
prised, sir, but I have 
felt all you have told me, 
and realized it in the 
back of my mind. But I 
have always been a win- 
ner in all the games I 
undertook, and I didn’t 
like to acknowledge even 
to myself, that I was 
falling down in this bus- 
iness game. 

“I’m going to change 
my mind and tell you 
what C. S. stands for, 
for I rather fancy it will 
give you a hearty laugh 
at least, as it has so 

















Uncle Samuel died? This 





means that they are 
growing fat and you are 


Mr. Bird gave him a comfortable chair and handed him 
a cigar. Then he closed the office door 


many others.” 
(To be continued) 
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Late F. S. Kretsinger a Prominent 
Figure in Association Activities 


Was Pioneer in the Manufacture of Garden and Farm Tools and 
Chairman Board of American Fork and Hoe Company 


S. KRETSINGER, chairman of the board of the American 

e Fork and Hoe Company, Cleveland, Ohio, and one of the 
pioneers in the manufacture of garden and farm tools, whose 
sudden death was announced in last week’s issue of HARDWARE AGE 
was one of the early members of the American Hardware Manu- 
facturers’ Association, of which he served as a director, vice-presi- 


dent and later on the advisory committee. 


He was a member of 


this committee at the time of his death. Mr. Kretsinger always 
took an active interest in that association as well as the National 
Hardware Association and was a regular attendant at the conven- 


tions of these associations. 


Mr. Kretsinger was born in Cherry 
Valley, Ill., in 1844. His first business 
activity was in the lumber business 
in Chicago. Later he became as- 
sociated with his father, W. H. Kret- 
singer, in the wholesale hardware busi- 
ness under the firm name of W. H. 
Kretsinger & Co. In 1871 he became 
associated with the firm of Soule, 
Kretsinger & Co., which engaged in 
the manufacture of steel goods, at Fort 
Madison, Iowa. This business was in- 


corporated in 1874 as the lowa Farm- | 


ing Tool Co. and W. H. Kretsinger be- 
came its president and F. S. Kret- 
singer its secretary and treasurer. On 
the death of his father in 1894 F. S. 
Kretsinger was made president of the 


company and continued as its head | 


until 1902, when the American Fork & 
Hoe Co. was organized and merged 
with the lowa Farming Tool Co., and 
several other plants engaged in the 
manufacture of a similar line of prod- 
ucts. From 1902 to 1903 Mr. Kret- 
singer was vice-president and manu- 
facturing director of the American 
Fork & Hoe Co. During the latter 
year W. H. Withington, president, died 
and Mr. Kretsinger succeeded him as 
president of the company. He re- 
tained this position until 1907, at 








which time he retired from active busi- 
ness and was elected chairman of the 





F. S. Kretsinger 
board, retaining that position until his 
ceath. 

At the time of the organization of 
the American Fork & Hoe Co. in 1902 
he moved to Cleveland where he lived 
until his retirement in 1907, at which 
time he moved to Evanston, IIl., where 
he lived until his death. Mr. Kret- 
singer was a 32nd degree Mason. 





Junior Wheel Goods Issues 
Interesting Booklet 


The Junior Wheel Goods Corp., Ko- 
komo, Ind., has issued an interesting 
24-page booklet, entitled “From Infancy 
to Youth,” in which the completeness 
of the entire Blue Ribbon Line of Ju- 
venile vehicles and allied products is 
illustrated and described. 


In glancing through the pages of | 


this new booklet, it is a self-evident 
fact that the firm’s line of products 
well covers the phrase incorporated in 
the title. According to the company, 
the line has been planned to give 
youngsters, “from the stork to ’teens,” 
juvenile vehicles and similar products 
that are well designed, carefully built 
of quality materials, and finished beau- 
tifully and serviceably. 





The booklet itself is dedicated, in a 
frontispiece, “To the red-blooded, lova- 
ble, happy children of today,” whom 
the firm greets as “The virile, true- 
hearted citizens of tomorrow.” 





McDougall-Butler Co., Inc., 
Issues Booklet on Selling 


A booklet has recently been issued 


by McDougall-Butler Co., Inc., manu- | 


facturer of varnishes, enamels and 
paints, Buffalo, N. Y., entitled “Stories 
of Success in Selling.” 

The text of this booklet combines six 
short stories of the success of various 
McDougall-Butler customers, written 

















in a masterly manner by James Wal- | 


lien, advertising counsel of the com- | 
| ware and warehousing business. 


pany. 
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Supplee-Biddle Hardware Co. 
Assists Retail Hardware 
Merchants at Sesqui 


Retail hardware merchants visiting 
Philadelphia during the celebration of 
the Sesquicentennial have been assisted 
in many ways by an organization look- 
ing after their welfare in the Supplee- 
Biddle Hardware Co. A _ surprising 
number of merchants have had their 
hotel reservations made in advance by 
writing of their requirements and on 
registering at the Supplee-Biddle Co. 
the many comforts furnished there 
have added to the pleasure of the trip. 
Personal attention is given the guests, 
who are informed of places of interest, 
and a program, including a very clear 
map, is also furnished. 

William B. Munroe, president of the 
company, had just left a group from a 
distant city, and in greeting the HArp- 
WARE AGE representative said: “The 
visitors come from a long distance and 
the long distance merchant does not 
have the opportunity for personal con- 
tact. We want them to use our ser- 
vice and equipment as they desire.” A 
box of sweets arranged in an appro- 
priate souvenir box and neatly tied 
with the city colors is presented to each 
lady guest, while the men receive a spe- 
cial sesquicentennial pocket knife. 


os 


Takes Over Tire Cover and 


Radiator Shield Business 


The Indianapolis Saddlery Co. sad- 
dlery hardware and leather, 237-241 
South Meridian Street, Indianapolis, 
Ind., has acquired the tire cover and 
radiator shield business of the Perkins- 
Campbell Co., 622 Broadway, Cincin- 
nati, Ohio, and has moved the equip- 
ment, material and designs to its fac- 
tory in Indianapolis. 


Dash and Rodin Establish 


Providence Hardware House 


The Dash-Rodin Hardware Co., 101 
Bradford Street, Providence, R. I., re- 
cently organized by Ira F. Dash and 
Louis Rodin, has established a whole- 
sale manufacturers’ agency at the 
above address, specializing on general 
hardware, tools, cutlery, automobile 
accessories and radio merchandise 
throughout the New England States. 

The company is desirous of obtain- 
ing catalogs and price lists from manu- 
facturers of the above and other hard- 
ware lines and is open for the repre- 
senting of manufacturers and import- 
ers in New England. 

Aside from its business as a manu- 
facturers’ representative, the firm is 
also doing a general wholesale hard- 
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Jaques Now Sales Mgr., 
Acorn Division of 


Standard Gas Equipt. 


In the Stove Business for Forty 
Years — Formerly with Rath- 
bone-Sard Co., Engaged in 

Special Work 


On July 23 C F. Jaques was ap- 
pointed sales manager of the Acorn 
Division of the Standard Gas Equip- 
ment Co., New York—in complete 
charge of gas and electric sales. 

Mr. Jaques has been in the stove 
business for nearly 40 years. Acquaint- 
anceship with stoves began in the de- 
velopment of a stove department for a 
hardware store on the Pacific Coast. 
Sixteen years ago he sold Acorn 
Stoves for the Southern California 
Agency of what was then Rathbone- 
Sard Company. Nine years ago he 
was appointed Pacific Coast manager. 
In 1921 he came East and engaged in 
special work for Rathbone-Sard Com- 
pany until July 23, 1926, when he re- 
ceived his present appointment. 

Mr. Jaques is thoroughly experienced 
in the construction and merchandising 
of stoves. He knows the dealer’s prob- 
lems as well as the Public Utilities’. 

His appointment is welcomed by the 
sales force because of his well known 
qualities of leadership and his complete 
knowledge gained through many years 
of experience on the road. 


C. F. Bennett Now Director 
of North & Judd Mfg. Co. 


Clarence F. Bennett, president of the 
Stanley Works, New Britain, Conn., 
has been made a director of North & 
Judd Mfg. Co., New Britain, Conn., 
maker of hardware, harness and acces- 
sories. 


A. M. Anderson Is Elected 
Vice-President of the 
South Dakota Dealers’ Ass’n 


At a recent meeting of the board of 
directors of the South Dakota Retail 
Hardware Association, A. M. Ander- 
son, Sturgis, S. D., a member of the 
hoard, was appointed to the office of 
vice-president, made vacant through 
the death of A. Refvem, of Frankfort. 

It was also decided by the board to 
employ a field man to render personal 
service to the members, starting Sept. 1. 


— = 


Correction of Error 


In connection with the account of 
the suit against the Southern Hard- 
ware Jobbers for alleged violations of 
the Sherman Anti-trust Law, which ap- 
peared on page 43 of the Aug. 19 issue 
of HARDWARE AGE, through a _ typo- 
graphical error it was stated that the 
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C.F. Jaques 
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suit was filed by the Department of 
Commerce. 

The suit was filed by the Department 
of Justice against the Southern Hard- 
ware Jobbers, and has already been 
concluded with an injunction restrain- 
ing the defendants from further viola- 
tion of the Sherman Anti-trust Law. 
A full account of the conclusion of this 
suit appeared in the Aug. 26 issue of 
HARDWARE AGE, on page 56. 





Bridgeport Brass Co. 
Moves New York Office 


On July 24 the New York office of 
the Bridgeport Brass Co., Bridgeport, 
Conn., was moved from the Pershing 
Square Building to the Farmers’ Loan 
and Trust Building, Suite 407, 475 Fifth 
Avenue at Forty-first Street. 





Sparklets, Inc., Appoints Two 
Southern Jobbers 


Sparklets, Inc., 19 West Forty- 
fourth Street, New York City, an- 
nounces that its Sparklet syphon bot- 
tles will be distributed by the follow- 
ing hardware jobbers: Knight & Wall 
Co., Tampa, Fla., and MeGowin-Lyons 
Hardware & Supply Co., Mobile, Ala. 


New England Ass’n Outing 
at Swampscott, Sept. 21 


The annual outing of.the New En- 
gland Iron & Hardware Association 
will be held Tuesday, Sept. 21, at the 
Tedesco Club, Phillips Beach, Swamp- 
scott, Mass. During the afternoon 
there will be a golf match for prizes 
and cups donated by various companies 
and individuals, and in the evening a 
dinner, following which prizes will be 
awarded. There is every indication 
the outing will be the most largely at- 
tended in the history of the associa- 
tion. A great many members notified 
George J. Mulhall of their intention 
of attending long before notices of the 
meeting were sent out. 
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Segal Lock & Hardware 
to Move Its Plant 
to Brooklyn 


Buys Factories and Homes for Its 
Workers in Red Hook Section 
of Brooklyn—Plans New 
Buildings 

The Segal Lock and Hardware Co., 
157 Leonard Street, New York City, 
has purchased a square block at Ferris, 
Sullivan and Walcott Streets, Brook- 
lyn, for its own occupancy and as a 
factory and foundry for the manufac- 
ture of Segal Locks. The block is now 
improved with two large factory build- 
ings, a machine shop and a foundry, 
with a floor area of approximately 
160,000 square feet. 

Simultaneously with this announce- 
ment is another to the effect that the 
Segal Lock Co., has filed plans for the 


erection of three additional large 
buildings, at an estimated cost of 
$500,000. The newly acquired prop- 


erty fronts along the water in the 
Red Hook section of Brooklyn. 

The company has purchased more 
than thirty single family houses as 
homes for its employees. Upon the 
completion of the improvements the 
firm will move its two plants from 
Connecticut and its warehouses from 
New York. 


—_—— — --——. 


Standard Abrasive Co., Inc., 
Appoints J. F. Traendly 


J. F. Traendly, for many years iden- 
tified with the sandpaper industry has 
been appointed a director and vice- 
president of the Standard. Abrasive 
Co., Inc., manufacurer of sandpaper, 
449-455 Pacific Ave., Jersey City, N. J. 

His experience in the sandpaper field 
dates back to 1910, when he entered 
the employ of Herman Behr & Co., 
Inc., Brooklyn, N. Y., as junior clerk. 
His sixteen years with this concern 
was interrupted only by service in the 
World War. In 1922 he was appointed 
general sales manager of Herman 
Behr & Co., resigning that position in 
May, 1926. 

In his new connection, Mr. Traendly 
renews a business acquaintance of 
many years duration with B. L. 
Drapeau, now president of the Stand- 
ard Abrasive Co., Inc., and also for- 
merly associated with Herman Behr 
& Co., Inc. 


New Western N. Y. Dealer 


The retail hardware firm of Daily 
and Anderson has been organized and 
incorporated at Falconer, Chautauqua 
County, N. Y., with a capital of $20,- 
000, by Falconer B. Anderson, C. B. 
and C. N. Daily. 
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Radio World’s Fair 
Will Open Sept. 13 


Three Hundred Separate Ex- 
hibits to Be a Feature of Annual 
Show at Madison Square 
Garden, New York 


The Radio World’s Fair, to open 
Sept. 13 and continue for a week, is 
to be held this year in Madison Square 
Garden, New York City. Exhibits and 
their decorative settings will represent 
an outlay of $1,000,000. <A _ total of 
300 separate exhibits will be placed on 
the arena floor and exposition hall, 
while any overflow will be located in 
the balconies, where the seats will be 
boarded over to permit the placing of 
the exhibits. 

National celebrities in radio, in all 
its phases, will be in attendance, and 
events of national and international 
importance will be staged. Many of 
these events will be broadcast over a 
chain of stations. Foreign countries’ 
diplomatic and consular officials will at- 





merce Hoover, Governor Smith and 
Mayor Walker. 

There will be on display fifty picked 
radio receivers built by amateurs in 
Europe. Twenty-five will come from 
Great Britain. An elimination contest 
held in England, under the auspices of 
Wireless Magazine, resulted in a selec- 
tion of prize sets to be placed in com- 
petition against the best of American 
home-constructed receivers. An inter- 


national trophy will go to the winners. 





Howard A. Postley Now 
Manufacturer’s Agent 


Howard A. Postley, for twenty-five 
years a traveling cutlery salesman, has 
established himself as a manufacturer’s 
representative, with headquarters at 
Suite 1605, 30 Broad Street, New York 
City, specializing in the Metropolitan 
district with lines of general hardware 
to jobbers, dealers, syndicates, im- 
porters and mail order houses. 





tend, in addition to Secretary of Com- | the 
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Raymond E. Hill 


Raymond E. Hill Now with 


Draper-Maynard Co. | 


Raymond E. Hill, who for several 
years 
Simmons Co., as 
resigned and is now associated with 
Draper-Maynard Co., Plymouth, 


| 


| 
| 
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Republic Metalware Co. 
Now Savory, Inc. 





Ownership and Management of 
Old Metalware Concern to Re- 
main Intact but Products to Be 

Marketed Under New Name 


The Republic Metalware Co., manu- 
facturer of kitchenware and household 
utensils, Buffalo, N. Y., will in the fu- 
ture market its products under the 
name, Savory, Inc. While ownership 
and management will remain the same 
as heretofore, the brand name, Savory 
will henceforth designate both the 


_ goods and the house that sells them. 


has been with the Winchester- | 
vice-president and | 
general manager at Toledo, Ohio, has | 


| 


| 


N. H., as manager of sales and adver- | 


tising. 





H. C. Christopherson Sells 
to Achatz & Fishbaugher 


H. C. Christopherson, West Concord, 
Minn., has sold his hardware store to 
Achatz & Fishbaugher, who will con- 
duct it under the name of the West 
Concord Hardware Co. 





Technical Glass Company 
Has New York Office 


The Technical Glass Co., manufac- 
turer of the “Tegco” knobs, etc., Los 
Angeles, Cal., has recently opened 
spacious offices in New York City in 
charge of B. N. Rosenthal. 

The company’s New York offices com- 
prise several floors at 114 Church 
Street, and provide adequate storage 
and display facilities for the attractive 
presentation of its line. 





Winee Chance Miss 0 “Glesified Peddler” in 
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The growth of the name Savory pre- 
sents an interesting bit of business 
romance. 

Only sixty years after the Declara- 
tion of Independence was signed, there 
came to Buffalo, N. Y., a young mer- 
chant by the name of Sidney Shepard. 
A stove and tin business, conducted by 


| one Thaddeus Crane, was in need of 


capital and, in 1836, Mr. Shepard pur- 
chased an interest, the firm becoming 
known as Crane and Shepard. In 1837, 
Mr. Shepard bought out Crane’s inter- 
est and the sign over the door was 
changed to Sidney Shepard. As the 
business grew and _ prospered, Mr. 
Shepard took into partnership some of 
the men who were in his employ and 
the firm became Sidney Shepard & Co. 
In the early 80’s, after nearly fifty 
years of association with the business, 
Mr. Shepard turned over his interests 
to his son, C. Sidney Shepard, the pres- 
ent chairman of the board of the con- 
cern. Following the death of Sidney 
Shepard, the business in 1905 was in- 
corporated under the name, The Repub- 
lic Metalware Co. 


—_— 


Henry C. Litchfield Dies 


Henry C. Litchfield, a retired Boston 
hardware merchant, died recently at 
his summer home in Dighton, Mass., at 


| the age of seventy-nine. 
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Speculation as to Trade Association Rights 
Created by Suit Against Southern 
Hardware Jobbers 


By L. W. Moffett 


(Washington Bureau of HARDWARE AGE) 


ciation has created wide speculation as to the rights of trade 


[cia injunction against the Southern Hardware Jobbers’ Asso- 


associations. 


Thus an old subject is revived. There are all 


sorts of opinions as to the effect of the injunction proceedings. 
Some who had agreed with the general view that trade associations 
had been provided with a clear code in the Supreme Court decisions 
in the Maple Flooring and Cement cases have now stated the whole 


issue is once more befuddled. 
much of a legal fog as ever. 


Business, they state, is left in as 


This view, however, is not held by close students of court decisions 


as they affect trade associations. 


Those who have devoted careful 


study to the question say that the Maple Flooring and Cement cases 
were all they were claimed to be at the time they were decided. They 
did, it is insisted, clarify the air, and give the clearest analysis of 
what trade associations may and may not do of any decisions ever 


rendered. 


Moreover, the recent decision of the United States Cir- 


cult Court of Appeals, Eighth District (St. Louis) in the Cream 
of Wheat Case, is pointed to as supporting this position. 


The Cream of Wheat decision, un- 
animously rendered, was_ delivered 
through Judge Trieber, and was the 
outcome of an appea! by the Cream 
of Wheat interests from a cease and 
desist order of the Federal Trade Com- 
mission which prohibited the Cream of 
Wheat manufacturers from providing 
for resale price maintenance under 
certain conditions. The Court in part 
upheld the Federal Trade Commission 
but also in an important part it up- 
held the Cream of Wheat people by 
granting their request that the cease 
and desist order be modified so as not 
to prevent the Cream of Wheat in- 
terests from performing the following 
acts: 

(a) Requesting 


its customers not 


to resell Cream of Wheat at less than 
a stated minimum price. 

“(b) Refusing to sell to a customer 
because he resells below such requested 
minimum price or because of other 


reasons. 


“(c) Announcing in advance its in- 


tention thus to refuse. 

“(d) Informing itself, through its 
soliciting agents and through publicly 
circulated advertisements of customers 
which come to its attention, and 
through other legitimate means, with- 
out any cooperative action with its 
other customers or other persons, as to 
the prices at which Cream of Wheat 
is being sold.”’ 

The words that must be italicized 
and impressed upon the mind are 
these: “Informing itself ... without 


any cooperative action with its other 
customrs or other persons,” etc. 

Boiled down the point in the trade 
association case as in the price mainte- 








nance case is this: There must not 
be anything done in the way of co- 
operative action to restrain trade. 
Statistics as to prices, production, dis- 
tribution, etc., may be gathered col- 
lectively, but must not be interpreted 
collectively. To do the latter, it is 
argued, it to arrive at one and the 
same opinion which would result in one 
policy of action as to price, division of 
trade territories, etc. 

The Cream of Wheat decision shows 
clearly, however, that a manufacturer 
does have a right to name a resale 
price for his product, but he must not 
act collectively with others to restrain 
the trade of customers. There are 
those who assert that the Cream of 
Wheat decision is as clear a code re- 
garding resale price maintenance as 
were the Supreme Court decisions in 
the Maple Flooring and Cement cases 
regarding rights of trade associations. 
The Cream of Wheat case is similar 
in some respects to the Colgate and 


'Beechnut decisions, but in other re- 





spects differs from both. 





Figures presented to President Cool- 
idge at Paul Smiths by Chairman 
Julius Rosenwald of the Sears-Roebuck 
Co. to show that the nation is prosper- 
cus were interesting and unusual. 
Whether or not this presentation might 
be turned to as political material, it 
remains that the showing is gratifying 
and the people of the country as a 
whole are more interested in knowing 
that prosperity exists than they are in 
knowing the political significance that 





might lie back of it. A striking chart 
was shown by Mr. Rosenwald to the 
President covering the national busi- 
ness for his company for the first 44 
days of the fiscal year beginning July 
1. What pertains to the mail-order 
house, it is considered, pertains gen- 
erally to the retail trade and industrial 
conditions as a whole. The chart 
showed that everywhere there had 
been a gain over the corresponding 
period one year ago. It was with a 
great deal of satisfaction, it is said, 
that the President observed the great- 
est increase was from the Chicago and 
Kansas City plants of the company 
because they supply large agricul- 
tura! sections. Increases from the 
different plants were shown as fol- 
lows: Chicago and Kansas City, 13.98 
per cent; Seattle, 10.7 per cent; Phila- 
delphia, 6.43 per cent; Dallas, 2.58 per 
cent. Mr. Rosenwald said that if sales 
from the Atlanta plant, set up on 
Aug. 1, were added to sales from the 
Philade!phia plant, which formerly 
served the South, the Philadelphia in- 
crease would be about 9 per cent. De- 
creases were recorded in North and 
South Dakota and Minnesota, but Mr. 
Rosenwald thought this slump might 
be due to competition with the Minne- 
apolis plant of Montgomery, Ward 
apolis plant of Montgomery, Ward. 
The showing as to the buying power 
of the agricultural sections patroniz- 
ing the Chicago and Kansas City 
plants was not without an element of 
humor. For at about the same time 
Senator Capper of Kansas, after talk- 
ing with the President, and L. J. 
Taber, grand master of the National 
Grange, who also conferred with the 
President, said the farmers of the 
Middle West want higher tariff duties 
on their products and lower duties on 
products they consume. Secretary of 
Agriculture Jardine also has spoken 
for higher duties on farm products. 
It has been observed, however, that 
the implied program of tariff revision 
for the benefit of the farmer at the 
next session of Congress did not meet 
with as much as a nod one way or the 
other from the President. It is the 
belief of many that the President is 
quite chary about seing the tariff 
question reopened. It is one of those 
things which do not tear part of the 
way and stop. It goes all the way. 
Moreover, there are many who fail to 
see why the farmer needs any more 
tariff protection than the manufac- 


turer. 
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Machine Screw Price Lists 


Compiled for Hardware Age by M. M. Godschalk 


EXPLANATION—List prices are in accordance with latest revision of 1923. Knowing your cost on these sizes 
and knowing the margin you wish to make on screws, you can readily determine a price for any desired quantity. 
For example: On % inch diameter brass machine screws, 5/16 inch in length, let us assume that you wish to sell 
at 33% off list. You would find the 5/16 inch column and run along it until you were under the 33% off list 
discount, which in this case would be 188—your selling price. Should you on the same number have a quantity 
order, you could quote 40 or 50 off list by the same method. In this case the quotations would be 168 and 140 


respectively. List prices are per gross. 


BRASS MACHINE SCREWS 


BRASS MACHINE SCREWS 
(Flat—Round or Filister Head) 


(Flat—Round or Filister Head) 
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Com re Conventions 
oming Hardware Convent 
AMERICAN HARDWARE MANUFACTUR- | CIATION CONGRESS, Mackinac Island, PENNSYLVANIA AND ATLANTIC SEA- 


ERS ASSOCIATION CONVENTION, Atlantic 
City, N. J., Oct. 19, 20, 21, 22, 1926. 
Headquarters, Hotel Ambassador. 
Charles F. Rockwell, secretary, %342 
Madison Avenue, New York City. 

CALIFORNIA RETAIL HARDWARE AND 
IMPLEMENT ASSOCIATION CONVENTION 
AND EXHIBITION, Sacramento Memo- 
rial Auditorium, Feb. 15, 16, 17, 18, 
1927. Hotel headquarters, The Sena- 
tor. Le Roy Smith, secretary, 112 
Market ‘Street, San Francisco. 

ILLINOIS RETAIL HARDWARE ASSOCIA- 
TION CONVENTION AND EXHIBITION, 
Hotel Sherman, Chicago, Feb. 15, 16, 
17, 1927. Leon Nish, secretary- 
treasurer, Elgin, Ill. 

MINNESOTA RETAIL HARDWARE ASSO- 
CIATION CONVENTION, Auditorium, St. 
Paul, Feb. 15, 16, 17, 18, 1927. Charles 
H. Casey, manager-treasurer, Nicollet 
Avenue and 24th Street, Minneapolis. 

NATIONAL HARDWARE ASSOCIATION 
CONVENTION, Atlantic City, N. J., Oct. 
19, 20, 21, 22, 1926. Headquarters, Ho- 
tel Ambassador. T. James Fernley, 
secretary-treasurer, 505 Arch Street, 
Philadelphia, Pa. 

NATIONAL RETAIL HARDWARE ASSO- 





Mich., June, 1927, H. P. Sheets, sec- 
retary-treasurer, 130 E. Washington 
St., Indianapolis, Ind. 

NEBRASKA RETAIL HARDWARE CON- 
VENTION AND EXPOSITION, Lincoln, Feb. 
1, 2, 3, 4, 1927. Headquarters, Corn- 
husker Hotel. George H. Dietz, secre- 
tary-treasurer, 414-419 Little Building, 
Lincoln. 

NEw YORK STATE RETAIL HARDWARE 
ASSOCIATION, INC., CONVENTION AND 
EXHIBITION, Albany, Feb. 8, 9, 10, 11, 
1927. John B. Foley, secretary, City 
Bank Building’, Syracuse. 

NoRTH DAKOTA RETAIL HARDWARE 
ASSOCIATION CONVENTION AND EXHI- 
BITION, Grand Forks, Feb. 8, 9, 10, 
1927. C. N. Barnes, secretary, Grand 
Forks. 

OHIO HARDWARE ASSOCIATION CON- 
VENTION AND EXHIBITION, Columbus, 
Feb. 15, 16, 17, 18, 1927. James B. 
Carson, secretary, 411 Mutual Home 
Bldg. Dayton. 

OKLAHOMA HARDWARE AND IMPLE- 
MENT ASSOCIATION CONVENTION, Ma- 
sonic Temple, Oklahoma City, Jan. 25, 
26, 27, 1927. Charles L. Unger, secre- 
tary-treasurer, 207-208 Bloomfield 
Bldg., Oklahoma City. 





BOARD HARDWARE ASSOCIATION, INC., 
CONVENTION AND EXHIBITION, Commer- 
cial Museum, Philadelphia, Feb. 14, 15, 
16, 17, 18, 1927. Sharon E. Jones, sec- 
retary, 604 Wesley Bldg., Philadelphia. 


SOUTHEASTERN RETAIL HARDWARE 
AND IMPLEMENT ASSOCIATION, COM- 
POSED OF ALABAMA, FLORIDA, GEORGIA 
AND TENNESSEE, CONVENTION AND EXx- 
HIBITION, Jacksonville, Fla., April 19, 
20, 21, 1927. Walter Harlan, secre- 
tary, 701 Grand Theater Building, 
Atlanta, Ga. 


TEXAS HARDWARE AND IMPLEMENT 
ASSOCIATION CONVENTION, Dallas, Jan. 
18, 19, 20, 1927. Dan Scoates, secre- 
tary-treasurer, College Station. 


WEST VIRGINIA HARDWARE ASSOCIA- 
TION CONVENTION AND EXHIBITION, 
Parkersburg, Jan. 18, 19, 20, 21, 1927. 
James B. Carson, secretary, 411 Mu- 
tual Home Bldg., Dayton, Ohio. 


WESTERN RETAIL IMPLEMENT AND 
HARDWARE ASSOCIATION CONVENTION, 
Missouri Theater, Kansas City, Mo., 
Jan. 18, 19, 20, 1927. Headquarters, 
Coates House. H. J. Hodge, secretary, 
Abilene, Kan. 
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Weather Hampering Hardware Sales 
—Collections Are Fair 


sales during the past week, according to reports from various 


| | NFAVORABLE weather has proved a retarding factor in hardware 


wholesale hardware 


market centers. 


Despite this handicap, however, 


sales have shown no marked decrease in volume, and prices are evincing 


no marked tendency toward weakness. 


Some departures from prevail- 


ing levels have, of course, been noted, but these are mostly in the nature 


of minor readjustment. 
Collections are reported as fair. 





New Car Loadings Record 


Loading of revenue freight for the 
week ended on July 31 totaled 1,102,- 
590 cars, according to reports filed by 
the carriers with the American Rail- 
way Association. The total for the 
week was the highest so far this year, 
exceeding by 17,140 cars the previous 
week and an increase of 55,964 cars 
over the corresponding week in 1925. 

Coal loading amounted to 192,609 
ears, being 7351 over the preceding 
week and 10,392 above the same week 


in 1925. 





Mazda Lamp Prices Reduced 


A further reduction in the price of 
Mazda lamps, effective Sept. 1, has 
been announced by the General Electric 
Company. The reduction amounts to 
7 per cent on the sizes generally used 
of the new standard line of lamps, and 
approximately 5 per cent on all types. 

This is the eighth reduction in Mazda 
lamp prices since 1920. The company 
estimates that it means a saving to 
users of $4,000,000 a year. 





Chicago Prices Firmer 

Chicago prices are without change 
this week, although there is a continu- 
ing tendency toward strength. The 
outsanding exception to this general 
condition is in builders’ hardware, the 
local market being a rather deplorable 
condition with some of the cheaper 
items actually selling for less than the 
cost of production. 


oe 


Slight Falling Off in Automo- 
bile Production in July 


Production of motor vehicles in the | 
/ and miscellaneous items are below the 


United States during July totaled 355,- 
446, of which 315,861 were passenger 


|ears and 39,585 were trucks, according 
to the Department of Commerce. The 
output in the United States in June 
included 339,542 passenger cars and 
44,110 trucks. Canadian figures for 
July are not available as yet. 

Output for the first seven months of 
1926 was the highest ever recorded— 
2,386,251 passenger cars and 294,066 
trucks. Both figures are higher than 
the entire twelve-month production of 
1922, which was the greatest output 
ever achieved up to that time in pas- 
senger cars and the third greatest in 
trucks. The figures compare with 
2,215,115 cars and 269,139 trucks in the 
first seven months of 1925. 





Wholesale Prices Consider- 
ably Lower 


Commodity prices in July are report- 
ed by the Bureau of Labor Statistics 
at 150.7, which is the lowest figure 
since September, 1924—22 months. The 
average compares with 152.3 in June 
and with 159.9 in July of last year. The 
average for the first half of 1926 was 
152.9, against 158.5 average prevailing 
throughout 1925. 

As has been the case for several 
months, the group of metals and metal 
products is lowest of all the eight great 
groups of products. In July the figure, 
at 126.2, shows the first gain since last 
November, when it stood at 129.8. 
Month by month there have been small 
declines, until 125.1 was reached in 
June. A year ago the figure was 126.4, 
or almost precisely that of the latest 
month. 

Fuels, clothing materials and build- 
ing materials all remain above 171. 





| Housefurnishing goods and foods also 


_are above the average, while metals, 


farm products, chemicals and drugs, 


average. 





Ingot Production 85 Per Cent 
of Capacity 


Ingot output in Pittsburgh and near- 
by districts is still close to 85 per cent 
of capacity, and it is probable that a 
number of companies will maintain 
their present rate of production for an- 
other month, even though there may be 
some recession in business, because the 
activity of the past two months has 
made impossible the rebuilding of mill 
stocks, which melted away rather rap- 
idly when business began to improve 
about the middle of June. 

Expectations as to the fourth quarter 
of the year are for a somewhat lighter 
demand and smaller plant engagement. 
Production for the year to date has 
averaged approximately 85 per cent of 
capacity, as against 80 per cent for all 
of last year, and as production has 
closely reflected consumption, the for- 
mer is likely to be influenced by any 
change in the latter. 





Summer Business More Active 


Than Last Year 


Mid-summer business activity con- 
tinues at a higher level than was wit- 
nessed a year ago. 

The most recent Department of Com- 
merce reports indicate that the dollar 
volume of trade, as shown by check 
payments, was larger during the sec- 
ond week of August than during the 
corresponding period a year ago. Fur- 
thermore, the distribution of goods, as 
measured by carloadings during the 
first week of the month, was likewise 
larger than a year ago. 





July Wholesale Prices Less 
Than a Year Ago 


The general level of wholesale prices 
in the United States during July regis- 
tered 150.7 of the 1913 level, a slight 
decline from the June level, but a larger 
drop of 534 per cent from the July, 
1925, level, which was placed at 159.9 
per cent, according to a review of the 
situation published by the Department 
of Labor recently. 

The department’s weighted index 
number, which embraces 404 commodi- 
ties, compares the July figures with 
152.3 per cent for June, a decline of 
about 1 per cent. 

Of the 404 commodities or price 
series for which comparable informa- 
tion for June and July was collected, 
decreases were shown in 139 instances 
and increases in 94 instances. In 171 
instances no change in price was re- 
ported. 
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Trade Conditions Continue to Improve 
in Chicago District—Prices Firm 


HERE is very little change in the general situation in the 


Chicago area from last week. 


Prices are absolutely without 


change, although there has been a slight firming on some 


items. 


Sales are running about the same as a week ago with a 


small increase noted in the demand for fall and winter merchan- 


dise which is just starting. 


Recent heavy rains, together with warm weather, have in some 
measure offset the very unfavorable crop conditions of earlier in 
the year with the result that some agricultural sections where crops 


were conceded to be failures will get a fair harvest. 


With reason- 


ably late frosts crop returns in the Middle West are going to be 


much better than early estimates. 


With this background there is a growing feeling of optimism 


among the dealers which is reflected in their purchases. 


Even at 


this early date there is a considerable volume of business being 
placed for next spring delivery—lawn mowers especially receiving 


attention. 


Steel mill operations in this territory continue good with the 
activities running at about 85 per cent capacity. 


AUTOMOBILE ACCESSORIES.—The ; 


demand is holding very well and prices 
are unchanged. 


We quote 
f.o.b. Chicago: 

Spark Plugs.—Splitdorf, for Fords, 
50c. each; regular, 58c each; Cham- 
pion X, 45c. each; Champion Blue 
Box line, 53c. each; A. C., 53c. each; 
lots of 100. 50c.; A. C. Special Ford, 


36c. each, 
Spot Light.—Appleton No. 3280, 
6.50 


from jobbers’ stocks, 


Jacks.—National Standard, No. 21, 


$1.10 each. 
Pumps.—Rose, 1% in. cylinder, 

85. 

Chains.—Non-skid, dozen pair lots, 
35 per cent discount. 

Tires and Tubes.—30 x 3%, over- 
size cord tires, $10.50 each; regular 
cord, $7.45 each; gray inner tubes, 
30 x 3%, $1.50 each; red inner tubes, 
30 x 3%, $1.75 each. 

AXES.—Prices are firm as the fall 
business is getting under way. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: First quality single 
bitted unhandled axes, 3 to 4 Ib., $14 
doz. base; double bitted, $19 doz. 
base; good quality black unhandled 
axes, same weight, single bitted, $13 
doz. base; single bitted handled axes, 
$15.50 to $24 per doz., according to 
quality and grade of handle; special 
unguaranteed handled axes, $12 per 
doz. base. 


BOLTS AND NUTS.—Sales are satis- 
factory and prices are unchanged. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Carriage bolts, cut 
thread, 45-5 per cent discount; small 
carriage bolts, rolled thread, 50-5 per 
cent discount; machine bolts cut 
thread, 50-5 per cent discount; small 








machine bolts, rolled thread, 50-10-5 
per cent discount; all stove bolts, 
75-5 per cent discount; lag screws, 


60 per cent discount. 
BUILDERS’ HARDWARE.—The de- 
mand is only fair. Manufacturers state 
that the present prices are less than 
the cost of the production on the 
cheaper sets. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: 3% x 3% steel butts, 
old copper and dull brass finish, 


$1.92 per doz. pair; 4 x 4 steel butts, 
old copper and dull brass finish, $2.70 
per doz. pair; heavy steel bevel in- 























side sets, $5.50 per doz. sets; steel 
bit-keyed front door sets, $1.50 per 
set; wrought brass bit-keyed front 


door sets, $3.00 per set; cylinder front 
door sets, $7.00 per set. 


CHAINS.—Orders are being received 


in a very satisfactory volume. Prices 
are firm. 
We quote from jobbers’ stocks, 
f.o.b. Chicago: *% in. proof” coil 


chains, $8.50 per 100 lb.; Henso, Bull 
Dog and Brown coil chains, 50-10 per 
cent discount. No. 00-4% electric 
welded cow ties, $2.75 per doz. 


COPPER RIVETS AND BURRS.— 


Sales are good and prices are un- 


changed. 
We quote from jobbers’ stocks, 
f.o.b. Chicago: Copper rivets and 


burrs, 40 per cent discount. 


EAVES TROUGH AND CONDUCTOR 
PIPE.—The demand is rather active 
and prices are firm. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: 28 gage single head 
lap joint gutter, 5 in., $4.50 per 100 
ft.; corrugated conductor pipe, 3 in., 
$4.80 per 100 ft.; plain ridge roll, 1% 
in., $4 per 100 ft.; corrugated con- 
ductor elbows, 3 in., $1.51 per dozen. 


ELECTRICAL AND RADIO MER- 
CHANDISE.—Sales on all electrical 
supplies are reported as good. 


We quote from jobbers’ 
f.o.b. Chicago: 

Electrical Merchandise. — No. 14 
rubber covered wire, $7 per 1000 ft.; 
in 1000 ft. lots, $6.50. No. 18 lamp 
cords, $14.25 per 1000 ft.;: in 1000 ft. 
lots, $13.65; % in. brush brass key 
sockets, 1514%4c. each; two-way plugs, 
45c each; in lots of 10, 40c each; 
two-piece attachment plugs, 12. 
each; dry cells, boxes of 50, 32c. each; 
less than case lots, 36c. each. 

Radio Supplies.—Radio B batteries. 


stocks, 


No. 766, $1.40 each; No. 767, $2.62 
each; No. 770, $3.33 each: No. 772, 


$2.62 each; No. 486, $3.85 each. 
Battery Chargers.—Apco line, 
of less than 10, $13.50 each, net. 
Loud Speakers.—Western Electric 
No. 522W, $2.50 list. Discount, 30 
per cent. 


FILES.—There is no change in prices | 


and the demand is satisfactory. 











We quote from jobbers’ stocks, 
f.o.b. Chicago: American files, 60-10 
per cent off list: Nicholson files, 50 
per cent off list; Black Diamond files, 


40-10-5 per cent off list. 
GALVANIZED WARE.—The demand 
for pails continues to be especially 


heavy. Prices show some strengthen- 
ing. 

We quote from jobbers’ stocks, 
f.o.b. Chicago: Standard galvanized 
after-made tubs, No. 1, $6.00; No. 2, 
$6.85; No. 3, $8.00; 10-qt. galvanized 
after-made pails, $2.12; 12-qt., $2.33; 
14-qt., $2.60; 5 gal. galvanized oil 
cans, galvanized breast, $7.25, a 


dozen; 1 bu. galvanized baskets, $6.20 
dozen; No. 26 % bu. bailed gal- 
vanized measures, $4.50 dozen. 

GARDEN HOSE AND LAWN SPRIN- 
KLERS.—Current sales are very light 
and future orders have not yet started. 


We quote from _ jobbers’ 
f.o.b. Chicago: Garden hose, 
quality ‘molded hose, %-in., per 
ft., %-in., 12c. per ft.; %-in., 13c. 
per ft.; 5 ply good quality, wrapped, 
%-in., 9c. per ft.; %-in., lle. per ft. 
Lawn sprinklers, Rail King, $28 doz. 
Original fountain sprinklers, $6 doz. 


GLASS AND PUTTY.—Fall business 
has not yet opened up. Prices are un- 
changed. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Single strength A, 25 
in. bracket, 85 per cent discount; 
single strength A, 34 to 40 in. bracket, 
82 per cent discount; single strength 
A, all other brackets, 81 per cent dis- 
count; double strength A, all sizes, 
82 per cent discount; double strength 
B, up to 4 in., 87 per cent discount; 
balance, 85 per cent. Putty, pure 
grades, $3.75 per 100 lb.; commercial, 
$3.40 per 100 Ib. 


HATCHETS.—tThere is a fair and 
steady demand and prices are without 


stocks, 
good 


change. 
We quote from jobbers’ stocks, 
f.o.b. Chicago: First quality hatch- 


ets, No. 2 shingling, $12.50 doz.; first 
quality hatchets, No. 2 broad, $16.40 
doz.:*medium quality hatchets, No. 2 
shingling, $8 dozen; medium quality 
hatchets, No. 2 broad, $12.50 dozen. 


HANDLED HAMMERS.—Prices 
still without change and are good. 


are 


We quote from jobbers’ stocks, 
f.o.b. Chicago: First quality 16 oz. 
nail hammers, $12 dozen; Maydole, 


machinists’ 
$9.20 dozen; 
oz. nail ham- 


dozen; 16 oz. 
hammers, first quality, 
Competitive grade, 16 
mers, $6 to $8. 


HANDLES, AGRICULTURAL. 


$12.60 a 





The 


'demand is running about normal for 
this time of year at the recently ad- 
| vanced prices. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: 

Hay Fork Handles. — Straight- - 
chucked and bored, best grade, 4% 
ft., $4.95 doz.; 5 ft., $6.00 doz.; XX, 
4% ft., $4.40 doz.; 5 ft., $5.30 doz.; 
X, 4% ft., $2.65 doz.; 5 ft., $3.10 doz. 


Hay Fork Handles.—Bent-chucked 


and bored, best grade, with strap, 
and cap, 4% ft., $8.25 doz.; 


ferrule 
5 ft., $9.35 doz.; XX bent, with strap, 
ferrule and cap, 4 ft., $6.00 doz.; 4% 
ft., $6.25 doz.: XX bent, 4% ft., $4.95 
doz.: 5 ft., $6.25 doz.;: X, bent, 4% 
ft.. $3.25 doz.; 5 ft., $3.75 doz. 

Manure Fork Handles.—bBent, 
grade, 4 ft., $5.25 doz.: 4% ft., $5.60 
doz.; XX bent, 4 ft., $4.55 doz.; 4% 
ft., $4.80 doz.; bent, 4 ft., $2.85 doz.; 
4%, ft., $3.25 doz. 


best 
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Garden Hoe wg” Ty s% Bes 
$3.80 doz.; X, 4% ft., $2.65 

Garden Rake Handles. XxX, ‘6% ine 
$5.60 doz.; X, 5% $3.5 5 doz. 

Shovel biandics. a tegular pattern, 
XX, 4% ft., $6.50 doz.; X, 4% ft., 
$4. 30 doz.; D handle, best grade, $8. 75 
doz.; X grade, $6.60 doz 

Sp ade Handies.—D handles, best 
mn. x4 $8.60 doz.; grade, $6.60 doz. 


HANDLES, TOOL.—There is a good 
demand and prices are firm. 


We quote from jobbers’ 
f.o.b. Chicago: 

Axe Handies.—No. 1 hickory, $4 
doz.; No. 2, $3 doz.; second growth 
hickory, $5 doz.; finest selected sec- 
ond growth hickory, $6.50 doz. 

ee and Hammer Handles.— 

1, 90c. doz.; — second growth 
wt Ay $1.80 d 


HINGES.—Sales are light and prices 
badly demoralized with some items 
selling at less than manufacturers’ 


costs. 

We quote from jobbers’ stocks, 
f.o.b. Chicago: Heavy strap hinges 
in bundles, 4-in., 90c.; 5-in., $1.20; 
6-in., $1.12; 8-in., $1.90; 10-in., $3.87 
per doz. pairs; extra heavy T hinges, 
in bundles, 4-in., $1.40; 5-in., $1.46; 
6-in., $1.32; 8-in., $2.30; 10-in., eR. 30 
per doz. 


ICE CREAM FREEZERS.—tThe cur- 
rent selling season is over and orders 
for spring delivery have not started 


yet. 

We quote from jobbers’ stocks, 
f.o.b. eg gt White Mountain, 1 qt., 
$4.80 list; esis $5.60 list; 3 qt., $6. 75 
list; 4 qt., $8.25 list; 6 qt., $10.45 list; 
4 at, $13. “0 list: 10 qt., $17. 90 list; 12 

| $21. 50 list; 15 qt., $25.60 list; 20 
= $33.20 list; a 60 list; 
retic, 1 qt., $4 list; 2 $4.60 list; 

3 at., $5.45 list; 4 qt., $6.1 Bo list; 6 qt., 
$8.60 list; 8 qt., $11.10 list. 
above less per cent discount. 
Alaska, 1 hen 3 95 list; 2 qt., $3.45 
list; 3 ‘at., $4.10 list; 4 at., $5 list; 6 
qt., $6.30 list; 8 qt., $8.20 list; 10 qt., 
$10.75 list; 12 qt., $14 list; 15 qt., $17 
list; 20 qt., $21.50 list. A discount of 
20 and 10 per cent on all above prices. 
Acme, 2 qt., galv., $8 doz.; 2 qt., 
enamel, $10 per doz.; 4 qt. enamel, 
$18 per doz. Above prices are net. 


ICE SKATES.—Some buying has 
started but it is rather light as yet. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Key Clamp, Rocker, 
Men’s and Boys’, bright finish, 75c. 
pair. Half Key Clamps, Rocker, 
ee and Girls’, $1 pair; Key 

Clamp, Hockey, Men’s and Boys’, 
$1.20 pair; Half Key Clamp, Hockey, 
Women’s and Girls’, $1.40 pair; Tub- 
ular Skates, Men’s or omen’s, 
Racer or Hockey, $5.50 pair. 


LANTERNS.—Many dealers have al- 
ready bought their fall and winter 
needs and orders are showing a good 
volume. 


We quote from jobbers’ 
f.o.b. Chicago: Dietz D-Lite, ’ 
with large fount, $14.25 doz.; Little 
Wizard, $8.50 doz.; Blizzard, $13 doz. 


LARD PRESSES AND SAUSAGE 
STUFFERS.—Fall sales are still light. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Enterprise No. 4 
4 qt., $8.00 each; No. 31, 6 qt., $8.65 
each; No. 35, 8 qt., $9.50 each. 


LAWN MOWERS.—Future orders for 
spring delivery are already showing a 
good volume. 


We quote from jobbers’ 
f.o.b. Chicago: 

Lawn Mowers.—16 in. ball bearing, 
5-knife, 11 in. wheels, $12.35 each; 16 
in. ball bearing, 4-knife, 10% in. 
wheels, $10 each; 16 in. plain bear- 
ing, 4-knife, 10% in. wheels, $8.65 
each; 16 in. ball bearing, 4-knife, 
9 in. wheels, $7.85 each; 16 in., plain 
bearing, 4-kKnife, 9 in. wheels, $7.35 
each; 16 in., ball bearing, 4-knife, 8 
in. wheels, $8 each; 16 in., plain bear- 
ing, 3-knife, 8 in. wheels, $5.85 each. 


NAILS.—There is an active demand 
for small lots. Prices are quite strong. 


stocks, 


stocks, 


stocks, 
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We quote from jobbers’ stocks, 
f.o.b. Chicago: 
Common wire and cement-coated 


nails, $3.05 per keg base. 


OIL STOVES.—Sales, both current and 
future, are rather light at present. 


PERFECTION— 
a Se. ee. . Cc ccoecctnsee $17.50 
a ee oe er cee coeee 22.50 
hy: PO ne i ee 28.50 
Ss nce ncunune 39.50 


Perfection dealers’ discount, 30 and 
5 per cent on lots of 10 or more; on 
less than 10, 30 per cent. 


PURITAN (improved Model)— 


a: Ve wo. cconceved coed $17.50 
Se a SEs cco vee usesuet 22.50 
No. 44 4 burmners...........+++. 28.50 


tion. 


NESCO— 
a ek 2 I, Lc coccccte oo $9.50 
hs ee 2 Pe. ceeseeeee os aa 
a Ce, 2 icocceesevece 22.00 
See, BE SG We cocccccocecs 28.00 
No. 215 ee 39.50 
No. 1102 high shelf only...... 5.25 
No. 1103 high shelf only...... 6.5 
No. 1104 high shelf only........ 00 


9.7 
With vitreous enameled stove tops 
and splash backs: 
DUO. BOS © BEPMGTD ccccccceccces $35.50 
No. 244 4 DurmerB ....ccccccce 4.5 
Nesco dealers’ 7 MEALS 30 and 6 
per cent. 


Oil Ranges 


Nesco Rolo, 5 burners and oven. $90.00 
Dealers’ discount, 30 and 5 per 
cent. 


Ovens 


No. 211 1 burner plain door...$2.50 
No. 211G 1 burner glass door... 2.70 
No. 121G 1 burner glass door... 4.90 
No. 112G 2 burners glass door.. 6.00 
Di Se. sntneseneungeeneseueaess 6.15 

Dealers’ discount, on 10 or more, 30 
=" per cent; less than 10, 30 per 
cent. 


PURITAN— 


No. 42 G 2 burners glass door. .$5.50 

Dealers’ discount, 10 or more, 30 
and 5 per cent; less than 10, 30 per 
cent. 


NESCO— 

No. 1 burner solid door..... $2.00 
No. 51 burner glass door..... 2.15 
No. 010 1 burner solid door..... 3.50 
No. 101 burner glass door..... 3.75 
No. 020 2 burners solid door..... 4.25 
No. 20 2 burners glass door.... 4.50 
No. 030 2 burners solid door.... 4.90 
No. 30 2 burners glass door.... 5.20 

Dealers’ discount, 30 and 5 per 
cent. 

Water Heaters 

Perfection No. 412............. $40.00 
,. 2. i aa 80.00 


Perfection discount, 30 and 5 per 
cent in lots of 10 or more; less than 
10, 30 per cent. 


Wicks, Etc. 


Rockweave wicks, 25c each. 

Perfection and Puritan, $4 per doz. 
and $48 per gross. 

Discounts same as on oil cook 
stoves, ovens and heaters. 
500 Ib. lots less 10 per cent; 50 Ib. 


NESCO PERFECT OIL HEATERS 
BD. eecevedvevesoccees $5.50 
6 <4 


No Dn ices en betaaecaeee 75 
No Dh. sLsinéeneteeunesd ene 7.00 
I a a 8.50 
ee” K<encennc ete asidces 8.25 
ee aie 9.75 
DPE cence cuatébescceess 10.50 
i ce a dat he 12.00 
Se ccccskasedecanteou 7.50 
tt ne ack seuecaseaiene 9.00 
Ce «vc ecak cues nbewch 8.75 
ES A 10.25 
i Cn «ich vecatinwemon tis 11.00 
RS rr a rere 50 


ch 
Discounts in quantities less than 
10, 30 per cent. 
Discounts in quantities 10 or more, 
30 and 5 per cent. 


PYREX WARE.—Sales are showing 
some picking up as the fall season 
upproaches. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: . 
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Bread Pans.—No. 212, $7.20 dozen; 
No. 214, $12 dozen. 

New Handled Casseroles.—Round, 
No. 622, $12 - No. 623, $14 doz.; 
Oval, No. 632, $12 doz.; No. 633, $14 
doz.; Shallow ‘Oval, No. 642, $12 doz.; 
No. 643, $14 doz. 

Pie o 2 ~The 208, $6 doz.; No. 
209, $7.20 do 

Tea Pots.—2 3 = doz. ; 
$24 doz.; 6 $28 doz 

Utility Senate. 231, $8 doz.; No. 
232, $14 doz. 


ROOFING PAPER.—tThere is a good 
demand on the competitive grades. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Best grade slate sur- 
faced prepared roofing, $2.30 per 
square; best grade talc surfaced, 
$2.65 per square; medium talc sur- 
faced, $2 per square; light talc sur- 
faced, $1.10 per square; red rosin 
sheathing, $57 per ton. 


ROPE.—Prices are firm, Manila quite 
strong, and sales are normal. 

We quote from jobbers’ stocks, 
f.o.b. Chicago: No. 1 manila, stand- 
ard brands 22\%c. to 23c. per Ib.; No. 

2 manila, 21%c. per Ib.; No. 1 sisal, 
15%c. per lb.; No. 2 sisal, 14%c. 
per Ib. 
SASH CORD.—Sales are very good 
and there is some talk of manufactur- 
ers advancing prices. 

We quote from jobbers’ stocks, 
f.o.b. Chicago: No. 7 ———— brands, 
$7.75 per doz. hanks; No. 8, $8.85 per 
doz. hanks. 

SASH PULLEYS.—Sales are fair at 
the recently reduced prices. 

We quote from jobbers’ stocks, 
f.o.b. Chicago: Common sash pulleys, 
50c. doz.; barrels, 54c. doz. Common 


sense, 2 in., 60c. doz.; barrels, 54c. 
a No. 105, 46c. doz.; barrels, 42c. 
oz. 


4 cup, 


SCREWS.—Sales are satisfactory and 
prices are firm. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Flat head bright 
screws, 7714-20-10 per cent new list; 
round head blued, 75-20-10 per cent 
new list; flat head brass, 75-20-10 per 
cent new list; round head (brass, 
72%-20-10 per cent new list. Jap- 
anned, 70-20-10 per cent new list. 


SOLDER AND BABBITT METAL.— 
The demand is very good and prices 
are strong. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Warranted 650-50 
solder, $43 per 100 lb.; medium 45-55 
solder, $42 per 100 lb.; tinners’ 40-60 
solder, $41 per 100 Ib.; high speed 
babbit metal, $20 per 100 Ib.; stan- 
_ No. 4 babbit metal, $14 per 100 


STEEL SHEETS.—Orders show a 
good volume and prices are very firm. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: 28-gage galvanized 
sheets, $5. “OF per 100 I1b.; 28-gage 
black sheets, $4.25 per 100 Ib. 


STOVE PIPE, COAL HODS, ETC.— 
Fall sales are just starting and prices 


are firm. 


We quote from jobbers’ stocks, 
f.o.b. C icago: Best full gage pipe, 
30 gage, 12c.; 28 gage, 13c.; 26 gage, 
15%c. per joint. Corrugated elbows, 
30 gage, $1.20; 28 gage, $1.50 per doz. 
Galvanized coal hods, 17 in., $5 doz. 


WIRE PRODUCTS.—Prices in general 
are — but unchanged. 


gee uote from jobbers’ stocks, 
oP Chi o: Wire Staples, No. 8 
black annealed wire, $3.05 per 100 Ib.; 
No, 9 galvanized plain wire, $3.50 per 
100 Ib.; catch weight spool galvanized 
cattle or hog wire, $3.75 per 100 Ib.; 
80 rod spool of galvanized hog wire, 
$3.25 per spool. Polished fence 
staples, $3.50 per 100 lb. Wire cloth, 
black, 12-mesh, $1.65 per 100 sq. ft.; 
galvanized, 12- mesh, $1.95 per sq. ft.; 
bronze, 14-mesh, $5. 16 per 100 sq. ft.; 
Galvanized poultry netting: Galvan- 
ized before made, 57%-5 per cent 
discount; Galvanized after made, 
52%4-5 per cent discount. 
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Rain Hampers Sales in New 


York Market 


terizes current hardware business in the New York wholesale 


8S IGHTLY under the weather” is the way one wholesaler charac- 


market. 


Despite the severe handicap of rain on pratically every day 


during the month of August, however, sales have held up remarkably 
well, and it is only now that they are beginning to show the effects of 


this long continued spell of rain. 


The weather, it is pointed out, has 


been a seriously retarding factor in the hardware business since the 


first of the year. 


Spring, it will be remembered, was long delayed; 


then came a period of intensely warm.and dry hot weather just at the 
time when rain would have helped crops and sales followed by the 


present wet weather. 


During the past week prices were firm, and with no tendency toward 


weakness. 


which is naturally curtailing retail sales, 


Although it is pointed out that continued bad weather, 


is bound to soften prices 


somewhat unless there is some improvement in the near future. 


Collections are reported as fair. 





Good Demand for Garage Sets _ 


Garage sets and garage door holders | 
continue actively in demand in the New 
York wholesale market. Prices are 
firm and stocks adequate. 

JOBBERS’ QUOTATIONS TO. RE- 

TAILERS, F.O.B. NEW YOR 


No. 1775J and ae 


Garage sets, 
In lots of six or more, 


eae per set. 

Garage door holders 1774J, $1.65 
per pair. In lots of six or more 
pairs, $1.50. 


Advance Orders for Snow 


Shovels Increasing 


The demand for snow shovels and 
other winter goods is beginning to at- 
tain more satisfactory proportions, ac- 
cording to statements by wholesalers 
made in the New York market. Small 
quantity orders for long handled steel 
shovels take the $4 price, while lots of 
6 doz. or more are now being quoted at 
$3.75. The Ames snow shovels are 
quoted at $9.90 per doz. 








Oil Stoves in Demand 


Current sales of oil heaters are fair 
in New York wholesale market and 
prices are as follows: 


No. ren a ee $5.50 
No. EE: +k Preetiee ee wire 6.75 
No. Pe :-cchueendedesdwede 7.00 
PS ME. cece eueesecenesssos 8.50 
rere Te err ee 8.25 
ek, rn cdedevwccpeneet eee 9.75 
ee Ce,  ceeeuseeeete eee 10.50 
i: SO. os oeeseweses0us 06s 12.00 
a, ME. <éccgebeaebkaeoeeee 7.50 
Di Dt vesewenspeesoencnc 9.00 
i Ce. ond eeuees ee sooo 8.75 
i i Oe cn cet eaeewieseses 10.25 
Se CO ccvenceedvescoeees 11.00 
ih Mn .ad sek weenewocoeses 2.50 
Discounts in quantities less than 10, 
30 per cent. 


Discounts in quantities less than 
10, 30 per cent. 





Improving Demand for 


Linseed Oils 


The current demand for linseed oil 
continues satisfactory. Prices are 


| steady, with no tendency toward weak- 


“ness. 


























Card prices of Aug. 23 were in 
lots of less than 5 bbl., 12.8c. per Ib.; 

in lots of 5 bbl. or more, 12.4c. per Ib.; 

| with Calcutta linseed oil, in bbl, lots, 
| 15.7e. per lb. 

August-September shipment prices 
in carlots is 12c. per lb.; linseed cake 
is $39 per ton and linseed meal is $45 
to $46 per ton. 


Good Demand for Rosin and 
Acid Core Solder 


The demand for rosin and acid core 
solder continues brisk in the New York 
market. The supply is sufficient for 
current requirements, and prices are 
firm. 

JOBBERS’ QUOTATIONS TO RE- 

TAILERS, F.O.B. NEW YORK: 


One-lb. spools, rosin and acid core, 
age per lb.; 5-lb. spools, 65%c. per 
Ib.; 10-lb. spools, 65c. per Ib.; 20-Ib. 
spools, 64c. per Ib 


Wire Nail Prices Unchanged 


The demand for wire nails continues 
good, and these items are generally 
quoted in the New York wholesale 
market at $3.45. 


Improving Demand for 
Turpentine 


The demand for turpentine continues 
good, and prices are firm, with dealers 
quoting $1 per gal. ex-stock and $1.03 
delivered in small lots. Rosin in the 
various —e is quoted _ follows: 


B, $15.25; sw 50; E, $16; F, $16.50; 
G, $16. 50; $16. ‘60; I, ‘$16. 60; K, 
$16.60; M, $16 60; N, $16. 65; WG, 


$16. 95, and ww, $17. Rosin oil, first 
run, 80c.; a second run, 85c., and third 
run, 90c. 

Tar, kiln, $15.50; tar, retort, $15.50, 
and pitch, $8.50 to $10. 
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Bolt Prices Firm; Demand 


Quiet 
The demand for bolts is consistent in 
the New York wholesale market. Prices 
are holding and stocks generally ade- 
quate. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. NEW YORK: 

Machine bolts, % by 4 and smaller, 
40 and 10 per cent off list. Machine 
bolts, longer and thicker, 40 and 10 
per cent off list. 

Common carriage bolts, % by 6, 
and smaller, 40 off list; larger and 
longer, 40 off list. 

Stove bolts, 80 and 10 off list. 

Lag screws, 50 and 7% off list. 


Sash Cord Prices Firm 


The demand for sash cord is showing 
no tendency toward abatement in the 
New York wholesale market. Prices, 
which have recently shown an upward 
tendency, are firm. Stocks are suf- 
ficient. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. NEW YORK: 

Sash cord, Samson, Spot No. 8, 68c. 
per lb. Phoenix, No. 8, 38c. per Ib. 
Sachem, No. 8, 33c. per lIb., and 
Aetna, No. 8, 29c. per lb. No. 7 takes 
le. per lb. advance, while No. 6 is 3c. 
per 1b. higher. 





Garden Hose Demand 


The demand for garden hose has nat- 
urally been curtailed more or less by 
the long continued spell of wet weather. 
Prices, however, are showing no ten- 
dency toward weakness, and stocks are 
generally sufficient. 

JOBBERS’ QUOTATIONS TO RE- 


TAILERS, F.O.B. NEW YORK: 

Rubber garden hose, Milo, in 25-ft. 
lengths, 12%c. per ft., in  650-ft. 
lengths, 12c. per ft. Good Luck, in 
25-ft. lengths, 11%c., in 50-ft. lengths, 
10%c. per ft. Bull Dog, in 25-ft. 
lengths, 14%c. per ft. In 50-ft. 
lengths, l4c. per ft. Molded, high 
grade, in 25-ft. "lenathe. 10%c. per ft., 
in 50-ft. lengths, 10c. per ft. Dia- 
mond, llc. per ft. 

Nozzles, Standard, heavy, $6 per 
dozen, less 5 per cent. Competitive 
grade, 14%c. each, less 5 per cent in 
dozen lots. 

Star, molded, in 25-ft. lengths, 


12%c. per ft., in 50-ft. lengths, 11%c. 
per ft. Zulu, smooth, in 25-ft. lengths, 
12%c. per ft., in 50-ft. lengths, 11%4c. 
per {ft 





Satisfactory Demand for 
Screws;- Prices Firm 


The demand for screws continues sat- 
isfactory in the metropolitan wholesale 
area. Prices are holding at prevailing 
levels and stocks generally sufficient. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. NEW YORK: 

Discounts on wood screws: Iron 
Bright, Flat Head, 77% per cent; 
Iron Bright, Round and Oval Head, 
75 per cent; Iron Blued, Round Head, 
75 per cent; Brass, Flat Head, 75 per 
cent; Brass, Round and Oval Head, 
721%, per cent. 

These discounts apply to revised 
list of June 24, 1922. 


EXTRAS—20-10-10-5 per cent. 





Butt Prices Holding 


There has been no decrease in the de- 
mand for butts, and at the present time 
the movement is fairly satisfactory. 
New York prices on butts are as fol- 
lows: 17%c.; in case lots 16c. and in 
lots of 5 cases or more 15%c. 
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Fall and Winter Outlook Favorable 
in New England Territory—Prices Firm 


VERYWHERE in the retail trade optimism prevails. 
several years since the average New England retailer 


been 


It has 


has felt so reasonably certain business will be good in the 


fall and winter. 


The situation is just the reverse of a year ago. 


Then, most everybody expected a brisk business the first six months 


of 1926 and little doing the last half. 


As things turned out, busi- 


ness was not as brisk as anticipated the six months, but today there 


are 
until the end of 1926. 


many straws showing the direction of trade winds from now 
It so happens that the first six months of 


this year, which started out discouragingly owing to the backward- 
ness of seasons, improved as time passed, consequently most retail 
dealers did as well as during the first six months of 1925, and in 


numerous instances better. 


The vacation season is practically over and wholesale and retail 
hardware dealers have their sleeves rolled up and working hard. 
That the retail trade is optimistic is evinced by the wonderful pick- 
up in business since jobbing house salesmen have been back on the 


job. 


It is evident most retail dealers have gone over stocks care- 


fully and have made up their minds what will be needed. They are 
ordering goods in advance of requirements in greater volume than 


a year ago, 


and are giving considerable thought to new goods. 


There is no evidence of any runaway market, however, and little 
evidence of many important price changes to disturb sentiment, al- 
though changes reported this week are more numerous than for 


some time. 

BLANKETS.—Jobbers are securing 
their initial orders for blankets and 
robes. Prices were established early 
this year, and there is no indication 
they will again be changed this season. 


We quote from Boston jobbers’ 
stocks: 

Blankets. - Stable, kersey, $1.65 
each net; burlap, $2.40 to $3.35. Street 
blankets, $2.25 to $6.85 

Robes.—Plush automobile, 52 x 70 
in ’ $6.88 each net; 72 x 72 in., $10 to 

automobile, 52 x 72 in. 


$1: Woolen 
2 
motor, 52 x 70 


. Shawls.—Fringed, 
54 x 70 in., $4.25; 


in., $3.75 each net; 

54 x 76 in., $5.75 
BREAD MAKERS.—Business in bread 
makers is picking up. Jobbers feel 
that more retailers than ever are going 


in for such merchandise this fall. 
Prices are the same as quoted early 
in the year. 
We quote from Boston jobbers’ 
etocks: 


Bread Makers.—lLanders, Frary & 


Clark line, No. 4, $2.03 each net; No. 
S, $2.70; No. 44, $1.86. 
FOOD CHOPPERS.—It will not be 


long before housewives begin to put up 
mince meat, which should create a de- 
mand for food choppers. Retailers, 
realizing this fact, are placing orders 
with jobbers. 
We 
stocks: 


Food Choppers. —Russwin, | No. 1, 
. 23 a doz. net; No. 2, 

$28.3 Universal line, 
each net: No. 1, $1.52; 
8. $2.37: No. 323. $2.20: 
No. 333, $3.72: No. 
$9.45. 


FRU IT PICKERS.—Retail dealers are 
ordering fruit pickers fairly liberally. 


quote from Boston jobbers’ 


No. 331. 
304. $5.91; 








It is to be a big year for New Reatend 
apple, pear, peach and plum crops and 
fruit pickers will be needed. 


We Boston jobbers’ 
stocks: 

Fruit Pickers. ao 5.50 
doz. Net.;: Perfect, $5. 


HAYING TOOLS. ea of 
scythes are out with the announcement 
that 1926 prices have been reaffirmed 
for 1927. Makers of snathes a week 
or so ago made a similar: statement. 
There is talk here of forks being slight- 
ly higher next year. 


We quote from 
stocks: 


Scythes.—Little 


quote from 


per 





Boston jobbers’ 


Giant, 28 to 32-in., 


and 30 to 34-in., 16 per doz. net; 
Clover Leaf, $13.50: bramble, $16.50; 
brush, $16.50. 

Snaths.—Ash, $14.50 per doz. net; 
cherry, $16.75: brush, $16. 

Scythe Stones.—Round English, 
2.25 per doz. net; Star, $1.35; West 
End red, $1.10: Green Mountain. $9 
per gross; Black Diamond, No. 1, $15; 
Chocolate. No. 1, $1.70 per doz.: Car- 
bonate, No. 188, $1.95; No. 190, 1.95; 


No, 191, $2.34. 


Forks.—Three-type, No. 34, 12-in. 


$10.08 per doz. net; No. 34%, 12-in., 
$10.44; No. 133%, 13-in., $10.44; No 
123%. 13-in., $10.80; No. 134, 13-in., 
$10.92: No. 135, 13-in., $11.76: No. 136 
13-in., $13.92: No. 123%, 14-in., $11.04 
No. 124, 14-in., $11.52; No. 144%, 
14-in., $11.88. 
KEGS.—Jobbers have issued new 


prices on kegs, which show an advance 
of about 5 per cent. They already 
have booked a sizable business. Re- 
vised prices follow: 


We 
stocks: 
Kegs.—Oaktite line, 
sealed, 5 gal., $1.40 each net: 


quote from Boston jobbers’ 
varnished and 


10 gal. 





ef 15 gal., $2.25; 20 gal., $2.50; 25 gal., 
3; 30 gal., $3.20; 50 gal., $4.20. 


LAWN ACCESSORIES.—Jobbers have 
adjusted prices on garden hose to con- 
form with lists recently issued by 
manufacturers, which showed a slight 
reduction. The jobbers intimate a 
slight advance will be made on steel 
goods, such as lawn rakes, etc., for 
1927. At the moment, however, they 
are doing business on the old price 
basis. 


We quote from Boston jobbers’ 
stocks: 

Hose.—Commercial, S-in., T7%c. 
per ft. net; Leader, %-in., 7¥C., 5g - 
in., 8%4c.; Viokson, %-in., 10c.; Vigi- 
lant, %-in., 10%c.; Olympia, 5-in., 
10c.; Good Luck, %-in., 10c.; Milo, %- 
in., 11%c.; Bull Dog, %-in., 13%c. 
Add. ¥%c. per foot for 25 ft. lengths. 

Couplings.—Hose, Perfect Clinching, 
$2.25 per doz. net. Hose menders, 
$8.40 per gross. 

Lawn Mowers. — Colonial, 16-in., 
$8.25 each net; 18-in., $8.63. New- 
port, 16-in., $7.75; 18-in., $8.13. Im- 
perial, 14-in., $14; 16-in., $15; 18-in., 
$16; 20-in., $17. Competitive makes, 
14-in., $5.50; 16-in., $5.75. 

Lawn Mower rs. — Townsend line, 
Victory, = in., $11.16 a net; 14- 
in., $12.4 - i6- in., $13. 18-in., 
$14.88; 30- yi $16.12: a $17.36; 
24-in., $18.60. Spider, 12-in., $8.46; 
14-in., $9.40; 16-in., $10.34; 18-in., 
$11.28; 20-in., $12.22. Derby, 12-in., 
$7.20; 14-in., $8; 16-in., $8.80; 18-in., 
$9.60; 20-in., $10.40. Red Bird, 12-in., 
$6.60; 14-in., 7.40 16-in., $8.14; 
18-in., $8.88; 20-in., $9.62. 

Lawn Trimmers.—Popular makes, 
$15 each list. Discount, 50 per cent. 

Factory Shipment.—On direct fac- 


tory shipments up to 30c. freight on 

ten or more machines is allowed. 
Lawn Roller.—Water Weighted, 18 

in. diameter x 24 in. long, $13.34 each 


net; 24 in. diameter x 24 in. long, 
$15.34. 

Sprinklers.—Lawn fountain, $6 per 
doz. net; fountain, half circle, $5.50. 
Rain King, $2.34 each net. 

Lawn Rakes. — Wood, three-bow, 
$8.75 per doz. net; steel, $9. Two- 
bow wood, $6.90; steel, $7.15. Hand- 
made rakes, three steel bows, 24 
teeth, $10 per doz. net; hollow steel 


tube bows, $10. 

PRESERVING ACCESSORIES.—Pre- 
serving time is at hand and the retail 
dealer who has not provided for de- 
mands that will be made on him for 
accessories should do so at once. Many 
retail dealers already have bought. In 
fact, sales for the season to date are 
well ahead of those for last year. 


We 
stocks: 

Rubbers.—Good Luck, 
75c. per gross; in case lots, 
discount. 

Wrenches.—Universal fruit jar, $2 
per doz. net. 

Kettles.—Waener, cast aluminum, 
$5.40 each net, 16 qt., $5.64, 
is , 24 qt., $7.87. Universal, 
14 qt., 3, 18 at., $2.84. Wagner, 
cast iron, 12 at., $2. 30; without covers. 


RULES.—Jobbers have put into effect 
new prices on Zig Zag rules, which 
show a decline of approximately ten 
per cent. Manufacturers issued new 
price lists previously. Revised prices 
follow: 


We 
stocks: 
Rules.—Stanley line, Zig Zag, yel- 
low, No. 805, $3 per doz., No. 806, 


quote from Boston jobbers’ 


in case lots, 
5 per cent 


quote from Boston jobbers’ 


Reading matter continued on page 60 
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~Man to Man Advertising, 


Boosts ~ ~ - 
ELECTRO 


PEX 


ZINC-COATED 




















The Dependable 
Wire Screen Cloth 


You can always count upon the best advertising 
in the world—direct from one good fellow to an- 
other—when you handle Apex Electro-Zine Coated 
Wire Screen Cloth. Apex does mean satisfied cus- 
tomers—hundreds of hardware men have had 





that pleasing experience. 

The Apex standard of quality is unequaled—time 
tested—-dependable—backed by the experience, 
skill, and service of an organization specializing in 
the manufacture of screen cloth for over 25 years. 
It you have not yet stocked this dependable wire 
screen cloth which has proved to be such a profit 
producer, why not get in touch with your jobber? 
You'll never regret it. 


JOHN M. HART COMPANY 


Manager of sales for 


HANOVER WIRE CLOTH CO. 





Apex ta uniformly zinc-coated by an General Sales (Office: Factory: : 
electroplating process after weaving, ows a Building, Hanover, Pa. 
unicago, 5 


which protects the screening from 
wear and rust and gives it a beautiful 
soft gray finish. 
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$3.44, No. 806F, $3.44, No. 308, $4.85. 
White, No. 855, $3.32, No. 856, $3.83. 
Hook, No. H806, $3.83, No. H&856, 
$4.21. 
SAN DPAPER.—New prices have been 
issued on sandpaper and emory cloth, 
following the receipt of new lists from 


manufacturers. New prices follow: 
We quote from Boston jobbers’ 
stocks: 
Sandpaper.—In lots of less than five 
reams, 35 per cent discount; five 


reams and more, 40 per cent. 


Emery Cloth.—In quire lots, 5 per 
cent discount; in ream lots, 10 per 
cent discount. 


SIDEWALK CLEANERS.—Jobbers al- 
ready have begun to ship out sidewalk 
cleaners. At the same time they are 
rounding up those retail dealers who 
have not covered their requirements. 
Contrasted with a year ago, prices are 
about ten per cent higher. 


We quote from Boston jobbers’ 
stocks: 
_ Sidewalk Cleaners. — Wallingford 


line, No. SCX 7%, $8.61 per doz. net; 

No. 1C, $12.40: No. 27, $4.35. 
SKATES.—Buying of roller skates has 
set in. Retail stocks are reported as 
small. Jobbers also have booked or- 
ders for ice skates, particularly for 
outfits, and the season for such mer- 
chandise has opened promisingly. 


We quote from Boston jobbers’ 
stocks: 

ice Skates.—Men’'s lever, bright, 
90c. per pair net; nickel, $1.25; kev. 
bright, 90c.; nickel, $1.25 to $3.25. 
Hockey, key, nickel, $1.35 to $3.40. 
Screw to boot, nickel, 90c.; hardened 


steel, $1.12; steel, $1.50; chrome steel, 
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bright, $1.20; nickel, $1.50; key, 
bright, $1.20;nickel, $1.50 to $3.60. 

Skating Outfits.—Men’s $3.65 per 
pair net; ladies’, $3.65. Collis line, 
$3.50 per pair. Challenge, men’s, $5; 
ladies’, $5. Hawco, men’s No. 34, 
$3; No. 130, $4; ladies’, No. 85, $3; 
No. 93, $4.50. 

Straps.—Black or russet, tongue 
buckle, 20 in., $1.25 per doz. pair net; 
30 in., $1.80. Patent buckle, 20 in., 
$2.40; 30 in., $3. 

Roller Skates.—Children’s strap heel 
and toe, 70c. a pair net; strap heel 
and clamp, 75c. Boy's or girls’ strap 
heel, toe and clamp, $1.10. Chil- 
dren's ball aber $1.45. Boy’s ball 
bearing $1.50. irl’s ball bearing, 
$1.50. Boy’s nickel plated, truss ex- 
tension. $2.50; girls’, $2.50. 


STEPLADDERS.—Retail dealers are 
beginning to take stepladders fairly 
vigorously. So far this year they have 
sold an unusually large number of 
them, and with orders now in hand, 
jobbers are quite certain they will pass 
the peak of 1925 sales before the close 
of another month. 


We quote from Boston jobbers’ 
stocks: 

Stepladders.—Nappannee, 3 ft., $1.05 
each net; 5 ft., $1.75; 6 ft., $2.10. 
Combination stool and ladder, $12 per 
doz. net. Paris, 3 ft., $1.80 each net; 
4 ft., $2.40; 5 ft., $3; 6 ft., $3.60; 7 ft., 
$4.20; & ft., $4.80; 10 ft., $6. 


TOYS.—The toy season has opened, so 





far as the jobbing trade is concerned. | 


Salesmen have really been working on 


toys for about a week or ten days, and | 


results are remarkably encouraging. 
Already numerous retail dealers, who 
never before have handled toys, have 
placed orders. We are living in an 
age when people must be amused. 

















| 


| 
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Kiddies are no different than grown- 
ups. 

WATCHES.—Jobbers are out with new 
prices on watches, having received lists 
from manufacturers. They are lower, 
some more than others, but on the 
average, something like ten per cent. 
New prices follow: 


We quote from Boston jobbers’ 
stocks: 

Watches.—Ingersol line, plain dials, 
$1.02 each net; Eclipse, $1.67; Junior, 


$2.17; Midget, $2.17; Wrist, $2.33. With 
radiolite dials, Yankee, $1.50; Two in 
One, 1.67; Eclipse, $2.17; Midget, 
$2.50; Wrist, $2.67. 


WEATHERSTRIP.—New prices have 
been published on the Axtell line of all- 
metal weatherstrip, which show a 
slight decline. Prices for weatherstrip 
otherwise remain as heretofore. 


We Boston jobbers’ 
stocks: 

Weatherstrip.—Axtell, all metal, $6 
per doz. net; in bundles, Bosley, felt 
and wood, 65, 10 and 5 per cent dis- 
count; clincher, double contact, 60 
and 5 per cent discount. Economy, 
metal, 40 per cent discount, heat 
sealed, in 40 ft. cartons, $46.75 per 
1000 ft. net, in 50 ft. reels, $45.25. 
Home comfort, maroon, $5 per 100 ft., 
white, $6.15. Victor flexible felt, 20 
per cent discount. 


WIRE CLOTH.—Jobbers have revised 


quote from 


_ prices on wire cloth, new lists showing 


a decline of approximately %c. per ft. 
Revised prices follow: 


We quote from Boston jobbers’ 
stocks: 

Wire Cloth.—Black, 12 mesh, $1.90 
per 100 lineal ft.; 14 mesh, $2.30. Gal- 
vanized, per 100 sq. ft., 2 mesh, $4.20; 
2% mesh, $4.45; 3 mesh, $4.50; 4 mesh, 
$4.80; 5 mesh, $4.80; mesh, $5.15; 
7 mesh, $5.80; 8 mesh, $5.80. 








Trade Value of Good Will 


2.25: super-chrome steel, $2 and 
$2.70. Ladies’, bright, $1.10; lever, 
XPRESSED in the simplest 


K possible terms, good will means 

customers who feel more 
friendly toward the business and 
have more confidence in it than they 
have in any other in the same line 
of business. Good will is merely a 





matter of making and retaining | 
friends, of conducting the business | 


in such a manner that friends are 
made and retained. 

A business enjoying a high degree 
of good will is almost always a very 
profitable business, not because of 
the good will itself but because good 
will reduces the cost of selling. The 
most expensive part of selling is 
waiting for customers. The next big 
cost is getting customers. 

When a man has a lot of friends 
all of whom are boosting for him it 
is easy to see that his cost of selling 
is going to be a lot lower than would 
be the case if he was a stranger with 
no friends. Having a lot of friends 
who are good boosters is really what 
good will is. 

A man, however, who does not do 
something to deserve friends rarely 


has a lot of friends boosting for him 
and it is the same with a business. 
Unless the product is such that it 
makes friends, unless it is so good 
that everyone who buys it is pleased 
and wants more, then it is out of the 
question to expect to create any 
great amount of good will! 

Good will has to be earned, it has 
to be deserved before it can be 
gained. A man starting in business, 


a man who has worked all his life 





but who had never owned a business 
himself, started with a wide circle 
of friends. These people were glad 
to patronize him in order to give him 
a start. However, they did not urge 
their friends to do so until after they 
had tried the goods he was making 
and selling. These proved entirely 
satisfactory and then they began to 
talk to their friends. The business 
of this concern has steadily in- 
creased, though no advertising has 
been done and no one has been sent 
out to drum up trade. That business 
already has a goodly degree of good 
will. It could be sold at a price con- 
siderably more than the actual in- 





vestment that has been made in it. 
Here again we have a phase of good 
will. A thriving business is worth 
the capital invested in it plus the 
money value of the friends that have 
been made for it. 

The money value of good will is 
measured by two things. First the 
number of satisfied customers the 
concern already has, the number who 
will continue to spend money with 
the concern because they have come 
to have confidence in it. These cus- 
tomers are worth about what it 
would cost to start with no customers 
and go out and secure the same num- 
ber of really satisfied customers. 
This often means that a good many 
more customers must be_ secured 
than the number the established con- 
cern has because it may not be pos- 
sible to satisfy all the new ones se- 
cured. Enough must be secured who 
are satisfied to equal the number of 
satisfied customers. This is a rather 
expensive proposition, so the good 
will of an established concern has a 
considerable money value. 


Reading matter continued on page 62 
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Largest Manufacturing Plant of its Kind in the World 





What is Service? 


You may know the answer so far as you are 
concerned. So far as we are concerned we 
know what the right answer is; and that’s 
what we do. 


Richards-Wilcox is primarily a service or- 
ganization. We begin by making the highest 
grade door-hardware. We have within easy 
reach of every important point in the United 
States and Canada a staff of trained engi- 
neers, ready to give service on all door-way 
problems; they’re often serious problems. 


These engineers study your requirements and 
give you unbiased opinions. They know 


every door-way, from the one-car garage to 
the largest industrial doorway. They advise 
Richards- Wilcox hardware for doors because 
they know it’s best; if they didn’t know that 
they’d tell us so, and we'd improve ic. 


We’re able to deliver such service because 
we're the largest and the only makers of 
door-hardware that will efficiently handle 
every door-way requirement. With us door- 
ways are the first order of business. 


Doors—in a building—are the only part of 
ic that has to work; the rest of the building 
stands still. 


Don’t experiment with doorway equipment. We’ve made 
all the experiments; we know. Our service is free. Write 
or call our nearest office. 





ichards-Wilcox Mf: 


NHanever tforany Door that Slides 


@ 





AURORA, ILLINOIS, U.S.A. 


New York Boston Philadelphia 
Chicego Minneapolis 


Cleveland Cincinnati Indianspolie St.Louis New Orleana 
Kanses City LosAngeles SaenFrancisco Omaha Seattle Detroit. 
Montreal - RICHARDS-WILCOX CANADIAN CO., LTD., LONDON, ONT. - 


Winnipeg 
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General Trade is Quiet in Pittsburgh 





September 2, 1926 


District—Collections Reported Good 


(Pittsburgh office of HARDWARE AGE) 

ARDWARE business continues quiet in this district. This is 

the usual condition at this time of the year, but there is the 

additional factor of the vagaries of the weather. A long 
stretch of hot weather has been followed by two weeks of unsettled 
conditions with a good deal of rain and a good many articles that 
were wanted when the temperatures were high now are not moving. 
There is some interest on the part of retailers in fall goods, but actual 
orders are not yet very large. The trade, however, look forward 
to fall business with a good deal of hope because this district is en- 
joying a very fair measure of prosperity due to the unusually high 
rate of activity for the time of year in the steel industry which, with 
coal, forms the foundation stone of general business in the Pitts- 
burgh area. 

The steel industry in this and nearby districts is quite fully main- 
taining its recent rate of plant engagement, although in the past 
week the reports about business have indicated some falling away in 
the demand for plates, shapes and bars. Business, as a whole, 
however, that is reaching the mills makes a very favorable showing, 
especially in comparison with that of a year ago, and it is likely 
tnat production will continue at a high rate even after the demand 
decreases, because mill reserves of the lighter forms of steel which 
lend themselves readily to stocking have gotten pretty low and are 
in need of rebuilding. The demand over the past six weeks has 


been of such an insistent character that the manufacturers have | 


not been able to add anything to their stocks. Steel prices are show- 
ing marked steadiness and even show a stronger tendency in sheets, 
while there has been a persistent report over the past two weeks 
that manufacturers are considering advancing nails and other wire 
products which usually move with nails. 

Since June, 1925, when the last general price change was made in 
wire products, there has been a spread of only 15c. per hundred 
pounds between the prices of bright nails and plain wire, as against 
25c. previously. It is now claimed that over this period there has 
been little or no profit in nails and the other wire products and 
naturally there is a desire to establish prices which will) permit a 
living profit. The suggestion has been made that an advance would 
not be likely to hold at this time in view of the fact that demands 
are not sufficient for more than 60 per cent engagement of produc- 
tive capacity, and that the ultimate effect of failure to maintain an 
advance would be worse than if none had been tried. Manufactur- 
ers, however, view the idea of higher prices strictly from the cost 
standpoint and actually do not believe that the country for some 
years to come will be able to sustain the operation of all of the 
capacity now available. 

The past week has brought out no important price announcements 
as to hardware items. Collections are still making a rather good 


showing in this district. 


AUTOMOBILE ACCESSORIES.—Re- 
tailers are beginning to show some | 
interest in their future requirements of | 
anti-skid chains, but the automobile | 
accessories business generally still is | 
of moderate proportions. 


Prices from jobbers’ 
Pittsburgh follow: 

Spark Plugs.—A. C., lots of 10 to 
90, 53c. each; lots of 100 or more, 50c.; 


Lamps.—21 candle power, 6-8 volt, 
list price, 35c. each; 3-candle power, 
6-8 volt list price, 18c. each, subject 
to a discount of 30 per cent in lots 
of less than 50, and 40 per cent for 
lots of 50 or more. 

Speedometers.—A. C. for Ford cars, 
list price, $10 each. 

Tire Gages.—Schrader, high pres- 
sure, lots of less than 10, $1 each; 
lots of 10 or more, 95c.; balloon tire, 
lots of less than 10, $1.13: lots of 10 
or more, $1.08; U. S. Standard, lots 


| 

stocks, f.o.b. 
i 

i 


A. C. No. 1075 for Ford cars, lots of 
109 to 90, 36c. each; lots of 100 or of less than 10, $1.10; lots of 10 or 
more, 34c. more, $1. 


Reading matter continued on page 64 
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Aicohol.—In barrel lots, 38c. to 4lc. 
per gal. 

Motor Oil.—Vacuum Oil Co., in 10 
gal. steel drums, with faucet, grades 
A. E. and Arctic, $10.50 list; B, $13.70 
list, less 25 per cent. 

Motor Meters.—Standard makes, 
lots of less than 10, 30 per cent off 
list; lots of 10 to 19, 35 per cent off 
list; lots of 20 or more, 40 per cent 
off list. 

Windshield Cleaners.—Trico, uni- 
versal automatic cleaners, $3.25 each. 

Jacks.-—Millers Falls No. 145, $3.75 
each. 

Pumps.—Anthony line, $2.20 each. 

Chains.—Single pairs, 30 per cent 
off list; lots of 10 to 50 pairs, 35 per 
cent off list; lots of 50 pairs and over, 
40 per cent off list. 


AUTOMOBILE TIRES AND TUBES. 
—Local jobbers are still doing a good 
business in tubes. 


_ Dealers’ prices for those makes of 
tires and tubes handled by the hard- 
ware trade follow: 


HIGH PRESSURE TIRES 


Size Heavy Duty Truck 
2 2 gl: Ae ree $8.75 enh 
30 x 3t SOS 6 6k ke pane vee 
30 x 3% Cl. extra size 10.50 Py ee 
ER ti « tegeeeans. 12.85 a 
fy & YY Seo 14.35 eis 
RR Se a 15.95 jhe 
3 RP oe ee 17.45 ia 
SN? “ine Greil ese wok ban 18.20 can 
BP A oe eh bon 'dtald oe ca 19.45 ind 
££ 2. rr Serre 23.45 $28.75 
OP ERS Oneal Sas 24.65 29.45 
| aS iri 25.85 21.25 
fb we. eae 26.60 nae 
36 Xx 4 yy, ceo ereeeseeeeee 27.30 eee 
nae Ge. no. su asia Cie 35.50 
ff 3 BNprerct ee 33.50 39.25 
LS a reer nes . 41.50 
i .. ckn sb bens seeeee. Gane 42.75 
RS ) eS = 59.65 
EB, eee ee 65.25 
i occ eanee ? 81.85 
Be eee “ee 91.65 
De FY ae. errs eee suds 129.25 

Tubes 
Tan Gray 
Tubes Tubes 
Single Single 

Size Price Price 
MM bs. cae ns o We $1.95 $1.55 
eT  -eeeneen oeeed 2.10 1.75 
- . veccdeowssn es 2.55 2.15 
31 . eee 2.95 2.45 
ete. sevad¥utevennaa 3.05 2.55 
Se 3.15 2.60 
8 ee eee oer ee 3.35 2.70 
DP, «.vh~enneaeve 3.60 sak 
oa... Se eee: 3.70 
8 Sl ra rere 3.80 
ee aera reer 3.95 
DP wtihe arene <¢ 4.15 
DL at, bddacteeen sd wen 4.25 
3 URS eee 4.55 
MC, cssecadeedeusa 4.65 
Dt Ur ~ sate ts eecead ea 4.80 
32 aya sidanecetecdadae 6.25 
Of) are arr ere 8.70 
ELEY incutitere Galbiede es 10.60 
son eieeus ss bee 11.80 
ee ee 15.15 

Balloon Tires 
TT. Ge 30 -t.. BF ta: B21 in.. 22 tn.. 
23 in. Rims. Gray 
Size Ply Casings Tubes 
27 x 4.40-19 in { $11.25 $2.25 
29 x 4.40-21 in { 11.45 2.35 
29 x 4.75-20 in { 15.00 2.85 
30 x 4.75-21 in j 15.75 2.95 
29 x 4.95-20 in { 16.35 2.95 
30 x 4.95-21 in { 16.95 5.00 
31 x 4.95-22 in. 1 17.95 3.05 
30 x 5.25-20 in. { 18.25 3.20 
31 x 5.25-21in 4 18.85 3.30 
30 x 5.77-20 in § 27.15 3.75 
32 x 5.77-22 in 6 28.75 3.90 
33 x 5.77-23 in 6 29.90 4.00 
32 x 6.00-20 in 6 27.50 4.10 
23 x 6.20-21 in 6 28.75 4.35 
33 x 6.20-21 in 6 34.10 4.85 
33 x 6.75-21 in 6 36.75 5.35 
34 x 7.30-20 in 6 41.65 6.19 
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‘Jhis Bright and Cheerful 
FAVORITE Cabinet F 






























from any other heater 


-_- ~<a 
i Eight Big Selling Features 


1. Furnace entirely within 
cabinet, which is beautifully 
formed with dies. 

2. Cabinet, or casing, is un- 























: 
eady or Immediate Velivery 
usually large -- occupying 
27'2 x 27% inches of floor 
space 
3 Delivers and circulates more 
warm air than other circu- 


lating heaters. 
4. Furnace entirely built of 
finest gray iron, assuring long 














life. . . . . 4 

5. Moiure pan placed ove The new Favorite Cabinet Furnace is ae 
urnace ome continually Z ; e ‘ 

, hrumidifies the sir. in a class by itself and cannot be confused with other heaters. 
et Se ae oe Finished in bright gray porcelain, it. adds cheerfulness and life 


hez ‘ : 
a ne ey er to a home and is easily cleaned. 


with automatic feed chute. 
8. Heavy corrugated fire bowl 


— You are interested in this new low-priced Cabinet 
Furnace as its stout construction, large heating capacity and 
distinctive appearance takes you away from competition. 


EFAWORITE 
Stoves & Ranges 


ses — vical Gas- Coal-~ Oil- Combination 
oR veer cMade in Piqua, Ohio. 














FAVORITE STOVE & RANGE CO. 
Piqua, Omo 


Mail at once full information abour the new 
Favorite Cabinet Furnace, the sales plan back of it 
and its low price. 
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BATTERIES.—Steady demand still is 
reported for batteries and some in- 
crease is noted in orders for radio 
batteries against Fall demand. 
Jobbers’ quotations to retailers, 
f.o.b. Pittsburgh: 
Broken Unit 
Packages Packages 
I ii ig lid ee $1.05 $0.97 
rn <«<scwdie &ewere 1.22 1.14 
No. 768 oe 1.22 
SK eee 1.40 1.30 
No. 767 2.62 2.44 
 f_ Fee 2.62 2.44 
i, i - teateced *,.. 8.38 3.00 
SS. eee 42 39 
Eee 40 30 
No. 6 dry cells, ignition type, unit 
packages, 32c. each; broken, 36c. 
Flashlight.—No. 935, 9%4c. each: No. 
950, 10%c.; No. 790, 22c.; No. 705, 
21%c.; No. 750, 18c.; No. 1, 24c 


: Hot Shot.—No. 1461, 
2.35. 


BEVERAGE AND 


is holding up strongly. There 


change in prices. 

Botties and Caps.—Quarts, $9.50 
gross; caps, 20c. to 22c. - gr 
stoppers, ~— per dozen; 
$10.50 per dozen. 

Strainer Sets.—Everedy, 
lots, strainer stand, 
strainer bag, 
$4 per doz. 

Scales.—l'niversal, 
No. 11021, $1.55; No. 
1621, $3.50. 

Jar Rubbers.—Double 
per gross. 

Canning Racks.—No. 1, 
70c, per doz.; No. 2, 8&8 jar, $3.60 
doz.; jar wre nch, 75c. per doz. 

Fruit Presses. te . prise, 
$6.25 each; Juicy, 3 qt., $3.50 e 
6 at., $4. 30: 12 qt., $6; ‘Brighton. 2 
$3 each: 4 at., $4. 50: 10 qt., $7. 

Cider Presses.—Eagle, single 
$12.10 each; Eagle Junior, $24: 
clog, single tub, $14.85. 

Oak Kegs.— 

Red 
Oak 
. $1.20 


in «de 
$4 per 
$2 per doz.; filter 


1021, 
$2.50: 


No. 
19221, 
lip, red, 


single 


White 
(} 


~ 


10 


gallon... 
gallon. 
15 gallon 
20 gallon...... 2. 


BOLTS, NUTS AND 
Prices continue’ very 


steady 


very constant, although usually for 
small lots. 
We quote out of jobbers’ stocks as 
follows: 
Machine bolts, small rolled shreads, 
50 and 10 per cent off list: all sizes 
cut threads, 50 per cent off list: car- 
riage bolts, small rolled threads. 50 
per cent off list; all sizes cut threads, 
45 per cent off list: stove bolts, 75 
and 10 per cent off list; tire bolts, 40 
and 10 per cent off list: nuts, hot 
pressed, square, tapped, in 5. Ib. 
boxes, \% in., $16 per 100: 5/16 in., $14: 
% in., $11; % in... $10; % in., $10: 
%4 in., $8: % in., $7.50: rivets, small 
Saoen and tinners, 60 per cent off 
ist. 
CONDUCTOR PIPE.— Demand is 


called good for the time of year and 
holding without change. | 
Pittsburgh warehouses 


prices are 
Prices f. o. 
are: 
Galvanized, No. 28 gage, 
per 100 ft.; copper, 16 oz., 3 in.. 
per 100 ft. in lots of 100 ft. or 
small lots higher. 


b. 


3 in., 


m 


GARDEN AND LAWN SUPPLIES.— 
Good demand is noted for haying tools, 
but other items under this heading are 
rather slow, although recent rains have 
brought the grass up so fast that re- 
a few 
short 


tailers are succeeding in moving 
more mowers than they did a 
time ago. Jobbers quote: 
Tools.—Manure forks, first 
long handled, $15.25 per doz.: 
garden rakes, 14-tooth, 
spading forks, $10.80 to 
doz.: haying forks, 3-tine, 
ity, $12.75 per doz.; 
3-0, $7.20 per doz.; 


qua 
bo 


$21 
first q 
German hoes, 
sceythes, $12 to 


No. 
ach; 


76 
$1.70; No. 1662, 





PRESERVING | 
SUPPLIES.—Demand for these lines | 


is no. 


Jobbers quote: 


per 
Oss; 


cappers, 


Zen 


dozen. : 
bag, 


$1.25; 


No 
SOc, 


Jar, 
per 


6, 
qt., 


tub, 


Cant- 


larred 
35 


9 oF 
a. de? 


3.10 
3.35 


RIVETS.— 
and 
jobbers find demands upon them to be 


$5.35 
23.75 


ore; 


lity. 
wed 


$9 per dozen: 


per 
ual- 
No 

$25 


White Oak | 


| 
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per doz.; snaths, $10.50 to $15 per 
doz. 

Hose.—In 250-ft. reels, ™% in., 10c. 
per ft.: % in., 10%c.; ™% in., 1lec.; in 
50-ft. length, “%c. per ft. higher; 
Gem spray nozzles, $6 a doz. 

Sprinkling Cans.—4 qt., $6 per doz.; 
6 qt., $6.60; 8 qt., es 10 qt., $8.10; 
12 at., $10; 16 qt., $12. 


Hose Reels. —Victor. “1. 75 each: No. 
2, $2.60: Reeleasy, $1.35. 


Piows.—Geneva, No. 2, $5 each; 
Leader, No. 2, $3; No. 5, $3. 
Mowers.—P lain bearing, & 


in. 
t each; 14 in., $5.25; 
in. wheels, 14 


wheels 12 in., 
ball bearing, 9% 
$7.75: 16 in., $8: supreme ball 
ing, $10 in. wheels. 14 in., $19.75; 
in., $11.25; 18 in., $12. 
Mower Oil Cans.—Tinned, 
or bent spouts, $1 per doz.; 
plated straight or bent spouts, 
per doz. 
Rollers.—No. 
$4, $10: No. 5, 
Hedge Shears. 
$1.25 per pair: 9 
Disston, 8&8 in., 
. $2: ladies’ 
85e.: Disston, $1.10. 
Sprinklers. —Ring. 
King, $2.35 each; Pluvius, 
purpose, $1.30. 
ICE CREAM FREEZERS.—tThere is 
still some call for freezers, but it 1s not 
as active as that of a few weeks ago 


when the weather was so hot. 

Jobbers’ quotations to retailers 
f.o.b. Pittsburgh: 

Alaska Freezers.—1 qt., $2.95 each; 
2 qt.. $3.45 each: 3 aqt.. $4.10 each; 4 
qt.. $5 each: 6 qt.. $6.30 each; & qt., 
$8.20 each: 10 qt.. $10.75 each: 12 qt., 
$14 each; 15 qt.. $17 each, and 20 qt., 
$21.50 each. These are list prices 
which are subject to a dealer's dis- 
count of 20 and 10 per cent. 

Alaska Gray Goose Freezers.—1 qt., 
$3.35 each: qt., $3.90 each; 3 qt., 
$4.65 each: qt., $5.70 each; & qt., 
$7.25 each: qt., $9.35 each: 10 qt., 
$12.50 each. These are list prices 
which are subject to a dealers’ dis- 
count of 20 and 10 per cent. 

White Mountain Freezers.—?2 
$5.65 each: 3 qt., $6.75 each; 4 qt., 
$8.25 each: 6 qt., $10.45 each: & qt., 
$13.50 each. and 10 qt., $18 each. 
These are list prices and are subject 
to a dealers’ discount of 50 per cent. 

Blizzard.—1 «qt., $4.65 each; 2 at., 
5.50: 3 at., $6.50; 4 qt., $8: 6 qt., $10; 
8 qt., $13: 10qt., $17; subject to a 
discount of 55 and 7™% per cent. 

Lightning.—1 qt.. $4.65 each; 2 
$5.50: 3 qt.. $6.50; 4 qt.. $8: 6 aqt., 
8 qt., $13: 10 qt., $17: 12 qt., $21: 
ject to a discount of 55 per cent. 

Auto-Vacuum Freezers. — No. 1, 

$3.33 net: No. 2, $4 net: No. 3, $5.33 
net, and No. 4, $6.67 net. These net 
prices to dealers show a discount of 
33% per cent off list. 

Acme Freezers. — Bright, galva- 
nized, tapered, 2 qt.. $8 per dod.; same 
size, enameled galvanized, $10 per 
doz.: 4-qt. size, enameled-galvanized, 
$18 per doz., and 1-qt. size, Junior 
enameled, $4.80 per doz. These are 
net prices to dealers. 

Arctic Freezers.—l qt., yt 2 
$4.60; 3 qt., $5.55: 4 qt., 
$8.60: & qt., $11.10; 10 at., 
qt., $16.65; 15 qt., $23.30. These are 
list prices. Jobbers quote dealers’ 
discount of 50 per cent off this list. 


PAINTING MATERIALS.—Turpen- 
tine has declined 3c. per gal. since a 
week ago. Oil, lead and ready mixed 
paints are unchanged. Business still is 
quiet and on account of unfavorable 
weather over most of the year to date, 
it is doubtful if 1926 will make as good 


a showing on sales as last year. 

Prices to retailers: 

Ready mixed paints, best grades, 
$2.85 per pares lower grades, B 25; 
white lead, 15 ec. per Ib. in 100-Ib. 
lots; 10 per cent less in lots of es Ib. 
or more and an extra 4 per cent less 
in lots of a ton or more; turpentine, 
$1.08 per gal. in barrel lots; raw lin- 
seed oil, 13.7c. per Ib. in barrel lots. 


SHEET METAL.—Zinc and_ copper 
prices are holding at recent levels and 
a good business is reported by local 


jobbers. 
We 


n., 
bear- 
16 


straight 
copper 
$1.50 
2 size, $8.50 each: No. 
$12.50: No. 7, $15 

— Western, 8 in., 
in., $1.40: 10 in., 
$1.75: 9 in., $1.90; 
shears, Western, 


Rain 
two 


$6 per doz.: 
$1.15; 


2 
4 
S 


qt., 


qt., 
$10; 
sub- 


auote sheet copper at 23c. per 
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Ib. from jobbers’ stocks in lots of 
300 Ib. or more and 27c. per Ib. in 
single sheets; sheet zinc, 13.00c. per 


in loose sheets, 12c. in 100 ‘Ib. 
casks; 11.80c. in 300 Ib. casks, and 
11.80c. in 600 lb. casks. 


SHEET STEEL.—Increased firmness 


in mill prices is being reflected in 
warehouse prices and some irregular- 
ity in the latter is disappearing now 
that it appears that some stability has 
been established in primary quotations. 
The sheet mills are doing a good busi- 
ness as is evident from the fact that 
sales of independent manufacturers re- 
porting to the National Association of 
Sheet and Tin Plate Manufacturers in 
July had sales of more than 352,000 
tons, which is the best showing since 
November, 1925, when sales amounted 
to over 370,000 tons. Sales in July ran 
well ahead of shipments, and there was 
an unfilled tonnage increase of close to 
100,000 tons. The mills have a backlog 
and not being dependent on current 
business for mill scheduling, are dis- 
posed to take a stronger price stand. 
Jobbing business in sheets is reported 
to be good. 

Prices out of Pittsburgh jobbers’ 
stocks: Galvanized flat, No. 28 gage, 
$5.20 base per 100 Ib.; corrugated No. 

28 gage, 2% in., $4.42 per square; one 
pass cold rolled black, No. 28 gare, 


$4.25 base per 100 Ib. Armco ingot 
iron galvanized flat, No. 28 gage, 


$6.15: Toncan metal galvanized flat. 
No. 28 gage, $6.25; all for lots of one 


to nine bundles. 


TIN AND TERNE PLATE.—Prices 
are holding very firmly in sympathy 
with the primary market which shows 
remarkable activity for this time of 
year due to heavy pressure on the part 
of the can companies to secure tin 
plate for packers’ cans, while a number 
of manufacturers are heavily supplied 
with export business owing to the cur- 


| tailment of Welsh production on ac- 
count of the British coal miners’ strike. 


Jobbers report a steady demand for both 


roofing and furnace plate. 
Pittsburgh warehouse 
Roofing ternes, 8 Ib. I. 
in., $13.90 per pkg.: 20 Ib. 
25 Ib., $21: 30 Ib., $22.50; 40 Ib.. T. dee 
$25.35. Follansbee forge roofing, 
$25.75: furnace plate, I. C. L., 20 
28 In., $13. 50 per box of 112 PR an A 
1X L., $15.50. 


WIRE PRODUCTS.—Local jobbers are 
doing a rather good business in these 
lines and while the individual orders 
are small they are quite numerous. 


prices 
Cc. 20 x 28 
g. ¢.. 899: 


We quote from Pittsburgh jobbers’ 
stocks: 

Fence Wire: 

(per 100 Ib.) Annealed Galvanized 
No. 6 to 9 gage $3.00 $3.45 
on. ae - cceeewowdes sae 3.50 
an. ME: csceddeen sweet 3.10 3.55 
ih - Ut «se 68 cewedeens 3.15 3.65 
DM sécesaseateted 3.25 3.80 
Ue occddenee ba ate 3.35 4.00 
ok, 2 ses nsdaemienes 3.55 4.25 
No. es ee 3.75 4.45 

tarbed wire (per 80-rod spool): 
IE GS 6a crc etdecccceceete $3.00 
2-point See tos. ces Rae 
See QUEENS oes da arveseccecséous 3.20 
4- point sige alliage 3.50 
2-point cattle (special).......... Z.2h 
Field Woven wire fence (per 100 
rods: 
Gt a ies ain ee bella ie $30.00 
ES Se ee er er 54.76 
Poultry 
TE 9) cate occ epee eee ea $25.60 
Ph <cothudesoeedoes2on0 o0ee 43.00 
er errrerrr rT tere 48.50 
Steel Fence Posts 
ROE eee Ul 
Dt hit eaatchcdeeeeuw heed 55c. each 
Ferree ee 65c. each 
Bright nails, base, per keg, $2.95 
to $3. 
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Another Leonard Year! 


WHY LEONARD 
WILL CONTINUE TO LEAD IN ICE 
REFRIGERATOR FIELD 


1. More and better advertising on Leonard Cleanable Ice 
Refrigerators in the leading national women’s magazines. 


2. More Sales Helps to aid you in selling Leonard Ice 
Refrigerators. 


3. Over a million and a half dollars, {$1,500,000} in factory 
expansion { Warehouse, Porcelain Plant, etc. }. New build- 
ings and equipment that mean better refrigerators and 
more of them. 


4. Two inch [2”} corkboard insulation giving greatest econ- 
omy and satisfaction. 


5. Best refrigerator values on the market—new models and 
new refinements. 


6. Increased volume insuring Leonard Dealers a direct bene- 
fit in profits and a larger share of the total refrigerator 
business than ever before. 


7. A greater interest in refrigeration the whole country 
over, and the 45-year-old reputation of Leonard. 





Those Leonard Dealers who were familiar with our expansion and adver- 

tising plans have a/ready lined up for 1927. Be sure you get Leonard’s new 

complete story on increased Ice Refrigerator Business before you place your 

requirements. We have plans to help you secure the local co-operation 
that will sell more Leonards. Write for them. 


ay 
LEONARD REFRIGERATOR COMPANY 


Division of Electric Refrigeration Corporation 


Grand ‘Rapids, Michigan 
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Improved Fall Business Anticipated in 
Northwest Territory—No Price Changes 


(Minneapolis office of HARDWARRP AGB) 


EAVY and frequent rains during the past week have done 
considerable damage to the grain in shocks and hay ready 
to stack, in some parts of the Northwest tributary to the 


Twin Cities. 


Sections of North and South Dakota have suffered 


from the earlier dry weather, which held back crop development. 
In some parts the grain was not cut. 

Sut all of the Northwest has not been hit as hard as these sec- 
tions and fair to good yields are being reported in small grains. 
The recent rains will help in the final development of corn, potatoes 


and other late crops. 


Trade is assuming the regular fall season attitude and there is no 
question but what business will, with the beginning of the fall, 


show an improvement. 


AXES.—Call is even, with stocks well 


Prices are unchanged. 


jobbers’ stocks, 
f.o.b. Twin Cities: Single bit base 
weight axes at $16 per dozen and 
double bit base weight axes at $21.50 


filled. 


We quote from 





per dozen net. 
BALE TIES.—Retail demand is nomi- 
nal yet. Dealers are filling their 
stocks for the coming call. Prices 
show no changes. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Single loop bale 
ties, 9% x 14, $1.54: 9% x 15, $1.37; 


91% x 14, $1.57 per bundle. 


BOLTS.—Sales are steady, with stocks 


well filled. 
We 
f.o.b 
17% 
per 
and 
lists. 


BRADS.—Call 
change in volume. 
condition, with no change in prices. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: ‘ire brads in 25- 
Ib. boxes at 75 per cent from list. 


BUILDERS’ HARDWARE. — 


quote from jobbers’ stocks. 
Twin Cities: Carriage bolts at 
per cent; machine bolts at 50-5 
cent; stove bolts at 75 per cent 
lag screws at 55 per cent from 


is steady, with 


Prices have not changed. 


little 
Stocks are in good 


Small 


home building is going forward stead- 


ily, with little increase as yet. 


The 


fall season of building is just starting 
and it will be a few weeks before the 
effect is felt in the way of deliveries. 


CARPET SWEEPERS. — Call 


is 


steady, with stocks in good condition. 


Prices have not changed. 


We quote from 
f.o.b. Twin Cities: 

Carpet Sweepers, American Queen, 
$54 per dozen; Elite, $60 per dozen; 
Grand Rapids, nickeled, 15 in., $48 
per dozen; same jap., 17 in., $60 per 
dozen: Parlor Queen, $56 per dozen: 
Princess, $50 per dozen: Universal, 
nickeled, $46 per dozen, and jap., $42 
per dozen, 

Toy Sweepers, 


jobbers’ stocks, 


Little Gem (3 and 6 
dozen cartons), $3.75 per dozen; Lit- 
tle Jewel, 1 dozen cartons, $10, and 
Junior, 1 dozen cartons, $16 per doz. 
Little Helper, $2 per dozen. 


COAL HODS.—Dealers are filling their 
stocks, preparatory to the call which 


is coming in a few weeks. Prices 
show no changes. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Japanned open 
coal hods, 17 in., $3.75; 18 in., $4.25; 
japanned funnel, 17 in., $4.80; 18 in., 


$5.25: galvanized open, 17 in., $5.25; 


Prices are holding firm. 


18 in., $5.80; galvanized, funnel, 17 
in., $5.80; 18 in., $6.70 per dozen, net. 
| EAVES TROUGH CONDUCTOR 
PIPE AND ELBOWS. — Volume of 
| business is fair, with indications of im- 
'provement as building increases for 
the fall season. Stocks are in good 
condition, and prices are steady. 
We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Slip joint, single 
bead, 28 ga. eaves trough at $5.50 per 
100 ft.; 28 ga. 3 in. conductor pipe at 
$5.40 per 100 ft. and 28 ga. 3 in. el- 
| bows at $1.73 per dozen net. 
FIELD FENCE.—Retail call is rather 
light at present, but will doubtless im- 
prove after harvesting is over. Stocks 
are well filled, with prices firm. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: 26 in. 10 ga. top 
and bottom 12% ga. intermediate type 
of fence at $30.04 per 100 rods, with 
other sizes and weights in proportion. 


| FILES.—Sales are steady and fair, 
with stocks in very good condition. 
There is no change in prices. 


We quote from jobbers’ 4tocks, 
f.o.b. Twin Cities: fest grade files 
at 50 per cent and second grade files 
at 60 per cent from lists 


GALVANIZED WARE.—Demand is 
steady, with no particular gain in any 


item. Stocks are well filled for the 
fall, with prices firm. 
We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Standard No. 1 





galvanized tubs at $7.50; No. 2, $8.25; 
- No. 3, $9.45: heavy tubs: No. 1, 
$12.60: No. 2, $13.80: No. 3, $15; Stand- 


ard 10 qt. pails, $2.70; 12 qt., $3.05; 
15 qt., $3.40; stock pails, 16 qt., $5, 
and 18 qgt., $5.50 per dozen net. 


GLASS AND PUTTY.—-The real fall 
demand has not yet started, but the 
dealers are preparing for it by order- 
ing in their needs. Prices are steady 
as last quoted. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Minn. prices, sin- 
gle strength glass, 83 per cent: double 
strength, 85 per cent, and. strictly 
pure putty in 50-lb. drums at $4.85 
cwt,, net. 


HAMMERS AND HATCHETS.—Sales 





are fair, with stocks well balanced. 
Prices have not changed. 
We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Maydole, No. 11% 
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nail hammers, $12.60; Plumb No. HF- 
81, $12; Riverside, No. 611%, $12: 
Plumb Broad, No. 2 hatchet, $16.40; 
No. 2 shingling, $12.50; No. 2 claw, 
$13.75 per dozen, net. 


HOSE.—Call for lawn hose is dimin- 
ishing, and dealers are clearing out 
their stocks for the year. Prices are 
steady as quoted. 


We quote from 
f.o.b. Twin Cities: Competition, % 
in., 3 ply, $8.25; Leader, %& in., 5 ply, 
$9.50; % in., 5 ply, $10.75; Good Luck, 
5 in., 6 ply, $10.75; Bull Dog, %®% in, 
7 ply, $14; Riverside, molded, ™% in., 
black, $14; % in., $12.50; red, ™% in., 
$14.50; % in., $14 per 100 ft. net. 


ICE CREAM FREEZERS.— Demand 
still is fair, with stocks ample for the 


jobbers’ stocks, 


call. Prices are unchanged. 
We quote from jobbers’ stocks, 
f.o.b. Twin Cities: 


Alaska Freezers.—1 qt., $2.95 each; 
2 qt., $3.45 each; 3 qt., $4.10 each; 4 
qt., $5 each: 6 qt., $6.30 each; 8 qt., 
$8.20 each; 10 qt., $10.75 each: 12 qat., 
$14 each; 15 qt., $17 each, and 20 qt., 
$21.50 each. These are list prices 
which are subject to a dealers’ dis- 
count of 20 and 10 per cent. 
Alaska Grey Goose Freezers.—1 qt., 

5 each; 2 qt., $3.90 each; 3 at., 
4.65 each; 4 qt., $5.70 each; 6 qt., 
7.25 each: 8 qt., $9.35 each; 10 qt., 
$12.50 each These are list prices 
which are subject to a dealers’ dis- 
count of 20 and 10 per cent. 


mwa HX 


White Mountain Freezers.—2 aqt., 
$5.65 each; 3 qt., $6.75 each; 4 at., 
$8.25 each; 6 qt., $10.45 each; 8 at., 


$13.50 each, and 10 qt., $18 each. 
These are list prices and are subject 
to a dealers’ discount of 50 per cent. 


Auto - Vacuum Freezers. — No. 1 
$3.33 net; No. 2, $4 net; No. 3, $5.33 
net, and No. 4, $6.67 net. These net 
prices to dealers show a discount of 
33% per cent off list. 


Acme Freezers.—Bright, galvanized, 
tapered, 2 qt., $8 per dozen; same 
size, enameled-galvanized, $10 per 
dozen; 4 qt. size, enameled-galvan- 


ized, $18 per dozen, and 1 qt. size, 
Junior, enameled, $4.80 per dozen. 
These are net prices to dealers. 
Arctic Freezers.—1 qt., $4: 2 qt., 
$4.60; 3 qt., $5.55: 4 qt., $6.80: 6 qt., 
$8.60; 8&8 at., $11.10; 10 qt., $14.80; 12 
qt., $16.65; 15 qt., $23.30. These are 


list prices. Jobbers quote dealers’ dis- 

count of 50 per cent off this list. 
LANTERNS.—Dealers are _ beginning 
to fill in their stocks for the fall and 
winter trade. Call is fair, and shows 
signs of improvement. Prices have not 


changed. 
We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Long or short 
globe tubular lanterns, $13 per doz. 


net. 


MILK CANS.—Demand is steady and 


fair, with stocks well filled. Prices 
have not changed. 
We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Railroad 5 gal. 


milk cans at $2.65 each: 8 gal. at $3.15 

each, and 10 gal. at $3.25 each, net. 
NAILS.—Sales show a slight improve- 
ment, with the beginning of fall build- 
ing. Stocks are well balanced, with no 





shortages. Prices are steady as 
quoted. 
We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Standard wire 
nails and cement-coated wire nails 


in 100-lb. kegs, at $3.25 per keg, base. 
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because she is using the new 
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An wes <a woodwork — 


ae 





























Copyright 1926, P&L 


From a painting by Cushman Park 
HERE is quick ¢ deals Woiee- guaranteed to give you satis- 
Lacquer Enamel. Th (Pr Prost wh ry phe a kL Varnish Products. 

ade 1n fourteen rich enamel col- 


dries almost immediatt | 
it can be handled! The wish ur} Cae 7 og the pllow, Light Blue, Rich Blue, 
Do A 


furniture almost becomes an a@@wse ney k ay, Light Olive, Light Green, 
Q 


“61’’ Lacquer Enamel availab Lamond \ ory, White, Black; also Clear. 
to dry or wondering where to } ‘ Lacoguer EnaMEL 
harm while it 1s drying! king and mailing cost and we will 
Furniture, woodwork, linolewa Brit can of any color of «*61’’ Lacquer Enamel 
are all made new by a touch of tae rom the above list. Only one free can to any one person. 
Pratt & Lambert Varnish Products are used by painters, 

It flows on freely and d 


“Save the surface and specified by architects, and sold by the better paint and 
It will not crack, chip or peel 








7" ak 


save all” lornes4 
= hardware dealers everywhere. 


Buffalo, N.Y. Canadian Address: 20 Courtwright St., Bridgeburg, Ont. 


lacquer. 
durable luster. 


Pratr & LamBertT-Inc., 114 Tonawanda St., 


PRATT & IAMBERT VARNISH PRODUCIS 


“81” FLOOR VARNISH 


The transparent floor finish in clear and | 
colors, which stands the*thammer test. 
You may dent the wood but the varnish 
won't crack. For nearly forty years it has 
My withstood the utmost in foot traffic on floors. \ 
The world walks on «*61” Floor Varnish. 
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PAINTS AND WHITE LEAD.—Some | TIN.—Call is even, with stocks well | 


additional call is being noted as the 
fall painting season approaches. Stocks 
are in good condition, with prices 
firm. 
We 
f.o.b. 


quote from jobbers’ stocks, 
Twin Cities: First grade house 
paint at $2.80 per gallon, in 1-gal. 
cans, and white lead in 100-lb. con- 
tainers at $13.84 cwt., net. 


PUMPS.—Sales are steady, with fair 


volume. Dealers are finding a good 
demand for well supplies. Prices 
show no changes. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Deming, No. 440, 
plain spout windmill force pumps, 
6-in. stroke, $6.85; adjustable stroke, 


$7.50; No. 495, underground discharge 


windmill force, adjustable’ stroke, 

35; No. 415, $14.65: No. 403, hand 
lift, 6-in. stroke, $4.25: No. 182 hand 
lift, 6-in. stroke, 6-ft. set length, 
$5.25 each, net. 


PYREX OVENWARE.—Call is fair, 
with chances for heavier call with the 
coming of cooler days. Stocks are well 
filled, with prices unchanged. 
We quote from jobbers’ 
. Twin Cities: No. 623 casseroles, 
No. 633 casseroles, $1.17: No. 
209 pie plates 50c.; No. 210 pie plates 
iic.; No. 212 bread pans, 60c.; No. 
utility pans, 67c.; No. 12 tea pots, 
$1.67; No. 24 tea pots, $2, and No. 36 
pots, $2.53 each, net. 
REGISTERS.—Demand is increasing, 
with the opening of the fall furnace 
season. Stocks are ample for the call, 
and prices are firm. 


stocks, 


che? 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Wrought steel 
registers at 40 per cent from lists 

ROPE.—Demand is steady, with no 


particular high spots. Stocks are well 
assorted with the dealers, though not 


heavy. Prices show no changes. 
We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Best grade manila 
rope at 24%c. Ib., base, and best 


grade sisal rope at 18c. per Ib., base. 
SANDPAPER.—Call is fair, with indi- 
cations of improvement. Stocks are in 
good condition. Prices have declined, 
on flint and advanced on garnet. 
We 
f.o.b 


stocks, 


No. 1 


quote from jobbers’ 
Twin Cities: fest grade 
sandpaper at $5.10 per ream; second 
grade No. 1 at $4.70 per ream, and 
garnet, No. 1, at $16.75 per ream. 
SASH CORD AND WEIGHTS.—Call 
steady and fair, with stocks well 
balanced. Prices have not changed. 
We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Best grade sash 
cord at 73c. lb. and second grade at 
37'.c. Ib.: cast iron sash weights at 
$2.10 cwt., net. 
SCREWS.—Demand fair, with 
stocks well filled, for the fall building 


IS 


is 





en 
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filled. Prices have not changed. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Furnace coke, ICL, 
20 x 28 tin at $14.50, and IC, 20 x 28, 
& Ib. coating roofing tin at $15.25 per 
box. 

TORCHES.—Sales are fair, 
high spots. Stocks are well 


prices are unchanged. 


with no 
filled, and 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Turner Master 
Line, No. 43, qt., $5.76; No. 45, qt., 
$6.53; No. 47, qt., $7.08; No. 48, qt., 
$7.48; No. 49, qt., $8.54; No. 52, at., 
(flat), $6.96 each. Turner Standard 
Line, No. 8, qt., $5.33; No. - a. 
5.76; No. 22, qt., $6.53; No. 30, at., 
$6.91; No. 38, qt., $5.76; No. 39, qt., 
$6.05; No. 92, at., .79; No. 93, at., 
$7.42; No. 105, qt., $4.88; No. 205, at., 
$5.25 each. Turner firepots, No. 53, 
7.20; No. 63, $7.97; No. 66, $10.18; 
No. 76, $7.13; No. 34, $8.67 each, net. 

WHEELBARROWS.—Sales to con- 


tractors are fair and show signs of 
improvement as the fall building sea- 
son approaches. Stocks are well filled, 
and prices firm. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Barrel tray, fully 
bolted wheelbarrow, $56.50 dozen: No. 
2, tubular, $7.33 each, and No. 1 
garden barrows, $6.25 each, net. 


WIRE.—Call is steady, with stocks 
well filled. Prices have not changed. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Painted cattle wire 
at $3.01 per 80-rod spool; painted hog 
wire at $3.22 per 80-rod spool; galva- 
nized cattle wire at $3.21 per 80-rod 
spool; galvanized hog wire at $3.43 
per &80-rod spool; smooth black wire 
No. 9%, $3.25 ecwt., and galvanized 
smooth wire No. 9, $3.70 cwt. 

WIRE CLOTH.—tThe end of the sea- 
son is in sight in this line, and dealers 


and jobbers alike are clearing away 


for other stocks. Prices show no 
changes. 
We quote from jobbers’ stocks, 


f.o.b. Twin Cities: Black painted wire 
cloth, 12 x 12 mesh, $1.90 per 100 sq. 
ft., base; alumina, 12 x 12 mesh, $2.35 
per 100 sq. ft., base; galvanized, 14 x 
14 mesh, $2.70 per 100 sq. ft., base, 
and 16 x 16 mesh, $3.10 per 100 sq. 
ft. base. 


WRENCHES.—Demand 
with stocks well filled. 
changed. 


We quote from 
f.o.b. Twin Cities: 
wrenches, 8&8 in., $4.80; 
12 in., $7.20 per dozen, 


is steady, 
Prices have not 


jobbers’ stocks, 
Agricultural 
10 in., $5.60; 
net. # 


AC Oil Filter for 
Automobiles 


Designed to remove dirt, slush, meta! 
particles and other foreign matter in 
the oil used for lubricating automo- 
biles, the AC Spark Plug Co., Flint, 
Mich., is now marketing the AC Oil 
Filter as illustrated herewith. This 
new filter is standard equipment on 
all Buick, Cadillac, Chandler, Cleve- 
land, Nash and Oldsmobile cars as well 


'as a number of well-known commercial 


vehicles. An automobile engine, run- 
ning at average speed, circulates the 


| oil in the crankcase throughout the en- 


season. Prices have not changed. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Flat head bright 
wood screws at 80-20 per cent; flat 
head, japanned, 72%-10 per cent; 
round head, blued, 77%-10 per cent: 
flat head, brass, 77%-10 per cent; 
round head, brass, 75-10 per cent from 
lists. 

SOLDER.—Sales are _ steady, with 
stocks in good condition. Prices have 
not changed. 

We quote fi oor jobbe rs’ stocks, 
fob. Twin Cities: Warranted half 
and half solder at 438c. Ib., and strict- 
ly half and balf solder at 42c. Ib., net. 

STEEL SHEETS.—Demand is_ good. | 
Stocks are well filled, and prices are 
steady. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Galvanized steel 


sheets at $5.60 cwt., base (28 ga.) and 
black steel sheets at $4.35 cwt., base. 
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gine’s oiling system from 100 to 150 
times each hour. Dirt, slush, etc., con- 


sisting of finely divided particles, rang- 


ing from two to five thousandths of an 


inch in diameter, and which is found to | 


be iron dust, steel, brass, aluminum, 
silica (or road dust), hard carbon and 
core sand, collects in the oil and causes 
excessive wear of the cylinders, pistons, 
bearings, etc. 





| 
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The AC Oil Filter keeps the oil 
clean by continuous filtration, thereby 
eliminating excessive engine wear, fre- 
quent oil changing, as well as min- 
imizing repair bills and oil expense. 

A pipe from the regular oiling sys- 
tem of the engine is run to the filter 
and the oil, under pressure, is passed 
through it under control by a restric- 
tion in the supply line. It is so gaged 
that it does not disturb the regular oil- 
ing system or prevent oil circulation 
regardless of the condition of the filter. 








The view of the new oil filter shown 
above gives a vivid idea of just how 
the device functions. Dirty oil from 
the crankcase enters the filter under 
pressure at the point marked 1. This 
dirty oil is forced into the tubular pas- 
sages of the cloth bag which expands 
them and then filters through over the 
entire surface of the filter bag, the dirt 
being left on the inside as shown by 
figure 2. Figure 3 represents the point 
where clean oil passes through the 
cylindrical screen used to support the 
cloth bag against excessive strain. At 
the point designated by the figure 4 
the clean oil enters the tank and leaves 
the filter under pressure at figure 5. 


New Battery Tester on 
Market 


A new type of battery tester is be- 
ing put on the market by the Allied 
Stee] Products Co., Aurora, Ill. In- 
stead of the usual single glass tube 
and float, the “Quick Test” has three 


tubes and floats of varying specific 
gravities which permit an accurate 


reading of the exact condition of the 
battery. 

The new tester is being distributed 
through jobbing house channels. 
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MOWERS 


Our jobbing agents are now prepared to quote on 
orders for early delivery. If you do not have one of our 
new catalogues on file, write us and we will mail you 
one, together with name and address of your nearest 
jobber. 


PENNSYLVANIA LAWN MOWER WORKS 


JOHN BRAUN & SONS 
FOUNDED 1877 PHILADELPHIA 
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August Trade Exceeded Last Year in 
Cincinnati ‘Territory —Good Fall Outlook 


(Cincinnati office of HARDWARE AGE) | BUILDERS’ HARDWARE. — There 


ESPITE the fact that a number of the members of the sales | has been a decided pickup in sales 


forces of local hardware jobbers were absent on their vaca- | during the 


past two weeks. The 
volume of business for the first eight 


tions in the past month, the volume of business booked in 
A st attained liberal proportions and exceeded that in the cor- ee ae Pees We ee 
USUES | P po “i 2 come up to that in the same period in 
responding month last year. For the first eight months of 1926 sales | 1925. Jobbers believe that if sales 


have run slightly ahead of the same period in 1925. 
Cincinnati jobbing houses have just put out their quotations on 


fall commodities, including sleds, 


continue at their present pace for an- 
other month last year’s record will be 


iin guiltless , | surpassed. Particularly encouraging 
weather stripping, footballs, fire is the amount of residential work. 











shovels, gasoline lamps and lanterns, and game traps. While none | prices are steady. The only change is 
of these items has begun to move out of warehouses, shipments to | a small increase on sash weights. 
the retail trade during September probably will be heavy. General | We quote from Cincinnati jobbers’ 


manufacturing conditions in this territory as well as the state of 





stocks: 
Hinges.—Heavy, 60, 10 and 10 off; 
light, 60, 10 and 10 off; extra heavy 


the crops in agricultural districts are indicative of liberal buying | +’ 66. i¢ ana‘s oft. 


by all classes this fall. 


Hasps.—Common hinges, 70 off; 
safety hasps, 3 in., 95¢. ; single, per 


Outstanding in the market is the marked improvement in demand doz, 4% in., $1.25; 6 in., $1.75. 
, . ~ , Butts.—Steel, dull brass and an- 
for builders’ hardware. Sales in the last month have been suf- tique copper, case lots, 3% x 3%, 
— ° ° ° 18c. per pair net; 4 x 4, 28c. In less 
ficiently large to make up considerably for the dullness earlier in than case lots, 34% x 3%, 2ic.; 4 x 4, 
30c. 


the year. 


Sash Weights.—Sash weights, 1.90c. 
inside Sets.—Square bevel inside 


Prices reflect the feeling of optimism which pervades the local wate Uk ake tte. TL 0 Gee. 
trade. Sash weights, linseed oil and turpentine have advanced | CARPET SWEEPERS.—Bookings lo- 
slightly, while an increase on roofing material is pending. In some | cally have been satisfactory to jobbers 


quarters it is believed that rope 
within a short time. 


Retail business has suffered somewhat from the rainy weather 
which has prevailed locally. Reports from various parts of this 


and retailers have ample stocks with 
which to care for their trade. 


We quote from Cincinnati jobbers’ 
stocks: 

Standard japanned carpet sweeper, 
$36 per doz.; Universal japanned 
sweeper, $42 per doz.; Grand Rapids 


will command a higher schedule 





territory show that retailers in the small towns and cities have aateh aeemam Ga oer ae.: 


Little Helper toy sweeper, $2 per doz. 


fared better than those in the large centers. 
Collections are rather slow, but have improved slightly in the | EAVES TROUGH AND CONDUCTOR 
PIPE.—Business has been rather slow, 


past few days. 


AUTOMOBILE ACCESSORIES. — | 


Sales have been moderate in volume, 
and prospects are favorable for an 
active fall trade. Jobbers are begin- 
ning to offer many items suitable for 
early winter use. Retailers are carry- 
ing small stocks, but the size of their 
orders gradually is increasing. Prices 
are stable. 


We quote from Cincinnati jobbers’ 
stocks: 

Tires.—30 x 3%, cheap grade cord, 
$6.50 each; 30 x 3% medium grade 
cord, $7.50; 30 x 3% oversize medium 
grade, $8; 30 x 3% better grade cord, 
$9.50; 30 x 3% oversize better grade, 
$10.50; 30 x 3% commercial cord, 
$13.50; 29 x 440 medium grade bal- 
loon, $9; 29 x 440 better grade bal- 
loon, $11.50. 

Tubes.—30 x 3% medium grade in- 
ner tube, $1.40 each: 30 x 3% better 
grade, $1.75; 30 x 3% better grade 
extra heavy, $2.10; 29 x 440 medium 
grade for balloon tires, $1.70; 29 x 
440 better grade for balloon tires, 
$2.35. 

Fiashlights.—Two-cell Yale tubular 
flashlight with fiber or nickel case, 
69c. each: three-cell Yale tubular 
fiashlight with fiber or nickel case, 
96c.; two-cell miner flashlight with 
fiber or nickel case, $1.10: three-cell 
miner flashlight with fiber or nickel 
case, $1.24. 

Batteries.—Small Yale monocells, 
$8.25 per 100; large Yale monocells, 
$9.35 per 100; two-cell baby tubular, 
$16.50 per 100; two-cell tubular, $19.25 
4 100; three-cell tubular, $27.50 per 
100. 


Sparkplugs.—A. C. sparkplugs, in 
lots of 10 to 90, 53c. each: in lots of 


but an increased movement of goods is 
‘os ina expected early in September. The ex- 











100 to “ 50c. each; in lots of 300 | tremely rainy weather has been part- 
> a 10 Ajax, 85c. each: No. | ly responsible for the backwardness of 
9 Ajax, $1.05 each; No. 60 Ajax, $2.50 trade. Prices on conductor elboWs are 
each. weaker 
Pumps.—No. 11, 65c. each; Big Boy, | , 
$1.55 each; Arvin, $1.85 each. | We quote from Cincinnati jobbers’ 
Bumpers. — Marquette Ford’ front stocks: 28-gage, 5 in., eaves trough, 
bumper in black, $3.32 each; Mar- $5.75 per 100 ft.; 28- -gage 3 in., corru- 
| quette Ford front bumper in nickel, gated conductor pipe, $5. 50 per 100 
$4.02 each; Marquette fender guards, ft.; 28-gage, 3 in., corrugated conduc- 
for Fords, $6.12 pure 45 tor elbows, $1.73 per doz. 
Fenders.—Ford fenders, $7.45 a set; . 
commercial fenders, $3.10 a pair. FILES.—Local jobbers report a steady 


AXES.—Inquiries for axes are coming flow of business in the past month. 


in to the local jobbing houses. There- Prices are ee - 
: : We quote from Cincinnati jobbers’ 
kore, the fall 9 which have stocks: Black Diamond files, 40, 10 


changed slightly since last year, are, and 10 off list; Keystone files, 70, 10 


given below. and 5 off list. 
We quote from Cincinnati jobbers’ FIRE SHOVELS.—Quotations for the 





ee 





stocks: fall and winter trade have been put 
Dreadnaught single bit base weight A : 
| handle axe, $19.50; pores ase out by local jobbers. The schedule is 

bit base weight unhandled axe, $14.75: ; 

double bit base weight handled axe, Soren below. 
$24.25; double bit base weight un- | We  Saste from Cincinnati jobbers’ 

handled axe, $20. | stock 

No. "30, 56c. each: No. 56 ET 


BOLTS AND NUTS.—No material 95c. each: No. 9, $1.50 each: No 
change has taken place in this item. $1.65 each. 

Sales have been maintained at a fair-| FOOTBALLS.—Orders for the fall 
ly good rate and retailers are in a| season now are being placed by retail- 
position to supply the full wants of! ers in this territory. Prices are set 








their trade. Prices are the same. forth below. 
We quote from Cincinnati jobbers’ We ae from Cincinnati jobbers’ 
stocks: Machine bolts, large, 50 and stock 
| 10 off; small, 50, 10 and 10 off; car- BT. $9.50 per doz.; RML, $20.59 per 
| riage bolts, large, 50 off; small, 50 doz.; RNGL, $31.50 per doz. 
and 10 off: stove bolts, 75 off; semi- r sie 
| finished nuts, 9-16 in. and smaller, 75. | GALVANIZED WARE.—The situation 
| off: larger size, 65 off. is the same as it was two weeks ago. 
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WinDor dealers get orders like these 








Are you missing your share? 


Orders like these come to dealers who able, “clean” business, write for full 

handle Win-Dor Casement Hardware— information about our attractive dealer 

the best-known, widest-advertised, low- proposition. No obligation. Just sign the 

est-priced, fastest-turning, complete line. coupon and attach to your letterhead. 
If you want your share of this profit- Mail it—now! 


af ‘ 
CASEMENT HARDWARE CO., 
~~ 406-A North Wood St., Chicago, U.S. A. 











| Please send me at once, without obligation, all new data and prices on 
the most practical and economical hardware for casement windows 
CASEMENT HARDWARE | name ne | 
| Address 
THE CASEMENT HARDWARE COMPANY 





406-A. North Wood St., Chicago, U.S. A. Serre te me Scr ae 


CASEMENT HARDWARE HEADQUARTERS 
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Dealers are carrying a widely diversi- 
fied line to meet the demands of their 


satisfied with the volume of business 
being booked. 


We quote 
stocks: 


from Cincinnati jobbers’ 


Galvanized Pails.—10 qt., $2.30 per 
doz.; 12 qt., $2.55 per doz.; 14 qt., 
$2.90 per doz.; 16 qt., $3.40 per doz.; 
galvanized tubs, 


No. 1, $6.50 per doz. 
GAME TRAPS.—With the 





customers and local jobbers are well | PAINT.—There have been small 
creases on linseed oil and turpentine. 


Otherwise prices are the same. 


HARDWARE AGE 


Nesco No. 12, $3.70; No. 15, $4.66; 
No. 016, $5. 50; No. 0190, $7. 


in- 


A bet- 


_terment in sales is reported by several 
_important jobbers. 


hunting | 


season but a few weeks distant, re- | 


tailers are finding it advisable to stock 


an ample number of game traps. | 
Prices for the fall trade are quoted | 
below. 
We quote from Cincinnati jobbers’ 
stocks: 
Victor No. 0, $1.10 each; Victor No. 
1, $1.38 each; Victor No. lly, $2.44 
each; Jump traps No. 1, $1.83 each 


Jump trap No. 1%, $2.81 each. 
(;LASS.—There has been a slight in- 
crease in demand in the past two 
weeks. The prevalence of wet weather, 
however, has been a deterrent to good 


business. 
We quote from Cincinnati jobbers’ 
stocks: Single strength A first 
bracket, 87 per cent discount; single 


B first bracket, 89 per cent 
single strength A first three 
k5 per cent discount; single 
brackets, &9 per 
strength A over 
dis- 


strength 
discount: 
brackets, 
strength B first three 
cent discount: single 


the third bracket, 85 per cent 

count: single strength EB over the 
third bracket, 8&7 per cent discount; 
double strength A, 86 per cent dis- 
count: double strength B up to 54- 
in., 89 per cent discount; double 
strength B over 54-in., 88 per cent 
discount. 

LADDERS.—Sales have been fairly 


good and some retailers are placing 
reorders with local jobbing concerns. 


We quote from Cincinnati jobbers’ 
stocks: 
todded ladders, 24c. a ft.; single 
ladders, 20c. a ft. up to 16 ft.; exten- 
sion ladders, 30c. a ft. up to 32 ft.; 
best grade ladders, 50c. a ft. 
LAMPS.—With the fall and _ winter 





gradually approaching and the period | 


of daylight becoming shorter, retail- 
ers are beginning to receive calls for 
gasoline lamps. The prices printed be- 
low are unchanged from last yea! 
jobbers’ 


We quote from Cincinnati 
stocks: 
(Juick Lite peewee lamps, C317, 
$7.40; C329, $6.2 C318, $7; C324, $7; 
‘, 


Quick Lite lante rns. 1.327, $5.25; Ts42 
$6. 


MOPS.—There is a steady market for 
this item and jobbers have been mak- 


ing good shipments. 


We quote from Cincinnati jobbers’ 
stocks: O’Cedar line with handles, 
No. 3, $12; No. 4, $8; No. 5, $10; No. 

8, $12; No. 15, $6. 
NAILS.—A_ perceptible improvement 
in sales is reported by Cincinnati 
jobbers. The price remains the same, 


although lower quotations are being 


made by Louisville and Evansville 
wholesalers. 
We quote from Cincinnati jobbers’ 
stocks: 


Common wire nails, $2.95 per keg; 
cement coated nails, $3.15 per 100 Ib. 
keg. 


OIL HEATERS.—Prices for the fall | 


ee 
— 


| 


trade have been announced by local | 


jobbers. The new schedule, which is a 
slight advance over the old one, is 
given below. 


We quote from Cincinnati jobbers’ 
stocks: 


| 
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| well 
been no changes in prices. 


We quote from Cincinnati jobbers’ 
stocks: Ready mixed house paints, 
$2.75 per gal.; linseed oil, single bar- 
rels, 94c. per gal.; turpentine, in 2- 
barrel lots, 96c. per gal.; white and 
red lead in 500-lb. kegs, 15%c. per 
ib. less 10 per cent. 


PYREX WARE.—Demand has 
sustained lately. There 


been 
have 





We quote from Cincinnati jobbers’ 
stocks: 

Round Casseroles.—No. 621, 60c. 
each; No. 622, $1 each; No. 623, $1.17 
each; No. 624, $1.33 each. 

Square Casseroles. — No. 653, $1.17 
each. 

Oval Casseroles.—No. 632, $1 each; 
No. 633, $1.17 each; No. 634, $1.33 
each. 

Round Pie Plates.—No. 205, I17c. 
each; No. 208, 50c. each; No. 209, 
§0c. each; No. 210, 67c. each; No. 211, 
73c. each. 

Round Pudding Dishes.—No. zl, 
40c. each; No. 022, 57c. each: No. 023, 
67c. each; No. 024, 80c. each. 

Square Pudding Dishes.—No. 053, 
67c. each. 

Oblong Bread or Loaf Pans.—No. 
213, l7c. each; No. 212, 60c. each; No. 
214, $1 each. 

ROOFING MATERIAL.—Rumors of a 


pending advance in prices are current. 
Jobbers believe that quotations will be 
revised upward early in September. 
We quote from Cincinnati jobbers’ 
stocks: 


Roofing Paper. standard, 


— Light 


$1.05; medium standard, $1.30; heavy 
standard, $1.55; light Holdfast, $1.30; 
medium Holdfast, $1.55: heavy Hold- 
fast, $1.80; K red and green slate 
surface, $2.10. 

Roof Coating.—Coal tar, refined, in 
barrel lots, 25c. per gal.; in half har- 
rel lots, 28c. per gal.; coal tar, crude, 
in barrel lots, 24c. per gal.; in half 
barrel lots, 27c. per gal. 


Roofing Cement.—lI. iberty elastic, 1 
Ib., 12¢.; in 5 Ib. cans, 9%c. per Ib.; 
in 10 9c. per Ib.: in 25 Ib. 
cans, 8c. per Ib.; Certain-teed cement, 
36 Ib. to the case, $4.25 per case; in 
5 Ib. cans, 12 cans to the box, 8c. 
per Ilb.: in 10 Ib. cans, 6 cans to the 
box, 744c. per Ib 


ROLLER SKATES.—Jobbers now are 
quoting on roller skates for the fall 
season. Quite a number of orders al- 
ready have been booked. Prices are 
the same as last year. 


Ib. cans, 


We quote from Cincinnati jobbers’ 
stocks: 7 
Nos. 4 and 5, $1.45; No. 6, $1.55. 


ROPE.—tThere has been an advance of 
2c. a lb. on Manila hemp and it is 


thought that the increased cost to the 
manufacturer of rope will be reflected 


soon in rope prices. 


We quote from Cincinnati jobbers’ 
stocks: 
Best grade Manila rope, Ocean 


brand, 23%c. per Ib.; Plymouth brand, 

24%c. per lb.; sisal rope, 15%c. per Ib. 
SCOOTERS.—Both scooters and side- 
walk cycles are being brought to the 
attention of retail merchants by local 
jobbers. The fall season in this com- 
modity usually is prosperous. New 
prices are given herewith. 


We quote from Cincinnati jobbers’ 


stocks: 

No. 110, $3 =e: No. 111, $3.20 each; 
Scootaway, $2.3 each; Rideaway, 
$3.10 each; Sidewalk cycle No. 11, 


| 
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$10.65 each; Sidewalk cycle No. 12, 
$12.60 each. 
|'SLEDS.—While no orders have been 


received yet from retailers, quotations 
have gone out and jobbers are solicit- 
ing fall business. 

We quote from Cincinnati jobbers’ 


stocks: 

Steering Sleds.—No. 96, $11.25 each; 
No. 210, $20.75: No. 100, $14; No. 200, 
$16.50; No. 220, $24.60; Flexible Fly- 
er, 33% per cent off list. 


WEATHER STRIPPING. —The new 
prices for the fall and winter show an 
increase of approximately 15 per cent 
over those quoted last year. The new- 
ly-announced schedule is given below. 


We quote from Cincinnati jobbers’ 
stocks: 

Wood and rubber weather strip- 
ping, No. 1, $16.50 per 1000 ft.;: No. 
11%, $23.25 per 1000 ft.; No. 4, $33.40 
per 1000 ft.; No. 7, $40 per 1000 ft. 

Wood and felt weather stripping, 
No. 71, $18.50 per 1000 ft.; No. 71%, 
$26 per 1000 ft.; No. 75, $44.50 per 
1000 ft. 


All rubber weather ow No. 
9, $2.25 per 100 ft.;: No. , $3 per 100 
11, $3.75 pe r 100° ft. 


ft.: No. 


-WHEELBARROWS.—This commodity 


| pipe, 
chines, 








is moving at a satisfactory rate. 
We quote from Cincinnati jobbers’ 
stocks: 

Cheap steel tray wheelbarrow, $3.90 
each; pan-American tray wheelbar- 
row, $5.25 each; contractor whcelbar- 
row, $5.60 each; concrete wheelbar- 
row, $6.50 each; tubular wheelbar- 
row, $6.60 each. 


‘New Red-E-Hall Catalog on 
Pipe Threaders 


Hall-Will, Inc., manufacturer of 
bolt and nipple threading ma- 
Erie, Pa., has announced the 
publication of a new twelve page 
catalog illustrative and descriptive of 
the new Red-E-Hall Pipe Threader. 
The book is complete in every way and 
is supplemented with a dealer’s price 
list, corrected to date. It should make 
a desirable addition to the hardware 
dealer’s trade library. 


Lenk Mfg. Co. Sustained in 
Blotorch Suit 


A decision has just been handed 
down in the suit of the Lenk Mfg. Co. 
of Boston against the Hunt-Lasher 
Co., manufacturers of the Selfblo 
torch. The District Court of the 
United States has ruled that the Self- 
blo Torch infringes the Lenk patent 
No. 1551059 and a permanent injunc- 
tion has been issued. 

An official of the Lenk company 
commenting on the judgment of the 
court said: ‘“‘We are grateful to those 
who have remained loyal during this 
litigation. Of course, the seller as 
well as the manufacturer is individual- 
ity liable for the sale of an infringing 
article and it can be expected of us 
to enforce our rights as established by 
both the United States District Court 
and the Patent Office at Washington.” 
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Every Hardware Buyer 


Needs Hardware Age 








No sane business man would think of 
buying stock in Wall Street without first 
looking up the market quotations in his 
daily newspaper. 


Real hardware merchants are just as careful to look 
up the current market prices in an authoritative 
Hardware paper. Money can be made at the dbuy- 
ing end of your business as well as at the selling end. 


Keep posted each week on the hardware market 
prices which are quoted in HARDWARE AGE. Just as 
you consult your thermometer to see how hot or cold 
the temperature, so should you consult this reliable 
business barometer to obtain information that will 
enable you to buy at or near the bottom every time. 


HARDWARE AGE 


The weekly text book of hardware merchandising ”’ 
239 West 39th St. “i= New York 





YEARLY SUBSCRIPTION RATES: United States, $3.00; Canada, $4.00: Foreign, $6.00 
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Appliances and ‘Percolators 
Earn Greater Profits For You 


Popular in price 
Attractive in design 
Superior in quality 





ECAUSE Empire Electric 


Appliances and Percolators 


S-64 f ] li . 
Empire 4-cup Perco- are Oo unusua quailty, attractive 
lator in design and popular in price 


they make quicker sales—and 
Pomel satisfied customers. 


-— » ~ ITheydoevenmore. Theybroad- 
<a en your market for appliances and 

S-52 percolators. They reach persons 
Empire Grill who have always wanted such 
products but have hesitated be- 
cause of the high prices usually 
asked for quality products. That 
objection has been overcome in 
ees Empire Products. These are qual- 
eeietiee., ity products at popular prices. 

In reaching this new market for 
appliances and percolators you 
also create sales for many other 
articles in your store. 


You will find that it will pay you to investi- 
gate the Empire line. It is complete. Includes all 
popular appliances, and percolators for families of 
all sizes and for all purses. 
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S-75 
Empire Waffle Iron 


Send for catalog. It shows greater profit possibilities 


This original package 
of 2-cup electric per- 
colators makes an 
attractive display. Is 
a splendid appliance 
todemonstrate the 
quality of the entire 
line of Empire appli- 
ancesand percolators. 





METAL WARE CORPORATION 


Also Manufacturers of Empire Electrical Steam Engines and Ranges 
Sales Office, Chicago, IIl. Factory, Two Rivers, Wis. 
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Outside Business 


HIS summer, when we were 

“way down East,” we were 
talking to our old friend, the old 
salt who raises young seed oysters 
about his business troubles. Oh, 
yes, he has them, too. 

He explained to me that his worst 
difficulties came from the star-fish 
who like to eat the young oysters and can do away with 
hundreds of thousands of them in a relatively few 
hours, if not combatted. This is accomplished by 
dragging large mats of waste cotton over the oyster 
beds with the result that the star-fish become entangled, 
are brought to the surface and are either picked or 
boiled off. 

“But how can any star-fish eat an oyster?” asked I, 
pointing to the narrow mouth in the middle of the 
underside of one of them. “Easiest thing you know,” 
replied he with a smile. “Don’t think I am ‘nature 
faking’ either; but the scientific fact is that a star- 
fish is so constructed that, when occasion demands it, 
he can literally extend his stomach out through his 
mouth, surround what he wants to eat on the outside 
of his mouth with his stomach, digest it there and after 
digestion bring back his stomach, with only nourishing 
portions remaining, into his body again.” And I 
found later, upon looking the matter up in the library, 
that the old gentleman was quite correct. 

But his little story set me to thinking. What many 
a retailer needs today is the ability to hold and digest 
business which he cannot actually bring within the 
jaws or doors of his store. 

Today we are seeing more and more retailers send 
out solicitors and representatives and even regular 
clerks during the dull hours of the day to solicit busi- 
ness at the door-step of the homes of their community. 
The laws of growth and of competition are such that we 
are certain that there will be more and more of this 
sort of thing as time goes on. Nature has the remark- 
able ability of adapting herself to conditions as she 
meets them. The example of the star-fish which has 
the remarkably gymnastic stomach is only one among 
thousands of examples. But it ought to serve as a 
means of visualizing and perhaps making more interest- 
ing this valuable lesson about business done outside 


the store. 





The only clock watcher who deserves any real 
benefit from his habit, is the man who watches his 
home clock to be sure he gets to his work on time. 





Your next hardware convention may be a long way 
off, but there is no law against your using the good 
ideas you picked up at the last one. 





A hardware man should be able to hand down his 
business to his son with the same pride as the lawyer, 
doctor or clergyman in passing his profession on to 
his heir or successor. 2 


Reading matter continued on page 76 
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Since 1855! T.D.&W. Han- 
dles helped settle the great 
northwest, fought in the 
Civil War, worked in Pana- 
ma, went with our troops to 
France. T.D.&W. Handles 
are not “just handles”—they 
embody the knowledge and 
experience of a 70-year-old 
organization, the skill of men 
who make only handles. 
And, as a result, over half the 


handles in the world are 
T.D.&W. 


COPYRIGHTED BRANDS 


QUALITY 








4 


Turner, Day & 


Louisville 





Daniel Boone Perfection 
American Beauty Triumph 
Daisy Hercules 
Sunflower Success 
Peerless Eagle 
Beauty Royal Oak 





SINCE 


‘T want some weather 
strip, please.” 


“How much?’ 


“T’ll have to go back 
home and measure.” 
—and that sale is lost! 








Woolworth Handle Co. 


Incorporated 


Kentucky 


Chicago 








1869 





The D.W. BOSLEY CO. 
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The Adjustable 
Rain Drop 
Lawn Sprinkler 


Meets every demand of a good lawn sprinkler. 
In the illustration above it is shown as adjusted 
for watering along the walk without wetting 
pedestrians 


A FOUNTAIN SPRAY 


When used as a fountain spray it has a spread 
of 20 to 30 feet and a fine gentle rain-drop spray 
that soaks into the ground and keeps the lawn 
green. 


NOZZLE SPRAY 


When you want to water distant points, gardens, 
trees, narrow strips of lawn, etc., the hoze nozzle 
can be attached in place of the rose spray and the 
stream directed wherever desired. 


ROSE SPRAY 


The rose spray can be attached to hose and used 
as a spray for the most delicate of flowers, for 
shrubs, or for washing the car. The fine spray 
will not injure the flowers or the finish of car. 


POPULAR PRICE 
LIBERAL DISCOUNTS 
LARGE DEMAND 


Are three good reasons why every dealer should have 
this sprinkler in stock. If your jobber does not handle 
it, write us. 


ALSTEEL MFG. CO., Battle Creek, Mich. 


Kdjustable ~ 
RAIN DROP 
SPRINKLER 
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Small Town Dealers Now 
K'ace New Competition 


(Continued from page 45) 


SOUP ORESLCOLORTEOLCTRESCLETTER 


check busy street corners in the cities for months 
before deciding to locate. But with Montgomery 
Ward it was a different proposition. They. came in, 
got all the dope and back to Chicago or Kansas City 
they went. There wasn’t a score of people in the 
town that knew they were here, and the few that did 
never gave the incident any thought. There are, dur- 
ing the course of a year in any town any number of 
strangers that come into the town with good intentions 
and for the purpose of locating. However, among the 
few that met and talked with these it was impossible 
to get any information from them any more than they 
were just looking our town over, etc. 

Just how much time elapsed between the coming 
of the first delegation and the signing of the lease 
is not known. No one knew that anything out of the 
ordinary was going on until local carpenters began 
installing a modern front in this building. I must say 
now that if this town had been infested with cats 
and that there is anything to the saying that “curi- 
osity killed the cat,” they would all be dead by now. 
Even the most prying of our local citizenry could 
not budge any of their representatives. They were 
pleasant to talk to but were sworn to secrecy as to 
what the mystery store would be. 

The remodeling task was speedy. The inside of 
the building was soon in shape to receive merchan- 
dise. Word breezed around that a carload of mer- 
chandise was on the way. Now what was it? Could 
it be a ladies’ ready-to-wear, or was it a chain shoe 
store, or was it one of any number of stores that we 
thought of? Who would have ever suspected that it 
was a mail order house? Who would ever think that 
Montgomery Ward, with its millions through the me- 
dium of the catalog, would be coming to a prosperous 
and peaceful county seat town in Kansas? 


Interest Fired 


Interest in the new project had not waned but was 
fired all the more when news spread that the mer- 
chandise would be in the next day. Our local news- 
paper men made one more attempt that night to get 
the news. Each wanted to get the scoop on the 
other but could not get a confidential tip. 


It was a hot night after a hot and speculative day. 
At the best we couldn’t get our rest and the suspense 
of waiting until the freight brought that car, in the 
morning, was about to break our suspenders. Every- 
one got a kick out of it. I kept humming over and 
over part of an old song I heard down in Missouri 
once, “What will the harvest be?’’ 


Morning finally came and with it came the freight. 
The car was sidetracked, the door was opened. Then 
men began throwing out RIVERSIDE TIRES. It was 
over the town like a flash. 

In any community news of this sort, good or bad, 
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is more or less speculative. Therefore, let me con- 
tinue on just a little further. 

What are we as merchants going to do? 

What are they going to do? 

Are we going to let that wonderful saying, “I 
came, I saw, I Conquered” be used by the mail order 
house in the same sense that Caesar used it? Em- 
phatically NO. 

We are old in the community. Montgomery Ward 
is new. A number of us are old in more than one 
sense of the word. Some of us are old in serving the 
public, others are too old to serve. Not in age but 
in business methods. What is the remedy? Get Pep. 
To get charged up full of pep we must read our 
trade journals, every piece of mail that comes to us. 
Even if it only bears the one-cent stamp, if it is just 
advertising and may be a competitive line it will 
make you all the wiser. 
to your manufacturer or jobber. 
traveling man if he is not too unreasonable. 


Be courteous to the 
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Every chance you get talk | 


You | 


may learn a lot from him that you would hate to ad- | 


mit you didn’t know. 


Montgomery Ward calls this its “Display Store | 


Number One.” 
priced and departmentized in a booth-like fashion. 
The room is approximately 25 x 150 ft. deep. 
tends to change the line of samples twice a year. 
While it has not been opened to the public as yet, I 
know that the following lines are carried: They are 
auto accessories, furniture, sporting goods, stoves, 
radio and musical instruments, cutlery and tools. 


The merchandise is well paneled and — 


It in- | 


There won’t be room to display much furniture in the | 
store, but I understand that when the manager moves | 


here he will move into a home completely furnished 


with Montgomery Ward merchandise and that he will | 


display and sell from the samples in his home. 

We have been assured that the firm is not going to 
Sell in this store except tires, tubes and batteries. 
The samples will be shown and the order written, but 


as I understand, the customer will even have to mail | 


his order. The reason for selling tires, etc., is 
to take care of the tourist trade.” 
that mean? It is not hard to speculate on. 


just a clever way of making us feel assured. 


“just | 
Now what does | 

It is | 
I don’t | 


suppose if any of our trade, whether he be a tourist | 


or not, if he wanted a tire would have to get a requi- | 


sition from the Chicago office. 

Now comes the question, what will it eventually de- 
velop into? While the plans are mapped out to the 
Nth degree, personally, I doubt if they know just 
how far they will go along the line of actually selling 
from stock. If they are really not going to sell their 
store will soon be somewhat like the picnic grounds 
the day following the picnic. 

Don’t let the display store fool you. Be on your 
guard and prepare. Just remember that people have 
been riding instead of writing. The mail order house 
knows this better than anyone. They have got to 
come out and meet the people. The alertness of the 
chain store and the individual merchant have given 
them food for thought. 

People want to see what they are buying. They 
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Lining Up Business for YOU 


We want to thank you dealers 
who have co-operated so ear- 
nestly with us to bring the Arm- 
strong Pipe Tool business to 
local stores. 


In our advertising reaching all 
classes who use Pipe Tools we 
have constantly told mechanics 
o: “Buy from YOU instead of 


99 


US. 


You have said it with signs: 
“GENUINE ARMSTRONG 
PIPE TOOLS.” We have said 
it with Quality and always will. 
Keep stocked through your Job- 
ber and we'll keep rrght on lin- 
ing up business for YOU. 


The ARMSTRONG MFG. CO. 


Our Only Addresses 
Main Office and Factory 
BRIDGEPORT, CONN. 


New York Office: 181 Lafayette St. 


ARMCTRONG G 


TOOLS AND THREADING MACHINES 
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There’s Good Money in 
KEY-CUTTING 


If You Use 







BONS Se 
No. 80 |» 
THE SEGAL 

Rectifying Key-Cutter 


There is practically no overhead to cut into 
the profits earned by the No. 800 Segal Key- 
Cutter. Any boy can operate it in his spare 
time and add a tidy extra profit to the day’s 
business. 

The Segal No. 800 will cut all makes of flat 
keys, such as trunk, letter box, padlock keys, 
etc., as well as cylinder or paracentric keys in 
less than a minute. It will make an accurate 
duplicate from an inaccurate blank. It cuts 
the key from the lowest groove just as the 
manufacturer does. 

All Segal Key-Cutters operate by hand or 
power. 








NO. 810 VISE 
Cross section of machin show i TEAS Rey vise , 
ing special vise furnished with vos = we cys © that 
Key-Cutter No 210 to vrip keys without grooves are cut 
bit keys. Will also cut barre! resting on the back of the hed 
as well as cylinder and tat Furnished ween maces Ne 
steel keys Specifications other $00 and No. 910 
wise the same as Key Curtei 
No. 8600 





CYLINDER KEY VISE 
Cross section of vise showing 
how the lower groove of the 


NO. 900 KEY CUTTER 
This machine will cut cylinder 


cylinder key is held by the keys only Illustration shows 
upper slide Furnished with position of upper shoulder keys 


Machines No. 800 and No. 964 resting against gauge 
Let us tell you how easily you can add to your 
profits by making keys for your customers 


SEGAL LOCK 
and HARDWARE CO. Inc. 


155-161 Leonard St., New York 


Philadelphia Boston Cleveland Detroit Chicage Los 4njecles 


are learning more and more the bunco of the catalog. 
Automobiles are swift, if they can’t get what they 
want in one town they drive to another. Twenty-four- 
hour service doesn’t mean a thing any more. We 
want what we want when we want it and we don’t 
want to wait and waste half the year waiting for it. 

The other two hardware dealers in Marysville do 
not apparently completely share Mr. Dean’s view- 
point. J. B. Custard, in speaking of the new store, 
said, “It is rumored that they are now employing 
about ten people in preparation for the opening, this 
number, we understand, will be considerably reduced 
after the opening. They claim that no goods will be 
sold from the sample room, but some outward appear- 
ances tend to discredit this claim. Many of the local 
merchants, including myself, do not feel that their 
presence will be a great increased menace for various 
reasons, however, that is only an opinion of consider- 
able variance.” 

C. J. McKee, manager of the E. J. McKee hard- 
ware store, feels that “the coming of this store will 
greatly broaden our trading territory and indirectly 
help business.” At the same time he says “Mr. 
Newell (the manager of the new store) says the store 
will not sell at retail, but I think,’ however, that 
eventually it will do so.” 

A clipping from the Marysville “News” said to be a 
statement issued by Ambrose D. Folker of the field 
research and advertising department of Montgomery 
Ward & Co., says, “He explained that Marysville had 
reached the chain store size and THAT CHAIN 
STORES HELP IN INCREASING THE SIZE OF 
A TOWN. Marysville was chosen because of its en- 
terprise, its favorable location and because it is the 
center of a very rich agricultural section.” 


Extend Your Vision 


The retail salesman whose vision extends no farther 
than the minute, the hour or the day of his allotted 
task, haS passed the first milestone on a journey that 
has no destination. After twenty years of service he 
may know how to copy an order correctly; how to wrap 
a package neatly and methodically, and how to tie a 
string in a certain set form. He may even know how to 
sell certain items of merchandise in an_ intelligent 
manner. 

But—He will have no conception of the duties of the 
man from whom he receives hourly instruction, He 
will have solved no advance problems; he will have 
mastered no thoughtful creative system for improving 
his work, or bettering his condition in life. He will 
have progressed only in years, and will have left behind 
him the impetus of youth, and the forceful period of 
manhood. He will have drawn heavily on his reserve 
of strength, and his ambition will have been displaced 
by the lethargy of non-achievement. He will have lost 
forever the desire and the possibility of creating some- 
thing new or doing something really worth while. 

‘It will be said of him: He faced a future fraught with 
possibilities, but he saw only a package and a coil of 
string—a few feet of counter and the face of a clock. 
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HERE used to be a great deal of talk about service. 

The manufacturer was so busy giving it to the 
dealer that he hardly had time to manufacture; the 
salesman was giving so much service that he was too 
worn out to sell; and the dealer was giving so much, 
according to many humorists, that his customers 
couldn’t get any goods. It was all service—not always 
very good but so much of it that people soon tired of 
it and the very word has almost become a joke. 

Yet real service is always appreciated, and dealers 
who have something worthwhile to offer that ser- 
vice pays. For example, we are told about a lumber 
company in Kansas that publishes a “news letter,” 
printed from a mimeograph stencil made on a_ type- 
writer, which increases sales to the farm trade, brings 
in new customers and gets people to think of building 
and repairing their property. All because it gives 
service. 

It is an inexpensive little paper and the idea of it 
might be put into your sales portfolio and handed out 
to merchants who want to give service that really in- 
creases business. 

The front page has personal paragraphs, but the big 
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‘Free Exchange’ 


case of a farmer who had 78 hogs to put on the market. 
A notice to this effect was put in the free exchange 
column and a few days later the farmer sold the entire 
lot. What’s more, he claimed he could have sold 300 
more as a result of the wide publicity his notice got. 

Another customer wanted to sell fifteen tons of hay. 
An announcement of the fact succeeded in having the 
hay out of his barn the second day after the little 
paper appeared. 

This kind of practical service is the sort that a live 
merchant can render to the customers whom he wants 
to cultivate. There is seldom a time when a man, a 
farmer particularly hasn’t something to sell, exchange 
or rent. Often he is forced to dispose of superfluous 
stocks disadvantageously because he can’t go around 
and tell everybody personally about what he has to offer. 
So, he snaps at the chance to reach buyers with the 
help of the merchant he does business with. 

Besides getting the interest of customers in the free 
exchange and in the news items, such a letter offers 
a chance to put across the dealer’s own sales story to 
a very receptive audience. It also gives the dealer a very 
profitable opportunity of featuring the nationally ad- 


vertised products which he sells, thus linking his story 
with the current advertising campaigns. All at small 
expense !—-Meredith’s Merchandising Advertising. 


feature of the paper is the “free exchange” department 


in which any customer can put an advertisement free of 
charge. 


One example of its value is shown in the 





The Sate Bontire 


place to burn trash and rubbish. 






Every home needs a safe outdoor 
So every home needs the Cyclone Catch-All Basket. 

The big annual cleanup is now at hand. That means greater de- 
mand than ever for the Catch-All. Put it on display today—right 
where people coming in to buy rakes, spades and other implements 
will be sure to see it. That’s the way to get big returns on the 
Catch-All. This basket practically sells itself. It is sturdy, good 
looking—29 in. high, diameter at top 20 in. 1% in. mesh keeps 
burning fragments safely confined. 

If you are not selling this leader, start 
Spring Clean-up. 


CYCLONE FENCE COMPANY 


Factories and Offices: 
Waukegan, Ill.; Cleveland, Ohio; Newark, N. J.; Fort Worth, Texas 
Pacific Coast Distributors: Standard Fence Co., Oakland, Calif. 


Northwest Fence & Wire Works, Portland, Ore. 


now, and cash in on the 


Every 
Home 
Needs 

the 

Catch-All 





CYCLONE 










SATCH-A 


REG. U.S 


. PAT. OFF 





uality 


Reading matter continued on page 81 
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Inside Micrometers 























Speed Indicators 

















Screw Pitch Gauges 
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Steel Rules and Straight Edges 








Center Gauges 


Compare Them for 
Accuracy, Workmanship 


and Finish 


The more searching your inspection is the 
better Goodell-Pratt Precision and Machinists’ 
Tools will look to you. 

You'll find surprising accuracy, sharp, clean 
etched graduations, expert workmanship and a 
beautiful, enduring finish. 

Compare them item by item with other simi- 
lar lines. There are few as complete or that 
show the nicety of design and knowledge of what 
the toolmaker and machinist really want in fine 
tools. 

There are over five hundred items in this fine, 
comprehensive line. 


Goodell-Pratt Company 


eLotomiths, 


GREENFIELD, MASSACHUSETTS, U. S. A. 


GOODELL- PRATT 


1500 GOOD TOOLS 
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Although there are 750 tools in this window, in the store of the Warner Hardware Co., Minneapolis, Minn., they 
are so arranged as to make it possible for the prospective customer to pick out the desired article at a glance 


The Tool Department 


Pliers 


By Don Thatcher 


F the article in which I referred to the most gen- 
erally used tools is published before this, I may 

be in bad with some folks who like to sell pliers. 

If so perhaps this will square me. I readily concede 
that pliers are not only one of the most generally 
used tools but are also one of the easiest tools to sell 
to users. Pliers are used for so many purposes there 
is not room to enumerate them; it would be easier to 
make a list of the things they are not used for. They 
are one of the handy around-the-house tools as well 
as tools required by workers in nearly all trades and 
vocations. 
; Uses of Pliers 


The motorist couldn’t get along without pliers. 
Every talking machine, radio set, telephone instru- 
ment and hundreds of other daily used articles de- 
mand the use of pliers, so it is no wonder that the 
sale for them is seemingly unlimited. Some day | 
will persuade one of my friends to make a crackajack 
window display of pliers in which they will be care- 
fully grouped for specific purposes; one of these 
groups will be labeled household pliers and will in- 
clude patterns that will appeal to women. 

If you haven’t been especially interested you may 
not have noticed how women like to use pliers. When- 


ever I miss pliers from my tool chest I know that 
either aunt, sister or cook has been using them. Some 
day I’ll buy a set for each. 

While there are mafiy patterns of pliers designed 
and named for specific purposes, such as electricians, 


milliners, linemen and others, the question of pat- 
tern most suitable for each purpose is largely a 
matter of individual preference. Most electrical 


workers, require or have use for several patterns, 
oblique, diagonal and end cutting as well as long, 


flat and round nosed pliers. 
For Heavy Work 


For heavy work such as linesman, the heavier 
cutting and combination pliers are intended to give 
a strong grip and powerful leverage, so quality of 
workmanship are the essentials for 
Patterns or shapes of pliers in- 
the question 


material and 
satisfactory pliers. 
tended for the same purpose often vary 
of which manufacturer makes the best shaped handles 
in order to obtain the utmost leverage, holding and 
cutting power is one for the dealer and user to 
decide. 

The workman whose pliers are part of the equip- 
needed to earn his wages is not seeking cheap 

He’s afraid of them. Many hous-holders, 


ment 
pliers. 
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farmers and motorists buy cheap or low-priced pliers 
only because their lack of knowledge of tool values 
prevents them insisting upon a good tool. Often- 
times they purchase low-priced and cheap pliers that 
are dear at any price because the clerk or salesman 
offers them. 

I have never been able to understand the reasons 
for offering low-priced tools. If compé¢titive condi- 
tions require the merchant to have low-priced, cheap 
goods, by all means have them to be used only as 
needed. Give the buyer the opportunity to buy a tool 
of good quality. Often I have seen the lowest-priced 
tool handed to prospective buyers without any at- 
tempt to sell a better tool; the clerk or sales person 
who does that through fear of asking a price or ignor- 
ance is not needed in hardware stores. The requisites 
of good tools are quality of material plus accurate 
workmanship. 

Some of the largest and most successful retailers of 
tools won’t have cheap, poor quality goods in their 
stores. They may have for competitive purposes 
tools of good quality that can be. sold at fairly low 
prices because of saving in manufacture obtained by 
omitting fine or superfine finishing and fitting, but 
these tools are honest, they are made of good quality 
material, their lack of finish is apparent—they can be 
sold for their face value. As applied to pliers, it’s 
foolish to handle cheap goods—Tools are one of the 
lines E. C. Simmons had in mind when he created 
the phrase—“The Recollection of Quality remains 
long after the Price is forgotten.” 

Pliers because of their need and use for so many 
purposes are salable to a very large percentage of 
the regular and casual customers of every hardware 
store. Offerings of pliers sets for electricians, home 
workers, motorists, and others, will interest many 


people. Patterns salable to electricians are _ line- 
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man’s, oblique cutting, diagonal cutting, end cutting, 
long nose, round and flat with and without side cutter, 
buck bill long and curved nose. Pliers salable to 
motorists, farmer and home user are slip joint com- 
bination with and without side cutter, regular flat 
and round nose, long flat and round nose, button 
pattern and gas pipe pliers. Of course the farmer will 
also buy staple pulling patterns. 

Pliers especially salable to milliner’s, women work- 
ers and for househod use by women are milliners short 
nose side cutter, milliner’s long round nose side cut- 
ter, diagonal cutters small sizes, long needle nose, 
long flat nose. 

All of these, except the regular milliner’s pattern, 
are salable for many purposes and will appeal to 
people, but as aforementioned, women other than the 
workers who use pliers in their vocational work, like 
to use pliers around the home. There are many 
opportunities for the women of the home using one 
of the tools that seems to especially lend itself to 
their hands. 

As plier quality is difficult to determine until the 
tool is in use, a safe plan to follow is to handle only 
pliers that carry the names and brands of makers 
of quality tools. There is so little difference in cost 
between poor and good quality pliers and such a big 
difference in the ease with which they will do the 
work intended, that there hardy exists any but 
a racket or “cheap john store” reason for handling 
any but some of the many good makes and brands 
of pliers. 

Pliers are one of the creative sales items of the 
tool department. Good displays will create sales, 
especially if the display carries the message or sug- 
gests the use and purposes of the various patterns. 

Ticket, revolving and single tube punches can be 
included with pliers. 





The Smallest Post Office in the 
U nited States 


HE controversy as to which is the smallest post 
office in the United States seems to be settled. 

Postmaster General New today received a letter 
from G. E. Frazier, postmaster at Randle Cliffs, Md., 
inclosing a snapshot of his office. An examination 
of the records of the Post Office Department, fol- 
lowed by a search of the photographs of post offices 
on file there, failed to find anything to compare in 
smallness to the one at the Maryland village. 

Strange to say, this office is not located in the 
wilds of Alaska, nor in the remotely settled sections 
of Arizona, Wyoming or some of the other Western 
or Northwestern States. Randle Cliffs is scarcely 100 
miles from the National Capital. 

Postmaster Frazier was appointed to his present 
position Aug. 15, 1923. The records of the department 
show that the receipts for Randle Cliffs totaled $128 
for the last fiscal year. 

Heretofore the honor of the smallest office was 
about equally divided between Grimshaws, N. C., and 
Searsburg, Vt., but Postmaster Frazier at Randle 
Cliffs has carried away the prize. 


South African Wives Own Electric Irons 


RACTICALLY every housewife in South Africa 

owns an electric iron, but when the native servant 
does the ironing it is with the old-fashioned article. 
The mistress of the house keeps to her own exclusive 
use the electric iron. 

A report by the Department of Commerce on the 
use of electrical household articles, states that the 
electric iron is about the only labor-saving household 
article in general use in South Africa. Washing 
machines, vacuum cleaners, etc., are in little demand 
because of the fact that the supply of native labor is 
large. The average housewife hesitates to permit the 
natives to use expensive machinery. 

Cooking by electricity, the report points out, is in- 
creasing in South Africa with the erection of modern 
apartment houses, although its higher cost as com- 
pared with coal militates against its widespread use. 
According to the report the use of electricity in South 
Africa is confined almost exclusively to the cities, 
with the exception of the gold and diamond mines. 





When ambition and good intention are lacking, there 
are few pegs on which to hang success. 


Reading matter continued on page 84 
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When You Make a Buying Profit It Is Easy to 
Make a Selling Profit, Too 


Buying for Profit 


Some claim profits are made in buying—others 
say in selling. Both are right, yet buying must pre- 


cede selling. To buy right makes selling at a profit — 


easier. It smooths the road to a sure profit. It 


leads to satisfied customers and growing good-will. 


One Way to Cut Your Costs 


Over and over again successful merchants have 
demonstrated the economy of concentrated buying. 
Filene, the famous Boston merchant, in his recent 
book, “The Way Out,” predicts a rapid increase 
in concentrating purchases because it saves money 
—thus making profit easier. 

Why write ten letters and mail ten orders when 
one will do? 
you can do business with one and spend the rest 
of your time to greater profit? Why pay ten 
freight and cartage bills when one is enough? 
Why check ten invoices and mail ten checks when 
you can do it all with one? 

Why be a small buyer when you go to market 
when you can be a big one and get the attention 
and service that big buyers command? 

The answer lies in concentration of purchases 
wherever you can without sacrificing value, quality 


and reputation. 






Why interview ten salesmen when 


You Can Concentrate in the Small Tool 


Field 


A good place to begin is with small tools. 
Through force of habit or just to be a good fellow 
you perhaps are buying -taps, dies, screw plates, 
drills, gages, reamers, pipe wrenches, pipe cutters 
and pipe tools from six or eight different sources. 
Think how much you might save by buying all 
from one source. And at the same time you prob- 
ably will secure better deliveries and get a service 


that will help your turnover ratio. 


The Greenfield Tap & Die Corporation offers 
you such a service. It offers you unit responsibility. 
It stands back of every tool you buy. Our obliga- 
tion to you is not fulfilled until you in turn have 
sold your @TD tools at a profit. Hench month in 
and month out @TD advertising reaches the prin- 
cipal users of tools through its business paper cam- 


paign in fifteen business papers. 


Send for Catalog 


Consider concentrated buying as a key to more 
profit. The @TD catalog No. 49 which lists over 
20,000 small tool items should be in your files. A 
copy is ready for you—just mail the coupon. 






/ Greenfield Tap & Die Corp 
Greenfield, Mass. 











CORPOKG 


GREENFIELD, 








New York—15 Warren Street 






Chicago—13 So. Clinton St. 
Detroit—224-226 W. Congress St. 
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A Letter to Salesmen 
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are exactly like the bridge player who plays the old 
whist game. They are exactly like the golf player 
who never takes a lesson. They are exactly like the 
stenographer who learns how to take dictation and then 
quits all progress. 


They Follow the Best Plan 


“The individuals and the organizations who are mak- 
ing the greatest successes in this country are those 
individuals and organizations who are taking expert 
training. Why are the chain stores worrying the in- 
dependents? One of the main reasons is that the man- 
agers of the chain stores are handled by expert mer- 
chandisers. The managers are being taught by these 
experts and they are being held to account for results. 
These results are achieved by following certain fixed 


lines of execution. The trouble with many independent 


retailers is that they are independent; that they will 
not listen to teachers and that, like the stenographer, 
the bridge player and the golfer, they go on day after 
day making the same old mistakes which make their 
success impossible. 

“With the above thoughts in my mind, I believe that 
I am right and that you will agree that I am right, 


| when I say there must be some best plan to sell our line 








of goods.” 


*% *% * 


This general letter goes on to explain how the presi- 
dent of the business took up with the sales manager 
the question of issuing an A. B. C. booklet that would 
tell exactly the best way to sell the line of goods of 
this manufacturer, this booklet to be written in a 
simple, human way, giving all the objections that the 
dealer and the consumer might raise when the goods 
were offered. This sales manager replied to the presi- 
dent: “But we have been doing just this kind of work 
for years. The dealers know our goods. The clerks 
know them. The consumers should know them.” 

From this point the general letter continues as fol- 
lows: 

Did They Really Know 

“Then I could not help saying to Mr. X, with a smile 
and a twinkle of the eye: ‘The Ten Commandments 
were given the Tribes of Israel for their guidance by 
Moses a good many years ago. Most of us know the Ten 
Commandments. At least, we think we know them, 
but I will bet a big, red apple that if I should ask 100 
good churchmen to repeat the Ten Commandments 
to me, they would fall down on the job. The Ten Com- 
mandments should be printed and hung up in every 
home. What we need is to be reminded.’ 

“Again I smiled and said to Mr. X: ‘Did you ever 
see an American audience attempt to sing ‘THE STAR 
SPANGLED BANNER?’ This is our national an- 
them. You would think that every 100 per cent Ameri- 
can would know the song. Every time I hear a group 
attempt to sing this song, they fall down on the words. 
They know the tune, but they do not know the words.’ 
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“The point I am making is that in business, in order 
to get results, sales managers and salesmen must be 
especially definite in their knowledge. As this knowl- 
edge travels from the manufacturer—to the wholesaler 
—through the sales manager—to his salesman—from 
him to the retail proprietor and then to the clerk, it 
loses strength all the way down the chain. When the 
clerk gets it, it is sometimes hard to recognize the 
original proposition. By the time the consumer gets 
it from the clerk, you would hardly know the darned 
old thing!” 

* * *% 

So the president of the company persuaded the 
sales manager to get out the A. B. C. booklet on their 
line of goods, giving all the selling points and 
especially emphasizing THE BEST METHOD OF 
SELLING THIS LINE OF GOODS. This booklet is 
to be supplied not only to the salesmen of wholesale 
houses, but to retail dealers and their clerks. If a re- 
tail dealer wishes a supply of these booklets to hand 
out to consumers, he can get them. The whole plan 
is to simply refresh the minds of the trade and the con- 
sumers on this old, well-established line of goods. The 
theory of the president of this house is that there is a 
new generation of merchants, clerks and consumers 
knocking at the door, that the old story of the advan- 
tages of a line of goods must be told over and over 
again, and that this story must be told in a manner 
that experience has taught appeals to the largest num- 
ber of possible customers. 





The Two Sales 


ID you ever stop to think that 
every person that goes out of 
your store, after making a pur- 
chase, takes, or should take, with 
him two bundles? One, of course, 
contains the merchandise which he 
bought of you. The other, and the 
one which we in the business of 
merchandising are all far too prone to forget and over- 
look, contains, or should contain, Customer Satisfaction. 
If it were only possible for you, Mr. Retailer, to be 
certain that every customer of yours was thoroughly 
“sold” on two points: namely, the Worth of the Goods 
Bought and the Worth of Your Establishment, in its 
honest and sincere endeavors to please and serve, you 
could not do other than be successful. 
Army generals who win battles make certain that, 
as far as they progress, they leave strong and defend- 
able positions behind them, from which they cannot 
be dislodged. In other words, they consolidate their 
advances. You, as a retailer, want to make progress 
the same way. Sell thoroughly those you sell at all. 
Incorporate them into their avancing merchandising 
positions. Make them your (friends, and _ boosters, 
through merchandise that gives satisfaction and the 
willing services you and your employees render and 
they will form themselves into your Reserve Army, 
capable of rendering you very tangible support in time 
of need and a very solid feeling of support and security 
at all times. 
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Double Acting Floor 
Check for Use Only on 
Light Interior Doors Up 

to 2 ft.. 8 in. Wide 
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Auto- 
matic 


Door 
Holder 


When Opened at Right Angles 
Door Is Held There Automatically 


Rixson Junior has been, developed for operating the 
double swing serving door to pantry or dining room in 
the moderate cost house. For light interior doors this 
device will give the same service as obtained with our 
larger floor checks extensively used by architects and 
builders in the best type of residence and apartment 
house work. 

It permits the door to swing in both directions, closing 
it gently, and brings it to rest at center without any 
nerve racking “Flip-Flap.” When opened at right 
angles the door is held there automatically until re- 
leased by a slight push. This obviates the necessity of 
a separate door holder. 

Our long experience in the floor check business and the 
thousands of Rixson Floor Checks in use is proof of 
the satisfactory service they give. Send for complete 
information, prices and discounts. 


The OSCAR C. RIXSON CO. 


4450 Carroll Ave. Chicago, Il. 
New York Office: 101 Park Ave., N. Y. 





Reading matter continued on page 87 
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“> Foster Bros. Cutlery 


LO 


4 The Brand of 


Superior Service 


Hardwaremen who handle Foster Bros. 
Brand are enthusiastic over the satisfaction 
of their customers. 

The paring knife shown is a general favor- 
ite with housewives. The standard shape— 
made of good quality steel—nicely finished 
is just long enough to cut through an apple 
or potato with a single stroke. 

The Foster Bros. Carver—a splendid knife, 
suitable for general use in the kitchen, to 
cut meat—to cut cabbage—to do most any- 
thing that requires a long blade. 

The Bread Knife—also maintains the high 
Foster Bros. quality—ideal for its particular 
use. Its keen edge cuts delicate slices with 
ease. 

These are examples of the Foster Bros. 
Brand—for over fifty years the standard of 
quality. The superiority of this brand has 
been demonstrated time and time again. 


THE BRAND IS FOSTER BROS. 


Write us for complete information 


JOHN CHATILLON & SONS 


85-89 Cliff Street Established 1835 New York City, N. Y. 






No. 1022 


























Make them Smile and you make them Buy ! 


Wouldn’t this make you smile! 
Get a person in good humor and 
you will find it easier to sell- him. 
This display will bring a smile to 
the face of those who look in your 
window. The _ jovial gentlemen 
and the smiling girl will sell them 
the idea that they too will smile 
when they use the Gillette. 


This display will keep up the sale 
of your lower priced Gillette 
Razors, and, like all Gillette Dis- 
plays, it will suggest sales of shav- 
ing cream, lotions and talcum 


powder. 
SAR IEEE ROEM SS LS Gillette Safety Razor Co. 
- — _ ri — Pus an > “} — ~ ; “ : 4% . . = Advertising Dept. 
Boston, U. S. A. 
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Brighten your window by sending in this coupon for Display 3-HA 


GILLETTE SAFETY RAZOR CO. 
Advertising Dept., Boston, U. S. A. 

Send us Gillette Display Number 3-HA 
| “tea, dee érkek 065 One heed 6 Sd bees Oe kee BORO Rod HS es a 64a eee a 0 6 ce ed és 
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MERCHANDISING IDEAS : =: 


NEW ITEMS 








Handy Folding Safety Razor 


for Men and Women 


The Handy Folding Safety Razor 
designed to use Gillette and other 
wafer blades of the Gillette type is 
furnished in a leather case suitable to 
be carried in milady’s hand bag, vanity 
case or in a man’s vest pocket. It is 





Handy Razor Ready for Use 


made in nickel finish or gold plate and 
may be obtained in leather cases of 
any desired color. It is also available 
with fraternal and other emblems. 


The Handy is a complete one-piece | 


razor and when in use is held with 
the thumb and first finger. It is manu- 
factured by C. E. A. Gronbech, 206 
Lawrence Ave., Floral Park, N. Y., 
and is distributed by George Walter 
Davis, 258 Broadway, New York City. 





Men Will Appreciate Com- 
plete Shaving Service 


Men as a rule do not enjoy shop- 





stores find that a carefully picked stock 
of these specialties increase their sales 
of regular shaving equipment. About 
$30 invested in powders, shaving soap 
and mirrors would probably be suf- 
ficient to enable you to offer a complete 
shaving service. The average man 
prefers the hardware store, and if he 
learns that you can fix him up all the 
way through he will be your friend and 
your customer for shaving necessities. 


A Partly Whittled Stick Will 
Help Your Sales 


Every boy from six to sixty has an 
instinctive desire to sit’: down, whittle 
and muse. Whittling any old piece of 
available wood is a real American in- 
stitution which appeals to all men. A 
block of wood partly whittled with a 


| jack knife blade partly inserted in an 


incompleted slice will make a mighty 


nice display feature for the corner of 


your window or counter display on 


| pocket knives. A small show card read- 
‘ing “Good knives for whittling at so 





ping and the visiting of several stores | 
for purchases which might easily be 


obtained at one counter. This is par- 


ticularly true with shaving equipment. | 
There is no reason why the hardware | 


store cutlery department should not of- 
fer men a complete shaving service. 
Razors, hones, strops, safety razors and 


blades and brushes you will find in | 


every cutlery department. The man 
buying any one of these items will need 
shaving cream, or soap, or powder, 
after shaving lotions, tale powder and 
mirrors. Many successful hardware 


| 





much,” or with some similar selling ap- 
peal, would bring in many extra sales 
on pocket knives. 








Keep Oil Can Handy in Your 
Cutlery Case 


A small oil can with high grade light 
oil should be kept in your cutlery case 
or some other place handy to the pocket 
knife display. This will enable you to 
put a drop of oil in each joint of a 
knife when you sell it. This little ser- 
vice will appeal to your customers and 
will give them longer service from their 
knives. They will also be convinced 
that you know your business. Good 
knives leave the factory oiled, but after 
the knife is in stock a while the oil 
dries. A drop of oil prevents rust and 
makes the joint work smoothly. 


Women Like Open Displays 
Ideal for Kitchen Knives 


Women like to pick up merchandise, 
examine and then buy. Open display 
tables or open trays of kitchen knives 
should be very helpful in selling the 
women buyers. They always need par- 
ing knives, bread knives, meat knives, 
spatulas, grape fruit knives and count- 
less other kitchen items. 


Monarch Patent Sharpener Now on the Market 


The Jaywoolf Mfg. Co., 512 Fifth 
Avenue, New York City, is now mar- 
keting the Monarch Knife Sharpener, 
designed to make a clean, smooth and 
No oiling or adjusting is 


lasting edge. 





necessary. It is always ready for use. 
Take the Monarch Patent Sharpener 
by the handle, and place the knife in 
the slot. Then pass the knife backward 








and forward a few times from end 
to end. In sharpening ordinary steel 
knives hardly any pressure at all is 
necessary, but in the case of stainless 
knives, use just a_ slight pressure. 





Should the knives be exceedingly blunt. 
a few extra rubs will suffice. Do not 
use a heavy pressure, or the knife will 
be unduly worn. 
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Herbert Heist manages this fine cutlery department in the new store of F. Hersh Hardware Co., Allentown, Pa. 
Cutlery is up front on the left hand side 


Hersh Scissor Stock Turns Every Month 
Sell Nearly 3,000 Pocket Knives Yearly 


Herbert Heist Is Manager of Cutlery Department Which Has Choice Location— 
He Sold 500 Knives in One Week—Has 5 or 6 Window Displays on Cutlery 
During Year—Uses Special Kid Coated Boxes for Small Items 


fine new store of F. Hersh Hardware Co., 

Allentown, Pa. Herbert Heist, a real merchan- 
diser is in charge of this department and is mighty 
proud of his section which you find in front on the 
left hand side. We visited the store last year a week 
prior to Christmas and were much interested in know- 
ing that Heist had sold 2074 pocket knives, 1502 pairs 
of scissors, 225 pairs of tinner’s snips, 8 full sets of 
silverware and about $1,500 worth of safety razor blades 
in 1925. When we saw him again in February, 1926 he 
said his sales would be much better for the current year. 

The Hersh cutlery stock is well assorted, is kept 
clean and is properly displayed. Special kid finish 
boxes are furnished with all cutlery items. The firm 
name is printed neatly on the cover the same way that 
jewelers put their names on jewelry boxes. All items 
are plainly priced so that every interested customer 
knows at a glance the price on any item and he may be 
sure that it is a one price store. 

Herbert has been with the company for 18 years. 
Cutlery has been a hobby with him. He says every 
man and boy in Allentown needs and wants a good 
knife. Whenever time permits he asks them to buy a 
knife. His record week for pocket knife sales happened 
a couple of years back, when he sold 500 in one week. 


(J) ine 2 is one of the most active lines in the 


The cutlery stock is featured in one window about 5 
or 6 times during the year. The average Hersh stock 
will include about 2500 pocket knives and 500 pair of 
scissors. The pocket knife stock is turned about three 
times a year and the scissors stock is turned over nearly 
once a month. 

All razor blades are sold at full retail price. When 
a man buys a safety razor Herbert Heist endeavors to 
sell him an extra dozen blades and a sharpening device. 
When a man buys a straight razor Herbert sells him 
a strop and hone. Cup soap and shaving cream is a 
real part of the cutlery stock and is featured with other 
shaving necessities. 

When Heist sells cutlery he explains the best way to 
take care of the purchase. If it be a razor he demon- 
strates the proper method of honing and stropping, 
if it be a pair of scissors he shows the buyer how to 
keep them clean, sharp and efficient and so on. He 
finds that people appreciate this help and quickly realize 
that Hersh sells good cutlery and may be depended upon 
to: give fair and intelligent suggestions on cutlery. 

During the Christmas season, appropriate holly de- 
sign price cards are used. Should a customer be inter- 
ested in buying a real de luxe gift box, Heist can fur- 
nish plush lined containers for knives or scissors at 
fifty cents extra. 


Reading matter continued on page 90 
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STAINLESS STEEL 








GENEVA, 


Genco GENEVA raalgraits CORP. 
mam:£ES,9” 


No. 200-D. (Order through your Wholesaler.) 
GENEVA CUTLERY CORPORATION, Geneva, N. Y. 














Brand Meat 
with 


Hyco 
Knives——one 
, eight inch sharp 
7 edged blade of greac 
strength and durabil- 
ity—the other with a nine inch 
blade with keen cutting edge 

for slicing. 


Two Good Sellers That 
Exactly Fit Household Needs 


Every tool in this line of Hyco 
Brand Kitchen Cutlery meets the 
general needs of the home—just as 
these two knives shown here do. 
And with that they give a lifetime 
of service with proper care. 


Hyco Brand Kitchen Cutlery 
—a complete line—10 tools in all 


is a cutlery leader for many dealers 

—for it sells fast, turns a good profit 

and builds up satisfied customers. 
Every tool in the Hyco line is made 
in either stainless or carbon steel with 
white or black glazed rubberoid or 


friction-burnt maple handles. Securely 
fastened. 


Write for particulars. 


Hyde Manufacturing Co. 
Southbridge, Mass., U. S. A. 








Get 
the 
- Trade 
of Painters 


and Paperhangers 






Nothing will win the trade of Painters and paper- 
hangers like good tools. “Anchor” Brand Cutlery 
and Tools have proven their good qualities for 
many years. We issue a Special Catalog which 
describes them fully. 


Send for a copy. 


LAMSON & 


GOODNOW MFG. CO. 
Shelburne Falls, Mass., U. S. A. 
New York Office—36 Warren St. 


Chicago, 1732 Republic Bldg. 
San Francisco, Wells Fargo Bldg. 





Boston, 7 Water St. 
St. Louis, Victoria Bldg. 
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Question: Have you any information on the fol- 
lowing: A canvas tent has become mildewed due to 
being packed while damp. What will remove this 
mildew? Now, having removed the mildew, how can 
the tent be waterproofed to prevent another occur- 
rence of this mold? R. W., Cleveland, Ohio. 

Answer: Mildew may sometimes be removed by 
moistening with diluted Javelle water and washing in 
soap suds. Another method is to mix soft soap with 
powdered starch, half as much table salt and lemon 
juice. This should be applied to both sides of the canvas 


and placed in the sun. 

Canvas may be waterproofed by applying gutta- 
percha, 3 parts, dissolved in 9 parts resin spirits at 
a heat of 125 degrees to 140 degrees. 


Question: On page 44 of the August 5th issue of 
HARDWARE AGE we read an article relating to the use 
of white lead in Belgium. We are under the impres- 
sion that other countries have restrictions similar to 
this, especially in France. We would very much like 
to know which countries have this restriction? M. A. 
M., Towanda, Pa. 

Belgium according to Ethelbert Stewart, Commis- 
sioner of Labor Statistics, appears to be the only coun- 
try which at present prohibits the sale of lead paint. 
Russia, by order 496,/496, dated Dec. 16, 1924, prohibits, 
after Jan. 1, 1930, the “manufacture, sale and use of 
white lead in any form whatever,” and beginning Jan. 
1, 1926, has prohibited the use of white lead paint in 
interior painting. 

Several other countries prohibit the use of paint 
containing white lead. Thus, Austria prohibits the use 
in interior painting, of paints containing white lead or 
lead sulphate, except when such are necessary for pro- 
tection of the painted surface from “weather and 
water.” A similar law of France, passed Jan. 31, 1926, 
prohibits the use of such paints for either interior or 
exterior work except when done by the owner or tenant; 
formerly, paints containing not more than 5 per cent of 
sulphate of lead might be used. Spain prohibits, with 
minor exceptions, the use of pigments containing over 
2 per cent of lead in interior painting. Both interior 
and exterior work with lead paints have been pro- 
hibited in Tunis, Algeria, since 1922. 
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In Great Britain, an Army Council Instruction was 
issued to the War Office Jan. 7, 1925, prohibiting the 
use of lead paint with more than 2 per cent of white 
lead or sulphate of lead in interior painting done for 
that office. A Government bill was introduced into 
Parliament early in 1924 making similar provisions for 
the whole of Great Britain but it evidently failed of 
passage, as no further notice of it has been seen. 

Apparently none of the United States has taken 
legislative action restricting the use of lead paints. 
its danger, however, is well known, and a number of 
State departments have issued bulletins pointing out the 
danger and setting forth the measures by which lead 
poisoning from the use of such paints can be avoided. 
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Question: Have you any statistics showing the 
relative effectiveness of window displays featuring 
price tickets and those without tickets? R. M., Mil- 
waukee, Wis. 


Answer: The following compiled by the Kawneer 
Co., is enlightening: In a test in which identical win- 
dows were used, one with price cards and one without, 
the following percentages of advantages in favor of 
the window with cards were noted: 

60 per cent more people stopped to look at the display. 

13 per cent more time was spent by those who stopped. 

167 per cent more references were made to the dis- 
play. 

86 per cent more sales were actually made. 


Question: What will keep silverware from tarnish- 
ing in the showcase? J. M. M., Buffalo, N. Y. 


Silvered ware exposed to the air is bound 
This may be prevented by applying any 
Albumin from the white of 
After this has dried 


Answer: 
to oxidize. 
good brass or gold lacquer. 
an egg is sometimes applied first. 
the lacquer is applied. 


Question: How may we tell our customers to pre- 
vent stoves from rusting during the summer? R. B. C., 
St. Paul, Minn. 


Answer: Apply kerosene with a cloth. This is a very 
excellent method of preventing stoves from’ rusting 
during the summer months. 


Reading matter continued on page 92 
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And Give 


Greater Profits 


Radium Blades can be bent nearly double like this— 
showing thinness and flexibility—they’re made of finest 
Swedish razor steel scientifically ground and tempered. 
They give more satisfactory shaves than any blade 
known. There's good profit and quick turnover in 
Radium Blades, and they’re advertised nationally. If 
you've never carried them, send for sample blades. 


OTTO ROTH, Inc. 


The Radium Cutlers 11-15 E. Runyon St. 


& Newark, N. J. “a 














CHRADE SAFETY 
Push Button Knife 


No Break 
No Brea ting of 





<.._Safet 
Lock’. 


Sure to sell on sight. 
Absolutely safe in pocket snd in use 
or convenience you can't beat it 

Easily operated with one hand. 
The safety slide locks the button. 
Y ou can't afford to be without it. 


Schrade Cutlery Co. 
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ij jiu G sun 
EVERY HOME 


Sells on Sight 





FINE QUALITY AND FINISH 
MADE /N POPULAR S$/ZES 
and thy 


O l ° WT 


A CARDED ASSORTMENT OF Oval 
SHEARS. A STANDARD NUMBER 


No. {°P 


THE ACME SHEAR CO. 
Bridgeport, Conn. 

















No. 25 <<<" Assortment #=« 25¢ each 


Slicer for 















Consists of twelve each 8 inch Slicers, 8 inch Bread, 
and 7 inch Butcher Knives. High Carbon Crucible 
Steel blades. Genuine Black Walnut handles. Packed 
three dozen assorted with Display Tray. 












THE ONTARIO KNIFE CO. 


Franklinville, New York 
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f Display Stand 
YEC With Easel 


for Window or Counter 








With Orders 
Uexmapoouw for Vaughan 
Built-in © wality) Kitchen 
TINCEIEST TOOLS HE Che Oo aus Tools 





Vaughan’s new Si- 
lent Salesman is 
the most attractive 
merchandise dis- 
play stand ever pro- 
luced for Kitchen 
Tools. With Easel 
Back, attractive in 
lesign and color 
ombinations; 18 
nches high, 15 
nches wide, it car- 
ries six kitchen 
Tools and sells 
them. 


This display 
stand is a new 
way to sell Kitch- 
en Tools. It will 








help cut your sell- 
ing cost, thereby 
increasing our 
profits. It will be 
gen: ice with orders for Vaughan-Made Kitchen Tools, the 
“No-Chip” Stay-White Handle Line. 
We make ptrfect Kitchen Tools for you, and help you sell 
them. That's why Vaughan Kitchen Tools will make friends 
and profits for you. 


Write for Free Samples 


Vaughan Novelty Manufacturing Co. 
3211-3225 Carroll Avenue Chicago, Illinois 











7 tm. 





Known as Reliable for 
over Fifty Years 





‘lhe bobbed hair fad is at its peak 
—take advantage of it. 


Priest’s Tiger and Shaver are ideal 
for keeping the cropped hair short. 
The daintiness and light weight of 
these clippers always attract women 





customers. 


Remember Priest quality and 
service are back of every clipper 





AMERICAN SHEARER MFG. CO. 
NASHUA, N. H. 








The Public Wants the Price 


ERTAINLY one of the deans 

of the businesses of advertis- 
ing and merchandising is Earnest 
Elmo Calkins. The method he em- 
ploys for spelling his first name is 
undoubtedly indicative of his na- 
ture and his work. The other week, 
Mr. Calkins had something of big 
importance to retailers to say on the subject of price- 
marking goods. Said he in part: “There is a book 
store on Fifth Avenue of which I am very fond. But at 
this shop the price of a book can be ascertained only 
by asking a salesman. Judging by the number of times 
that I, myself, have passed up an opportunity to buy a 
book rather than to find a salesman and ask him the 
price, I should think that this book store loses several 
hundred sales a year by its obstinacy in clinging to an 
obsolete practice, the hang-over and survival of the 
day when price was a vulgar thing, scrupulously 
avoided by all dealers who made any pretence to 
class. And I note with pleasure that Rolls-Royce is 
advertising its price and, furthermore, in one adver- 
tisement sets out to prove that a Rolls-Royce at 
$14,500 is a better investment than a cheaper car.” 

As a matter of fact Black, Starr & Frost and Marcus 
& Co., both New York, Fifth Avenue jewelers to the 
“upper crust,” have recently evidenced the new ten- 
dency as regards talking price. The former advertises 
for sale the largest blue diamond in the world and names 
the price at $300,000 and the latter emphasizes that its 
practice of buying jewels directly from the European 
markets, and for cash, saves its customers two, and 
often three, profits. 

The mention of price and of merchandising economies 
is certainly no longer vulgar, as it was once thought by 
certain classes, or even uncultured. The one price not 
to mention is the comparative price—‘Was $ So-and-So 
now $ So-and-So” and “Elsewhere $ So-and-So, here 
$ So-and-So.” That practice always was, still is and 
probably always will be freighted with flare-backs and 
trouble. 








No salesman who has educated his customers to 
buy on price, ever lives to see the day when he be- 
comes a part of his selling talks. 





SHOE SLOYD 
ims = KNIVES ite 
PRUNING p ¥tend 
CANaE RS’ Send for Catalogue MAK ERS’ 


Paper Hangers’ Knife 











Robert Murphy's Sons Co. 
Ayer, Mass. 











Get an “‘Edge’’ on Sales! 


Dealers are doing it with the Dazey 
“Sharpit.”” It puts a keen edge on any- 
thine——knives, scissors, sickles, tools. A 
quick and ready seller—and a profit 


producer. 
DAZEY CHURN & 
MFG. CO. 


4301 Warne Ave. 
St. Louis, Mo. 
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HE skeleton of one of 
the most successjul 
types of steel-frame 
houses, employing an in- 
terchangeable unit type of 
wall and partition design. 
The 13 tons of steel used 
in this framework cost 
less than wood, as figured 
by a competitive builder, 
and the time and labor 
required to erect it was 
but little more than one- 
third the cost of framing 
a wooden structure of 


HARDWARE 
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HOUSE built entirely of steel sheets, 

showing some of the possibilities of 
steel wall construction. This house has 
been in use several years to the complete 
satisfaction of the owner (left). 








equal size. 


Steel Houses May Be Dwellings of ‘Tomorrow 
Many All-Metal Homes Now in Use 


HEN you’ mention 
steel houses to the 
average person he 
will picture a row of 
»\ temporary corrugated 
a2 metal huts used by 
2 contractors’ gangs. 
Or he will vision a 
nearby corrugated 
metal garage with. flat roof. Unless he has studied 
the subject he will hardly appreciate the fact that 
complete steel houses are now in use and apparently 
giving full satisfaction. In Toledo a large construc- 
tion firm specializes in the erection of steel bunga- 
lows, with special steel sheets covering a steel frame 
of conventional design. 





Little Difference in Appearance 


In general appearance there is little difference be- 
tween the Toledo steel bungalows and the ordinary 
summer bungalow made of wood. The metal variety 
has the advantage of being entirely fireproof, vermin 
proof and probably is more substantial. 

Some factors in the steel industry predict a tre- 
mendous growth of popularity for steel homes. They 
recognize eertain disadvantages in present day metal 
home building, but feel sure that an added demand 
for this type of dwelling will stimulate the develop- 
ment of a new and revolutionary architectural plan, 
which will combine a new type of beauty with speed 


and economy of operation; cheaper materials and 
finishes which today have not been discovered. 

A more conservative element see a wider use of 
steel in home building, but maintain that its adaption 
will be limited to the frame, which will be finished 
with wood in the usual way. This group consider 
steel frames a very logical development, eliminating 
considerable hand laborron the building site and in- 
suring perfect fit of all parts. They say that mill 
production on a large basis would soon curtail home 
building costs and speed up the early stages of house 
building. ; 


Safety in Iron and Steel 


Obviously wood has been a successful material for 
home building, and will not for many years be dis- 
carded. Even the most enthusiastic steel house boos- 
ters do not suggest such a situation. 

Our cities are towering monuments to the strength 
and safety of iron and steel. Our mills and factories 
prove the economy of steel in a hundred different 
ways, and even to the layman it appears plausible 
that in the not distant future steel will play a more 
important part in dwellings. 

In past years wood has been the most available 
building material. Pioneers developing new country 
were forced to cut down timber to make room for their 
settlements. Wood was and is today accepted as 
building material for homes. It has been easily work- 
able and adaptable to the tools and labor available. 
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Vitrified Metallic Tile Roof Made of 22 Gage Iron 

With an Enameled Finish Which Can Be Had in 

Many Colors and Is Extremely Resistant to Weather. 

It is easily handled and can be applied to any type 
of roof construction 


Iron and steel were scarce in early days. Steel as 
a building material is hardly three generations old 
and in earlier days metal cost more in proportion to 
wood. In recent years, however, wood is becoming 
more costly and steel becomes cheaper. Our forest 








Living Room in the All-Steel Home of George L. Koh 
about $1,250 exclusive of plumbing, heating, wiring, an 


warm in the coldest winters speaks well for 


n, Milwaukee. 
d the fact that six tons of coal keep it very comfortably 
this method of construction. Sheet steel forms the exterior walls 
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reserves are comparatively small. There has been a 
tremendous waste of lumber and a neglect in the cul- 
tivation of forests. 

Steel production has grown. As a manufacturing 
material it has taken the place of wood in many indus- 
tries, and for many consumer and industrial uses. 
Steel has another advantage in that used steel may be 
remade and used again to a much greater degree than 
is possible with wood. 

Should steel houses become more numerous and re- 
ceive popular accord, it is easy to visualize new de- 
velopments in the design and construction of buil- 
ders’ hardware. It will lead to some changes in the 
building supply lines. Manufacturers will study and 
adapt their production facilities to the manufacture 
of suitable hardware. Hardware dealers will play an 
important part on the final distribution of special 
hardware and special building supplies. It will be a 
most interesting development and study. 

The few pictures used with this story give you a 
new slant on the possibilities of steel houses. They 
overcome some objections in your mind and give you 
food for thought. 

Further development of steel homes may come slow- 
ly. It may come quickly. We are not prepared to 
Say, nor can we form at this stage of the game a de- 
liberate view. Current opinion is very much divided, 
but it does seem safe to say that there will be a con- 
siderable research and experimentation with steel as 
a material for the construction of homes. 





The successful salesman works because he realizes 
that no true success is won without hard, conscientious 
effort. He saves because he knows that saving will pave 
the way to accomplishment of his ambitions. He is 
honest, not because honesty is the best policy, but 
because he sees the utter foolishness of dishonesty. 





This house at Whitefish Bay, Wis., cost 


and a gypsum board the interior. The fireplace is made of galvanized steel 


Reading matter continued on page 96 
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REG.U.S. PAT.OF FIC 
& CANADA 


‘TEGCO”’ 
Cut Glass 
DOOR KNOBS 


Patented May 18, 1926 


These new hand-cut glass 
door knobs are the aristocrats 
of the line. They look differ- 


ent, they are different, than the usual “just ordi- 
nary” knobs. Yet they cost but little more than 
the common ones. 

Made in 2%”, 2” and 134”; also small knobs 
to match. 


All knobs are mounted in 
solid cast brass shanks and can 
be had with wrought or cast 
brass roses as desired. 

Write for the name of our 
nearest distributor. 


Manufactured exclusively by: 


TECHNICAL GLASS_ CO. 
Incorporated 

2050 E. 48th ng ng Angeles, Calif. 

and 114 Church St., New York, N. Y. 
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LANDRETH’S 


Garden and Flower Seeds 
Mixed Lawn Grass 


Now is the time to place your Garden, Flower 
Seed and Mixed Lawn Grass Seed order, if you 
have not done so for this Winter and Spring 
shipment. If you would like our prices, send us 
a list before buying elsewhere and we will quote 
you on Seeds of various kinds in bulk, in litho- 

raph cartons of | Ib. 14 Ib. and % lb. and in 
at Papers. We would also like to quote you on 
Mixed Lawn Grass. Please give us the oppor- 
tunity. 


1926 CROP 


Before buying for delivery after 1926 crop, send us a 
list of your wants that we may quote you if our traveler 
does not call upon you at 
the proper time. 


We are the oldest Seed 
House in America, this be- 
ing our 142nd year in the 
Seed Business. Had we not 
grown good seeds, given 
good attention to business, 
good service and fair prices 
we would not have existed 
so long. 


Businese Established 1784. 


D. Landreth 
Seed Co. 


Bristol, Pa. 





COLONIAL. BOY COPYRIGHTED 





























SWEDISH TOOLS 


Are Noted for Their Durability 


Made from Swedish tool steel—the very best 





“BANKO” SWEDISH SCYTHES are the best 
Swedish scythes made. 

11 styles 24 to 48 inches. Warranted to hold their 
cutting edge, thus giving complete satisfaction to your 
customers. 


Natural Scythe Stones 
Special quality imported for our 
Banko Swedish Scythes 


Pliers, all styles. Bow Frames. 

Plane Irons. “Sater” Axes. 

Cabinet Scrapers. “Banko” Scythes 

Shoemakers’ Tools. Hoes. 

Anvils. Barking Spuds. 

“Sandvik” Saws. Scythe Stones. 
Cutlery and Razors 


Order from your jobber to-day, or write. 


SCANDINAVIAN 
WESTERN IMPORTING COMPANY 


116 Broad St., N. Y. 


509 E. Hennepin Ave. 
Minneapolis, Minn. 


Coristine Bldg. 
Montreal, Can. 








GOULDS 


Goulds New 
Automatic 
Oiling 

Deep Well 
\ Pumping Head 


* Figure 1724 






Principal Features of Construction 
Automatic Oiling. Gives positive and thorough lubrication 
of all working parts. 

No Side Thrust. <a up and down motion of plunger 

rod. 


Easy to Repair. Plunger can be releathered without moving 
head. 


Compact Design. Requiring little floor space. 


Write for Catalog “*M’’ 


GOULDS PUMPS, Inc. 


Seneca Falls, New York 
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No. 1046 


A Dollar Value 
That Looks Like More 


Cook’s “Burro” is the Original Dollar Hack 
Saw IFrame. In appearance, workmanship, fea- 
tures and finish it has all the “Ear marks” of 
frames that retail at higher prices. 


The Adjustable Pistol Grip Frame is full depth, 
34% in. under back, with single adjustment for 
blades from 8 to 12 inches. Our No. 20 Frame 
embodies the same good features, with a slightly 


shallower frame 2'4 ins. under back. It sells 
as soon as shown and the profit makes it worth 
handling. 
Your Jobber will supply you. 

The H. C. Cook Co. 
Ansonia Conn. 











Joultry Supplies 




















Moe’s Mammoth Hopper 


ur No. & Liopper for feeding dry mash A great favorite with 
poultry raisers ond a big seller Large capacity, holds more than 
a bag of feed, and prevents waste 

Send for new catalog of ‘‘Mue'’s Line’’ a standard, high grade 
line of Poultry Supplies 


HoEFT & COMPAN 


2305 Davis St., North Chicago, IIl. 








September 2, 1926 


New York Newspapers Help 
Merchants Retain Local ‘Trade 
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These ads, directing the attention ‘of the house- 

holder to the “peddler nuisance,” appeared in the 

Ithaca Journal-News and are part of an educational 

series prepared by the Merchants Bureau of the 
Ithaca Chamber of Commerce 


OR the purpose of educating householders to patron- 

ize local merchants, a_ state wide publicity cam- 
paign has recently been launched through the New 
York Press Association, which has a membership of 
1000 rural newspapers throughout New York State. 

Copy has been prepared which tells graphically the 
ways in which the unscrupulous vender plies his trade 
and the advertisements discuss every type of canvasser 
from the chap who sells silk stockings to the “thought- 
ful’ fellow who insists he is doing dear old mother a 
kindly act by bringing the luxuries of the metropolitan 
centers to her at ridiculously low prices. 

One of the first articles to appear was headed, “Look 
Out for the Peddler,” and goes on to say: 

“Your doorbell rings. You answer it to find a 
smooth-tongued stranger with a more or less plausible 
reason as to why you should pay him money for some- 
thing, or sign your name on a promise to pay. This has 
happened many times. Did you ever suspect that you 
may be face to face with a crook—not always, of 
course, for there are some honest house-to-house agents. 
But more often than you think this house-to-house 
traveling canvasser is a crook.” 

One ad estimated that the American buying public is 
defrauded out of more than $300,000,000 annually by 
“this class of parasites,” and declares: 

“It is doubtful if the public realizes the large num- 
ber of transient peddlers, solicitors, canvassars and 
demonstrators who are constantly preying on them. It 
is said that one agency boasts of having a list of 70,000 
canvassers on its books, and there are scores of such 
agencies in this country. To warn the public and to 
protect it from the depredations of the house-to-house, 
town-to-town peddlers the New York Press Association 
has prepared a series of articles which will appear in 
member newspapers during the coming weeks. These 
parasites live and fatten off the hardearned dollars of 
the unsuspecting public.” 
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Subtle Collecting 


HERE are more different systems of collecting 

“than you can shake a stick at’”—as the homely old 
phrase goes. Different as they are, each new one seems 
to succeed better than conventional methods. Perhaps 
novelty appeals to debtors and wakes them up. 

Roundabout, subtle plans are tried regularly. <A 
certain clothier, when he sends out statements on the 
first of the month to customers who have neglected pay- 
ment for a long time, scrawls in pencil on the corner 
of the statement: “What about this party? Who is 
his reference?” Someone else in the office, with an 
unlike handwriting, scribbles underneath the query an 
answer: “He was well spoken of by T. A. Niles”—or 
whatever name it might be. These memoranda look 
to the recipient like something not meant for his eye, 
accidently left unerased. He winces. He reflects. He 
pays up—it is said. 

A cleaner and dyer has a way of educating new cus- 
tomers to the fact that bills are payable when presented 
and not sixty days after, or ninety, or any old time 
that is convenient. 

This cleaner puts a reminder clause into a letter 
ostensibly on another subject. About three days before 
payment is expected he writes the new customer thusly: 

“Last month we cleaned four suits for you and made 
some repairs. We want the customer satisfied to the 
last degree. ... Before you send your check for 
this work day after tomorrow, will you not think back 
and see if there is any suggestion you can make that 
will aid us toward more perfect work. .. .” 

Here is a case of beginning to collect even before 
the bill is due, and in such an insinuating way that the 
patron probably does not realize he is being pre-dunned. 

If business concerns keep on putting more and more 
psychology into collecting, the hunted customer may in 
time insist on paying cash in advance just to get away 
from modern efficiency.—From the Eaglet. 





You can hardly expect to garner a wildly enthu- 
siastic mob of customers, if every time you start to wait 
on them they catch you brushing an inch of dust off 
the goods you want to show them. 





The salesman who cannot stand honest criticism of 
his work will never be worth much to himself or his 
employer. But—honest criticism should never be clothed 
in language which will tend to terrorize the timid or 
embitter an honest workman, 





The man whose future hinges on selling, should take 
an occasional inventory of his stock in trade; should 
analyze himself and his chances; should carefully ex- 
amine his reflection in the mirror of merchandise dis- 
tribution, and ask himself this question: How far have 
I strayed from the old path of salesmanship? 
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The HAMMER 
With the RED 
Stripe 


The WOODPECKER Claw Hammer is a high 
quality DROP FORGED tool that serves every 
requirement of a regular hammer for Car- 
penters, Mechanics, Farm and Home use, with 
the added feature of a Special Nail Holding 
Holds wire nails up to 30d and enables 


Claw. 
a Carpenter to hold on to a ladder 


with one hand and reach out and set and drive 
nails a foot or more beyond the reach of his 


hand. 


All Want It Because of 






Holds 
Nail 


or scaffold 


The NAIL HOLDING Feature 





We guarantee this New 
Hammer to be free of all 
imperfections and allow 
the Dealer a larger profit 
than usual. 


Retail Prices: 16 oz. Size, 
$2. 50; 20 oz. Size, $2.60. With 
a OT ri: il Order” for six or 
more we will send, postpaid, a 
Beautiful All Metal Display 
Easel for counter or showcase. 
Write for discounts. 


“KB 


“CyRiA OHIO. V? 


























A Precision Tool 
Scientifically 
Constructed 


Sets a Saw 
Accurately 
in 5 Minutes 


“GRADY” 
SAW SET 











A Marvel of Speed, 
Accuracy and Efficiency 


OUR GUARANTEED OFFER 


We guarantee the “Grady” Saw Set and we will 
send to any dealer one dozen assorted in handsome 


counter display box. 


If any unsold after 30 days 


return to us for full credit. 


UNITED SALES CORPORATION 


41 Drumm St., San Francisco 
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“Tripledge”’ Steel Wool Has 
Triangular Strands 


Large users of steel wool know that 
the best brands are unquestionably the 
most economical to buy and use. On 
the other hand, they know from expe- 
rience that inferior wool is the most 
expensive. The uses of steel wool are 
now almost universal. Nearly every 


factory, store and home are constant 
has 


because steel wool 


consumers, 





proved itself to be one of the most 


practical, effective and economical 
abrasives known. 
The Steel Wool Products Corp., 


Perrysburg, Ohio, is marketing two of 
the leading brands of steel wool, 
namely, “Master’s” and “Tripledge.” 
The new specially designed machinery 
and improved manufacturing methods 
enable this firm to maintain greater 
uniformity than ever before in the 
manufacture of its steel wool products. 

“Tripledge” steel wool is the most 
recent development by the Steel Wool 
Products Corp., the marked advan- 
tages of the triangular strand being 
self-evident. This brand is neatly 
packed in tough paper tubes and boxes 
attractively printed in two colors with 
full directions for use. The wool is 
accurately weighed and carefully in- 
spected as it is packed. Grades are 
plainly printed on each container. 

The company is marketing ‘“Tripl- 
edge” steel wool in ten and twenty-five 
ound cases, as well as one gross out- 
ts. The ten-pound cases contain 10 
one-pound tubes, the twenty-five-pound 
cases, 25 one-pound tubes and the 
gross cases 144 household packages. 
“Tripledge” is also available in half- 
gross cases. 





Gemco Indestructible 
Garage Broom 


Designed to resist the effects of oil, 
grease, acid and water, the new Gemco 
Garage Broom, recently placed on the 
market by the Gemco Manufacturing 
Co., manufacturer of automobile acces- 
sories, Milwaukee, Wis., according to 





the manufacturer, is built to last. The 
fine, firm, silk-like fibers of the broom 
will pick up all the fine particles on a 
garage floor that the ordinary broom 
will not touch. 


Reading matter continued on page 100 
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It is made of imported, tough, spe- 
cially treated flexible fibers to stand 
hard use and abuse. The construction 
and quality of material used permits 
an easy sweeping action which re- 
duces the actual time of sweeping. 
The manufacturer stresses the point 
that the Gemco will outlast from three 
to six ordinary brooms. 





Dead Easy Rat Trap by Lovell 
Mfg. Co. 


The Lovell Manufacturing Company, 
Erie, Pa., has recently placed on the 
market the Dead Easy Rat Trap, with 
a specially designed safe-to-set catch, 





on which patents are now pending. 
The new catch is stressed as eliminat- 
ing the danger of snap-back springs in 
setting a trap. 

The Dead Easy Rat Trap is made 
with a hardwood base and has a cop- 
pered, tempered steel spring. It is 3% 
by 7 inches in size. 

Dead Easy Rat Traps are packed 
one dozen to a carton and one-half 
gross to a container. 
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American National Co.’s 
New Juvenile Vehicles 


Three juvenile vehicles of special ap- 
peal to the boy who likes action and 
realism in his play are being featured 
by the American National Company, 
Toledo, Ohio. These are Bull Dog 
Dump Trucks, American Dump Truck 
and American Tow Car. These vehicles 
are sturdily built with features that 





give a ready reason for their popu- 
larity. No. 6588, illustrated here, is 
63 inches long overall. The equipment 
consists of composition steering wheel, 
instrument board, spot light, metal 
sidelights, signal horn, license tag. 
bumper, heavy die-formed fenders, tool 
box on running board, four tools, gear 
shift, danger lantern, box-dumping 
type. The end gate automatically 
opens and closes when box is raised or 
lowered. Jar-not rear springs. Ad- 
justable rubber pedals. The body is 
finished in red with yellow trimmings. 

These vehicles are not mere toys. 
They are miniature trucks with which 
the youngster can play the grown-up 
man by the hour. 





New Western Cartridge Window Trim 


The Western Cartridge Co., manu- 
facturer of ammunition, East Alton, 
Ill., is furnishing to dealers for the 
coming season a very pleasing win- 
dow display and trim, consisting of a 


“Teleien. 


TTA 


NITION 


X 


large size cutout reproducing a clever 
painting by the famous _ illustrator, 
Norman Rockwell, and entitled “His 
First Duck.” It makes a very striking 
display, full of real human interest. 
The firm is furnishing this window 
display and trim without charge to 


s 











Western dealers throughout the coun- 
try. Among the other dealer helps of- 
fered by the company are: leaflets and 
folders suitable for mail inclosure or 
for counter distribution, decalcomania 


. 
si 


window signs, felt counter coin mats, 
newspaper electrotypes, motion pic- 
ture slides, etc. 

Any dealer who sells Western am- 
munition products can obtain a supply 
of these helpful aids by writing the 
Western Cartridge Co. 
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NOISELESS 
SMOKELESS 
ODORLESS 


that’s the No. 80 Fire Pot. We 
consider it to be the best of its 
type. It produces a large volume 
of intensely hot flame. WORKS 
FINE QUTSIDE OR IN in the 
coldest weather. It is durable, 
“eer economical, and efficient. We 
AR epoers said t Ie warrant it to please you. 
Jobbers supply at factory price. 


Clayton & Lambert 
Mfg. Co. 


6275 Beaubien St., DETROIT, MICH. 





No. 80 Fire Pot 
Ask for Latest Price 














IVER JOHNSON 


BICYCLES VELOCIPEDES 
JUNIORCYCLES 


Champion Single Barrel Shot Guns 
Matted Top Rib Single Barrel Shot Guns 
Ventilated Rib Single Barrel Trap Guns 
Double Barrel Hammerless Shot Guns 
“Hammer the Hammer” Revolvers 


Send for Dealer Proposition 


IVER JOHNSON’S ARMS & CYCLE WORKS 
332 River St., Fitchburg, Mass. 


New York, 151 Chambers St.; Chicago, 108 W. Lake &t.; 
San Francisco, 717 Market St.; New Orleans, La., 625 Pine St. ; 
Ogden, Utah, 2327 Grant Ave. 











A FULLY RODDED VARNISHED 


STEP-STOOL 


AT $7.50 PER DOZEN 
a at 
A FULLY RODDED 


STEP-LADDER 


WITH RIVETED TOP, ONE-PIECE PAIL-SHELF At 
18c. PER FT. IN 3, 4, 5 and 6 ft. LENGTHS. 








ABOVE PRICES ALL F.O.B. FACTORY 


STERLING STOOL & STEP-LADDER CO. 
STERLING, ILLINOIS 































Se Moore 


“ode cq Thumbtacks 


(Sharp Steel Points) 
Style “E”’ All Brass 36-10c Blocks 


also 
“ “EC” Enameled Colored, Red, 
White and Blue 36-10c Blocks 


Each Assortment in Attractive 
Counter Display Dealers $2.10 
Send for illustrated folder and Price List 
including Celluloid Covered & Number- 
ed Thumbtacks. 
Moore Push-Pin Co. 
| (Wayne Junction), 

Philadelphia, Pa. 


Free Gist sult on reases 


Sy sw rr ee 
O90279 999° 
@2OQ@ 2 2. <.% ~A *~ 






































provide adequate storage facilities for 

shelf stock—to make it accessible and con 

venient for clerks and stock men to handle with 

absolute safety—to insure quick service for whole 

sale or retail trade — install one or more 

MYERS NOISELESS CUSHION TIRE STORE LADDERS. 

' Deep tread steps, full length hand rubber tires, 

overhead track system, firm construction t 

eliminate vibration and noise and mpd ladder 





DIAMON D“E” 














All-Metal Frame 

CLOTH WINDOW VENTILATOR 
A popular seller, because needed 
by every home, school, hospital, 
etc., to insure fresh air without 
dust or draft. 8 popular sizes. 


Retails at 60c 
to $1.10. 












1140 
BROADWAY, 
NEW YORK,NY. 


BUY 
FROM 
YOUR JOBBER 








COMBINATION! 


SOLDERING AND TINNING FLUX 


Used for soldering and tinning all metals and acts as a com- 
plete substitute for Acids, Zine Chloride and Salammoniac. It is 
non-poisonous, non-injurious and non-explosive. A little Rubyfluid 
makes a tight joint with little solder. 


SOLDERING TINNING 


RUBY CHEMICAL COMPANY 
68 McDowell St. Columbus, Ohio. 








EB im RELIABLE PASTE CO. 


dbadiiipecics pee ghia 





bepepiisdbbediddiiitihint 








A new convenient way to handle Plaster 
Paris Packed in three sizes: 


One pound, two pound and five pound packages in an assorted barrel of 
360 pounds as follows: 40 1-pound packages: 60 2-pound packages: 410 
5-pound packages; and costs no more to handle than bulk Plaster Paris. 


Write for prices today. 


RELIABLE PASTE CO. 
3223-25 Cottage Grove Avenue Chicago, Illinois 


Dry Paste—Paint and Varnish Remover—C alcimine 


: arnt 
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Plumber: 
tank in the kitchen. 
Willie: 
see you. 





I’ve come to fix that old 


Oh, Cook, here’s a plumber to 








“You know that new milk can you 


sold me last week?” remarked Si 
Whiffletree to the local hardware man. 
“Well, one of my new-hatched ducks 
got in it one night while the milk was 
cooling off and couldn’t get out again. 
He must have paddled around all 
night, gosh durn, ’cause when I went 
down to the barn next morning there 
was the little cuss still there, and 
sound asleep on a big pat of butter.” 





The young mistress of the house en- 
tered the kitchen, carrying herself with 
great dignity. She had come to call 
the cook to account. 

“Jane,” she said, “I must insist that 
you have less company in the kitchen. 
Last night I was kept awake by the 
uproarious laughter of one of your 
women friends.” 

“Yes, mum,” said Jane, cheerfully. 
I know; but she couldn’t help it, mum. 
I was telling her how you tried to make 
a cake yesterday morning.” 





The Methodist minister’s daughter 
returned at three o’clock from a dance. 
Her father greeted her sternly. 

“Good morning, child of the devil.” 

Respectfully and demurely, she re- 
plied: “Good morning, father.’”—Colo- 
rado Do Do. 





Do you act toward your wife as you 
did before you married her?” 

“Exactly. I remember just how I 
used to act when I first fell in love with 
her. I used to lean over the fence in 
front of her house and gaze at her 
shadow on the curtain, afraid to go in. 
And I act just the same way now.” 





Pat—“I was thinkin’, Moike, it would 
be a foine thing if a man could know 
the toime and place he was going to 
doi.” 

Mike—“An’ phwat good would that 
do yez?” 

“Faith, Oi wouldn’t tur-r-n up.” 


Si Whiffletree bought some wire 
fencing and a new pump at the hard- 
ware store some time ago, and yester- 
day the following ad. appeared in the 
local paper: 


“WANTED: Cows to pasture. Up- 
to-date pasture with new wire 
fence, handsome modern pump, 
and beautiful view of the moun- 
tains and sea.” 





Elevated Gent—“Hullo!” 

Voice from Phone—‘Hullo!” 

“Hullo!” 

“Hullo!” 

( Disgustedly ) 
London Opinion. 


“Curse the echo!”— 


_——_- 


Mrs. Newlywed: I want half a dozen 


pokers, please. 
Hardware Man: Half a dozen? 
Mrs. Newlywed: Yes. Hubby has 


invited some of his friends up for a 
poker party tonight, and I’m sure we 
haven’t any pokers in the house. 


New Maid—‘“I found this purse upon 
your desk, sir.” 

Junior—“I must reward you for 
your honesty. I left it there purposely 
as a test.” 

“That’s what I thought, sir.” 





A well-read man was Farmer Gray 
With knowledge by the peck, 

And yet he cries most every day, 
“IT swan, gosh-ding, by heck.” 

“Why do you use those silly words?” 
I asked:him with respect. 

Said he, ““‘We’ve summer boarders now, 
“And they want dialect!” 





Teacher—‘Remember the saying, ‘It 
is better to give than to receive.’ ”’ 

Pupil—“My father says that is his 
maxim!” 

“What is your father?” 

“A pugilist!”—F'liegende 
(Munich). 


Blaetter 





First Pedestrian—We ought to or- 
ganize to protect our rights. 

Second Pedestrian (resigned to his 
fate)——What rights? 





“T wonder why the girls don’t like 
Bill? He’s always so full of lofty 
thoughts.” 

“That’s just it. Whenever he goes 
to a show, all he can think of is gallery 
seats.” 


ns 


Willie: Please, can you lend us a 
hammer and chisel for a minute? 

Hardware Man: What do you want 
them for, sonny? 

Willie: To get some of those little 
round black and white tiles out of the 
bathroom to play checkers with. 





A worried-looking man rushed into 
the local hardware store just as it 
cpened one morning. 

“Say!” he commenced, “I bought a 
coffee percolator here last week.” 

“Yes?” queried a salesman. 
was there something wrong with it?” 

“No!” replied the wild-eyed one. 
But my wife’s away and the cook quit 
yesterday. How long do I boil the 
blame stuff?” 
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WINSLOW'S 
SKaAles & 


The Samvel Se Shate Mfg. Company 
Wercester, Mass. 






WANTED REPRESENTATIVES 
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THe STEWART IRON WoRKS CO. 


/NCORPORATEO 


225 STEWART BLOCK CINCINNATI. OHIO 








Plain or ea in 


STRATTO r— 
HANDLES 


For Small Tools, Utensils, Electrical Goods, Etc. 
Enameling, both baked and air dried. 


STRATTON MFG. CO. Stratton, Maine 








SAMSON = WORKS 


SASH CORD, CLOTHES 
Sy LINES, SMALL LINES 
ETC. SEAO/ADR LATALOG 


MA SS. 


MANUFACTURERS OF 


BRAIDED CORDAGE ¢ 
AND COTTON TWINES i, & 
B0s57TON (EE 














Welding Compound is best by every 
test. Makes welding of any steel as 
easy as Iron. Stock it and increase 
your sales. 


Made only by 
ANTI-BORAX COMPOUND Co. 
Fort Wayne, Ind. 





PAT. MAY 87,1908 














Fly Screen Cloth 


Quality created the de- 
mand—the same quality 
keeps up the demand. 


Write for Prices 


Spargo Wire Co., Rome, N. Y. 





Bronze 
and Copper 





“I Make the best Hammer” 
D. Maydole, 1843 





The popularity of Maydole Hammers among Carpenters, 
Machinists and Mechanics attests the fact that we've 
maintained the standard set by the founder of this 
business over 80 years ago. 





THE DAVID MAYDOLE HAMMER CO. 
Norwich New York 














Robertson “Horseshoe Magnet’ Hammers 


20 J—-_ 








Permanent magnet which holds 
the tack in position for driv- 
ing. Awarded the Silver Medal 





(the highest offered) at the Panama-Pacific Exposition. 
Good profit. 
Name and design trade marks registered U. 8S. Pat. Off. 


ARTHUR R. ROBERTSON 94 Portland St., Boston, Mass. 











Ask your jobber for 


CALDWELL SASH BALANCES 


Thirty-five years of service is assurance 
of quality 


CALDWELL MFG. CO. 
52 Industrial St. Rochester, N. Y. 











(Soss) Invisible Hinges 


For houseowners, carpenters, cabinet 
makers, etc. Simple in design. Soss 
invisible Hinges will give long service. 

e our Catalog in Sweet's, pages 
1578-9. 


SOSS MFG. CO. 
778 Bergen St., Brooklyn, N. Y. 











SFYMOUR aha PRUNING =a 


A Full and Complete 
Line of ies Shears 
and io Pruners. 

OLUTBLY 

GUARANTHED 

Write for New 
lUestrated Oataleges. 





vineyard Pattern 


Manufnetured by 
SEYMOUR SMITH A SON, INC.,, ‘Oakville. Conn. 
Sales Representatives: John H. Graham & Co.. 113 Chambers 8t.. New Yrs 








Tungsten Lamps is shown by 20,000 re- 
tailers and 500 jobbers who sell them. 


Censolidated Blectric 
L Cc 


amp Co. 
DanVers, Mass. 


“‘Licensed under the Genera) Electric 
Company's Ineandescent Lamp Patents ' 




















Conneaut Special Shovels—Spades—Scoops 
Kind to the hands and the back and the pocketbook. 


THE CONNEAUT SHOVEL CO. 


CONNEAUT OHIO 














HACK “T_ ES NOX” saws 


OISTINCTION 
“The Toots in Lhe Plaid Bor” 
AMERICAN SAW & MFG. CO. SPRINGFIELD, MASS. 


HACK SAWS - BAND SAWS —- SCREW ORIVERS ~- GLASS CUTTERS 


QUALITY 





UNIFORMITY 


“dhe Fragrance of Flowers— Not the Odor of Otis.” 





for Furniture Floors and Woodwork 


Bouquet-Brownson Co.ine of Paul, Winn. 








Q. Lindemann & Co. 


Manufacturers of 





rn hA 
Established 1863 
35-37 Wooster Street, New York 
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They've Wiped Out 
Sales-Resistance 


Some Hollow Screws can be 
sold on price—but they have 
to be sold on price. 


They only seem to have the 
‘call’ where a Dealer hasn't 
the stock of Quality screws. 


And then you meet the sales 
resistance which always goes 
with the line you have to ex- 
plain. 


It’s a time- and profit-wasting 
job where one line has the de- 
mand, as in Hollow Screws. 


Take the line of least resis- 
tance by taking on the 30% 
stronger “ALLENS.” It only 
takes a letter to start things! 


[The Allen Mfg. Co. 


139 Sheldon St., Hartford, Conn. 


Branch Offices: 


W. C. Stauble R. E. Gregory 
2704 Rochester Ave. 1029 Wesley Abe. 
Detroit, Mich. Evansion, [Il 
E. P. Crawford W. J. McRae 


3348 No. Park Ave, 320 Market Stree! 
Philadelphia, Pa. San Francisco, Cal. 
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TUBULAR LATCHES 
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ee eee DOORS 
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FASTEST SELLING 
LATCHES MADE! 


The great advantages DEXTER TUBULAR 
LATCHES offer the builder are so self-evi- 
dent that they literally sell themselves. And 
the builder that tries them once seldom uses 
anything else; for Dexter Latches set into the 
door, yet require no mortising or gouging. An 
average handy man can install them perfectly 
at one-fifth the cost of installing the ordinary 
mortised latch. 


Dexter Latches are trouble-proof. They con- 
sist ‘of only three substantial working parts. 
They are positive in action, practically inde- 
structible, unaffected by weather conditions, 
and uncommonly good looking. 


Investigate this fast selling item at 
once—complete descriptive literature 
on request. 


NATIONAL BRASS CO. 


GRAND RAPIDS, MICH. 
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What’s What 
and Why 


In buying Tubular and Clinch rivets these three 
points should be carefully considered: 

1. The metal form from which they are made. 
This is mighty important because of its direct 
bearing on the driving and setting qualities of the 
rivets. 

2. How are they made—that is, are the details 
of manufacture such as to insure the best results? 
3. Who makes them? Tubular and Clinch rivets 
were originated by us. For over fifty years we 
have been making them of metal which we know 
is “right,” and under the most efficient manufac- 
turing conditions. You may be sure, therefore, 
that our prices are based on honest values. 


Coast Representative 
J. T. McDEVITT 


Postal Telegraph Building 
SAN FRANCISCO, CALIFORNIA 


——— 


TUBULAR RIVET & STUD. 
COMPANY 








BOSTON 


il 
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Hammers 


—a man’s choice 
every time 


Any man who’s used a Cheney Ham- 
mer will tell you quick enough why he 
demands Cheneys, first, last and al- 
ways. 


He wants the hammers with clear sec- 
ond-growth hickory handles that feel 
right in his hand, hammer heads of 
tool-steel with ends of just the right 
tempering, and a “hang” that’s a posi- 
tive wrist-saver—the result of perfect 
hammer balance. And Cheney Ham- 
mers have every one of these features. 
That’s why men insist on Cheneys. 
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Kor Cheney No. 7 7” x 14” Wheel 

Farm, 

Home 





and 


Note Handy Attachments 





Grinds Mower Knives 


and 


All Kinds of Edge Tools 


Dealers are finding a ready sale for this new 
grinder because of its wide adaptability. It grinds 
mower knives perfectly. Appeals strongly to 
farmers, home owners and shop mechanics. 


It also grinds all kinds of edge tools. Has a ball 
and socket joint which permits tilting the head 
to the proper angle for each different tool. 
Equipped with Genuine Vitrified Wheel. Very 
sturdy. Gears are enclosed. Weight packed for 
shipment, 32 lbs. Each grinder comes in an indi- 


vidual carton. 


The Royal No. 4 Grinder below is a well known 
favorite for general use. Both carry a good profit. 


Send for Complete Information and Trade-prices. 


S. CHENEY & SON 


Manlius. N. Y. 





A Popular 
Grinder 
For 

Home 










Finished 
in 
Royal Purple 
in 5 Sizes 





4” x 1” Wheel 
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; Only hy skilled cra{tsman- 
ship ad a high ideal of 
yee makes possible 

the precise eae 


and su — finish 
GRIFFIN Hinges ve 


RIFFIN 


“Manufacturing Co 


ERIE, PENNSYLVANIA 
ranch Offices__, 


45 WARREN ST. NEW YORK 
74 W. LAKE ST. CHICAGO 
26 BINFORD ST. BOSTON 
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This Can Will Boost 
Your Fall Trade 


Right now the Fall orders are com- 
ing in for Witt Cans and Pails. The 
No. 2 Can is especially popular, as it is 
the preferred size ash can for the home. 


Made of special analysis steel, rein- 
forced with solid beaded steel bands 
top and bottom, double locked seams 
electrically welded, bottom _ inter- 
locked with body of can, deep, rounded 
corrugations, heavy smooth hot-dip 
galvanizing coating, Witt Cans defy 
rough usage. 


Try the Witt Guaranteed Line as a 
sales-maker — you’ll come back for 
more. Remember, Witt Cans pay 
three times the profit you make on an 
ordinary can. 


Your Jobber can supply you, or if not, write 


THE WITT CORNICE COMPANY 
2111 Winchell Ave. 
Cincinnati, Ohio 


Manufacturers of 


au ug “Zh in Se Png tny 


Wilt 


CORRUGATED 
‘CANS and PAILS»: 


Ask about the Brighton Line of Cans and Pails—above the 
ordinary in everything but price. Ideal for the special sale. 














A New Rat Trap and 
A Good One 


DEAD EASY 


with the SAFE-TO-SET Catch 


(Patents Pending) 





Hardwood Base 3% x 7” Wood Bait Treadle. 
Dead Easy to Set—Anyone can easily set it. 


The Safety Catch removes all danger and fear of 
handling. 


Dead Easy to Sell—Everyone will eagerly buy it. 
Brand new and already the season’s “Best Seller.’ Re- 
tails for 15 cents. 


Packed One Dozen in Carton. 
Y4 Gross in Container. 


The Old Reliable 


SURE CATCH 


MOUSE TRAPS 


THE BEST CHEAP TRAPS MADE 
IN A NEW ATTRACTIVE FINISH 
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Couldn’t make them better, so we’ve made them look 
better by staining them a very attractive red. “Mice are 
dying to get caught in ’em” and dead when they get 
caught in ’em, and bright color attracts customers. 


Suggest you get in your fall supply now while Jobbers’ 
stocks are full. 


Packed 2% gross in Galvanized Iron Bushel Baskets. 
Also in Consumer Packages of 6 Traps—60 packages 
(2% gross traps) in shipping carton. 


We also manufacture 4 Hole Round Wood Choker 
Mouse Traps, Delusion (box style) Mouse Traps and 
many other styles. Write for catalog. 


LOVELL MANUFACTURING CO. 
ERIE, PA. 
Largest Makers of Rat and Mouse Traps in the World 
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Convenience 
Economy 


The K-V Clothes 
Closet Fixture has 
made the modern “| 
closet as compact 3° 
and convenient as 
a wardrobe trunk, 
with the capacity 
of a closet two or 
three times as 
large. 

Every inch of space 
is used. Clothes are 
suspended from the J 
center. Wrinkles are 
eliminated, pressing 
bills reduced. Each 
garment instantly 
available. 

Rest of all, it saves 
the builder hundreds 
of cubic feet and 
many dollars in the J 
over-all dimensions of 
a house. Made in 
sizes from 12” to 60”. 


is €asy to Sell 


Yes! You can count on quick, easy sales and rapid 
turnover from K-V Clothes Closet Fixtures. They sell 
on sight—and at a nice profit, too. 





Every customer in search of building hardware needs 
from one to six of these fixtures. And National Adver- 
tising is sending customers by the thousand into the 
stores that carry them. 


Be prepared to cash in on this business. Fill in the cou- 
pon—let us send you our demonstration book and 
catalog ! 


Knape & Vogt Manufacturing Co. 


Dept. 79 GRAND RAPIDS, MICH. 
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FREE BOOKLET COUPON 


KNAPE & VOGT MFG. CO. 
Dept. 79. Grand Rapids, Mich. 

Please send me, without obligation, your illustrated catalog 
of K-V Clothes Closet Fixtures with instructions how to mount 
and demonstrate. 


Address 
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A Whitco Equipped Sash 
Cannot Sag 


Not only does this self-ad- 
justing hardware provide a 
cradle-like support for the 
sash as a whole, but the plate 
which attaches to it provides 
the strongest kind of a rein- 
forcement for the joint be- 
tween the stile and the rails. 


Ask your jobber, or write 
us for particulars 


fuauacumess Tl HITNEY(" SPECIALTIES 


Eastern Offices: Western Offices: 
636-645 Mass. Trust 365 Market Street 
Bldg., Boston San Francisco 





“Whitco makes it easy and safe to clean both sides 
of the casement from within the room” 
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New Features 


For New Profits 


PYRENE advertising in 23 representa- 
tive magazines of national circulation is 
sending customers into the stores for 


The ¢» rou 0 


EXTINGUISHER 
AND 


PYRENE LIQUID 


Why not cash in on this demand? 





Get your share of PYRENE bus- 
iness by keeping these extin- 
guishers displayed out in front. 


You can make your tie-up with 
PYRENE national advertising 
more effective by putting 
PYRENE dealer helps to work 
for you—a PYRENE display 
tells its own sales story. 





PYRENE advertising is contin- 
ually selling the consumer—is backing 
you up. Dealers have always made money 
selling PYRENE extinguishers—and 
always will. They are favored for their 
dependability. Their new features mean 
new profits. Every home and automo- 
bile owner is a prospect. 


A PYRENE DISPLAY 
Tells Its Own Sales Story 


A PYRENE sales representative or your 
Jobber’s salesmen will gladly explain how 
these improvements have made a good 
extinguisher better. 


Order Now Through Your Jobber 


PYRENE MANUFACTURING CO. 
NEWARK, N. J. 


**Fortify for Fire Fighting” 
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Let the Goods 
Talk for Themselves! 


With the experience of the chain stores as evidence 
of the tremendous sales possibilities of displaying 
merchandise on tables, it’s time for more hardware 
merchants to get theit goods out on display tables 
where the public can actually see and handle them. 
Let your goods attract the attention of customers and 
talk for themselves. 


Experience has shown that Flat and Pyramid Top 
Tables, arranged as individual units through the 
store, or in batteries end to end, will sell more goods. 
And more so if medium and low-priced merchan- 
dise is displayed with price cards. 





WARREN DISPLAY TABLES 


At every hour of the day you'll find customers brows- 
ing around these tables, attracted by the display of 
merchandise and prices, waiting upon themselves with 
no time or labor investment on your part. Consider 
the full margin of profit on each sale. Consider the 
ease with which you can serve customers during rush 
periods when they can thus attend their own wants. 


These are but a few of the advantages you enjoy in 
Warren Display Tables. Made in a wide range of 
types from the open tray or compartment top to the 
pyramid top, and at prices from $22.50 up, you will 
find they embody practical features of design and 
construction required by the retail hardware store. 


Why not let us send you illustrated folders 
describing these tables, with price list? 


J. D. Warren Mfg. Company 
159 No. State Street, 


Chicago, IIl. 
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“Improved” Guaranteed 
Jersey 


Shoe Lasts and Stands 


They are lock bearing and absolutely the best of 
their kind. 


If you are stocking lasts and stands similar to the 
JERSEY it will be to your interest to get in touch 
with us before placing your next order. 


We will show you that you will increase your sales 
on Lasts and Stands by stocking JERSEY. 


Wherever Lock 


for 


Oil is Sold a ~~. = 
=i = & 
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Denotes YW 


Quality, 


Durability. 


Wherever oil is sold, there is a distinct 
need for Brookins Service Station 
Equipment. 
Hardware jobbers who | 

: ; | EEL PLATE CO. 
recognize this fact and *. emesis pe 
add B ki KE, ] . sé Louis Sacks, Ine. 
adc tae Ins equipment | oe 357.39] Wilson Ave. Newark, N. J. 
to their line will find an . 











existing market that makes Brookins 


. . e . Gasoline C 
their decision a highly ,... ... ag 


stalled cars-——won t 


profitable one. spill No funnel aii Lies 


hard-to-get-at gas 





tanks——flexible meta] 


THE BROOKINS MEG. CO, __ tose. reacies then 


pia! 
342 Xenia Ave. Dayton, Ohio roelte “vw Knowing How 
he | Read : 


— 


a | 1 \ It Tells You 
| the ‘How” of Successful 
Hardware Merchandising 








*Study and = ab- 
sorb the contents. 
Brookins Oil Measure 


Made in copper finish in one, 

two, four and five quart sizes. 

: . . Has a flexible metal hose 

Brookins Portable Drain Tank a Gee ar Gt te 

Without a funnel. A handy 

thumb-valve controls the flow 

of oll Standard at the best 
equipped service stations. 


The Brookins Portable Drain Tank is equipped 
with a folding handle and sled-like runners 
and can be easily shoved under any car or 
drawn from place to place. The screen cov 
ered sloping top catches the oil from the 
crankcase without splashing a drop and con- 
lucts it into the tank underneath Several 
cars can be drained before emptying. 
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A 10” COES 
Will Fit Every Nut 
On a FORD Car 


How many sockets does a motorist carry in 
his kit? Anywhere from five to fifteen or more. 
Every time a nut needs adjusting he has to 
hunt the right size socket. 


A ten-inch COES Wrench will fit every nut 
on a FORD car and master it every time. Are 
you overlooking this market for the sale of 
COES Steel-Handle Wrenches? Sizes, 6” to 
r4 hah 


— 
_— 
—_— 
— 
— 
a 
— 
—— 
— 
— 
_ 
— 
7= 


Your Jobber will supply you. 


Coes Wrench Co. 


AS : Worcester “Jn business since 1841” Mass. 
4rqwa'e 


Selling Agents: 





Buye'S 

fatalo a SO errr rrr er ee 29 Murray Street, New York 
JOHN H. GRAHAM &@ CO.........ccece 113 Chambers St., New York 
4 = ee 8 Rue de Rocroy, Paris, France 














No One Knows How 
Good This Is 


The home owner doesn’t know because the Allith 3100 
Floor Hinged door never falls out on the dining room 
furniture; never sticks; never slips on the holdback 
feature and flies shut when some one is going thru. 
The contractor doesn’t know because he is never 

P called to fix it. 


The architect cer- 
ALLITH ABOVE tainly doesn’t know 








peo because he never 
hears of a single 
A. Ball race serves as bushing-— complaint. So you 
prevents wear at vital points le 
where frame revolves on post. must take our 
B. Ball bearings support the door word for the fact 
and absorb the spring thrust. that 


Operate in an enclosed steel 
ball race. Protected from dust 
and moisture. 

C. Side plates measure 2% by 
9% inches. 

D. All parts are rigidly as- 
sembled. Long wearing hinge 


EE. Best ‘oll. tempered steel wire ALLITH 3100 FLOOR HINGE 


compression spring. Large 

diameter, smooth and positive. (Patent Pending) 
F. All moving parts carefully 

machined; work easy. All is as fine as we, in all our hardware building history, know how to make. It is good looking. And 

arts hardened to prevent it is not high priced. In fact, it costs less than you, or your customer, expect to pay for a floor hinge 
; prenkage. that has hidden (down in the parts you cannot see) the lasting qualities that have made “Allith” hard- 
G. hm ye Ry Pang Mang ware the favorite in the building field. 
H. Fits either right or left hand All moving parts of the Allith 3100 Floor Hinge are carefully machined for smooth, easy operation and 

openings. hardened for durability. All fixed parts are rigidly connected. Hinge proper and top pivot are 
I. Holdback keeps door open at designed for quick application. 


a 95° angle. 


ALLITH-PROUTY COMPANY, Danville, Iil. 


Satisfaction in Hardware 
Manufacturcre of 


Garage Door Hardware Rolling Ladders Overhead Carriers 
Fire Door Hardware Spring Hinges Door Hangers 
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CORBIN 


Weed Serews 
Drive Serews 
Ceach Serews 
Machine Serews 
Set Screws 

Cap Serews 

Saw Screws 
Thumb Screws 
Hand Rail Screws 


Speeial Automatic Screw 
Machine Products 


Steve Bolts 

Tire Belts 
Agricultural Belts 
Sink Belts 

Hanger Belts 
Machine Serew Nats 
Steve and Titre Bolt Nuts 
Semi-Finished Nuts 
Castellated Nuts 
S.A.E. Nats 

Jack Chain 


Regiter ‘Chain _ UNIFORM QUALITY and ADEQUATE STOCK 


Safety Chain 
Fernace Chain 


Ladder Chain The CORBIN SCREW CORPORATION 


Sash Chain 

Eecutcheen Pins The American Hardware Corp., Successor 

Speedometors NEW BRITAIN, CONN. 

Warchousee—New York, Chicage, Philadelphia 
Western Factory—Dayten, Ohie 

















PROFITABLE 
GOOD-WILL BUILDERS 


Giving a customer the greatest possible value is 
the one sure way to win his good-will and con- 
tinued patronage. That is exactly what every 
dealer does when he sells a Lowell Sprayer; for 
Lowell Sprayers, though they cost no more than 
ordinary sprayers, are made of exceptionally heavy 
materials of finest quality and double tested for 
efficiency and workmanship. This extra quality at 
ordinary prices is alone made possible by the 
economies effected through huge volume produc- 
tion. More than nine million Lowell Sprayers were 
made and sold during the past year. 


Why not handle this fastest selling, most profitable 
line of quality sprayers. See the Lowell Jobber 
in your community or write us direct. 


LOWELL SPECIALTY COMPANY 
Lowell Michigan 


ALL DOUBLE TESTED 
GUARANTEED AGAINST DEFECTS 
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| I] 
GREASE Cups 
and Oi Cups 


E constant demand for oil and 
grease cups as repair and re- 
placement parts as well as for new 
work makes them an indispensable 
part of the stock of the up-to-date 
dealer. The Empress line of grease 
and oil cups is complete, it consists 
of over fifty types each in several 
sizes. Whatever the need, there is 
an Empress cup for it. 






















REG U S PAT OFP 


Booklet No. L-103 gives full data on the 
complete line. Write for it. 


BOWEN PRODUCTS 
CORPORATION 


Main Office 
AUBURN, NEW YORK 


Branches 
ks a ewes 161 Massachusetts Ave. 
Ne eewe 412 Wrigley Bldg. 
ED nn oes eee ec eewme 7113 Euelid Ave. 


KANGAS CITY ........cccees 1420 MeGee St. 


MINNEAPOLIS ...........983 (7th Ave., S. E. 
NEW YORK ...... tee eeeeee 220 Broadway 


= 7 of the SAN FRANCISCO ........... Monadnock Bldg. 
No.55 fifty Manufacturers of Empress 


di Lubricating Devices 
ferent since 1890 


types J] | 


































“‘PBefecr” 








PI J FUOUUIUOULUUOLNQUAUUNUUOLEEOOUGEAROGUQROULAUOOUSUOOOUEOURUUEALOOUUEOEOGHOOOUUEEERUOESOOOUAOSOOPOOOOEGOOUGUOOEOOASOOOSERRGGEOEPUAHGOUDAGSESUESEUOUESUOPEGOOEOGEESOOGESSESOLONOOEASAOOGOONOOUOOOOGSLOPOESLOTOCEOSOR 
The Stick to “One Brand” 
Customer 


You’ve met his kind. He won’t buy anything F Wuoaucay 
unless it has been tried and proved worthy. WIRE CO 
CO. 


LITE | 


The watch he carries, the car he drives, the radio 
he owns, the saw he uses—all are made by com- 
panies who assume full responsibility for depend- 
able service. 


Naturally he says: “Perfect Brand” when he wants 
Screen Wire Cloth with a known reputation. 
Keep stocked on the standard sizes. 


Your Jobber does—he knows. 


MU ST UTM ULUUMM MUU OTM LT 


LUDLOW-SAYLOR WIRE CO. 


Patnned St. Louis Missouri Colveniaai 
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WASHINGTON 
HOME FURNACE 


The improved air duct increases the heating capacity about thirty 
per cent in our Washington Home Furnace 


Piaced above floor, hence saves the cost of digging cellar. 

Produces circulating moist heat for 3 to 6 rooms, Only stove or furnace ever built without name 
plate or advertisement on the outside. (Name is molded on inside of front feed door. 

Beautiful grained mahogany finish, harmonizes with finest mahogany furniture. (Also in plain finish 


for one-third less.) 
Made in the same plant in which we manufacture 100,000 Washington stoves and ranges annually. 


(an ship promptly as we now manufacture fifty furnaces per day. 
NATIONALLY RECOGNIZED AND ADVERTISED 
Correct location of water pan. Most beautiful and most expensively constructed furnace now on 


the market. 
Write today for exclusive agency plan, your district may be open. 


GRAY & DUDLEY COMPANY, Nashville Tennessee 
We melt more than 100,000 pounds of southern pig iron per day 

















Combination Service 


Wrench 


A practical and convenient tool 
that increases the usefulness of a 
wrench. 

Strongly constructed for gripping 
and holding both round and square 
parts. 


Eliminates lost time and_ the 
bother of carrying two wrenches 
on one Job. 72% Greater Holding 
Its double purpose feature appeals Power Than Wire Nails. 
to the home vowuer for general Won't Split the Wood. 
work as well as the expert me- Heads Stay on. 

chanic. Send for Quotations 


Made of a forged steel bar, case- READING IRON 
hardened throughout. COMPANY 


; yj 
. Reading. Pa. i 
Featuring ‘Bemis and Call Makers of Cut Floor Watts, Rice Here i 
er enche , > . ale Floor Nails, Large Head Cut Foundry Hf 
Wrenches will mean more sales Headless Cut Foundry. Black and Gal Vi 
7 , ale F vaniged Cut Shingle, Cut Clinch and 
with less sales effort. jinee Valle. 


Let us send you details and ), 
_ REAL 
BEMIS & CALL CO. | 
naw & CAH-C2. | GUT NAILS 


7 es : = 
Se Se 
——— SSS 


—— — ——— 











HOUSTON’S 
Gold Medal Rock Hard Water Putty 


Will Not Chip, Break, Warp or Crack 
Quickly Dries Rock Hard—Stronger Than Wood 


Just the thing for every home! Needed by every paiater and carpenter. 
Ilias hundreds of uses—filling cracks; repairing friezes, ornaments, furni- 
ture and woodwork. Permanently sticks to wood, cement, plaster, stone 
and compositions of all kinds. Easy to mix. Can be made to match anv 


shade. i f 
Easy Sales, Quick Profits [BRAT seo oy sr sonaees 
AND TURNITURE MAKER 
Sells at sight. In handy cartons, Retails at 1 Ih., 30c.; 2 Ibs., G0c.: 
5 Ibs., $1.40; giving dealer 40% quick margin, A great repeater. Write 
for samples. Ask your jobber or order direct. 


GOLD MEDAL PRODUCTS COMPANY 
Makers of Houston's Famous Wax Products 
1210 Sheridan Read, North Chicago, Hilinois 








en = 
—s 
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Ene Perfection Pocket Level and Plumb Attachment 
Every Mechanic Wants One 






The Perfection Pocket Level can be used on work 
requiring the utmost accuracy. It will convert a 
straight board or a carpenters square into a level 
that is equal in every way to the kinds that sell 
for a higher price. 

The low price of 60 cents, the display we fur- 
nish the dealer and the all-around efficiency of the 
Perfection Level are a combination that will make 
profits for any dealer who stocks them. 

Write for further details. 





MODERN UTILITIES CO. 


Manufacturers 


140 So. Second St., Harrisburg, Pa. 




















FORSTNER 


Labor Saving 


AUGER BIT 








OUR customer doesn’t have to be a skilled me- 
chanic to use Morrill’s “Special” sawset. You 
can sell it to the handy-man-about-the-house who 
likes to tinker around whenever there’s a little repair 


Bores Any Arc 
of a Circle 





Many 
New Uses 


The Forstner Auger Bit, un- 
like other bits, is guided by its 

circular rim instead of its center, 
consequently it will bore any arc of 
a circle, and can be guided in any 
direction regardless of grain or knots, 
leaving a true gee surface. Takes 
the place of a ch ouge, scroll-saw, or 

lathe tool combined. or core boxes, fine 
and delicate patterns, veneers, screen work, 
scalloping, fancy scroll twist columns, newels, 
ribbon molding and mortising. 





job to be done. They can use it because—IT’S 
FOOL PROOF. 

And the expert, who chooses it because he knows 
good tools, gets complete satisfaction and perfect 
service from it. 

Morrill’s “Special” saw- is so simple that any- 
set is the development body can use it. 

and perfection of the The _ rotable anvil is 
original sawset that Mor- plainly indexed so that 
rill first manufactured even the most inexperi- 
fifty years ago. Accu- enced person can read, 

























racy, durability and sim- understand and operate 
plicity have made it the 
favorite wherever saws 
are used. Its operation 


it. 

The “Special’’ sawset is made 
for hand, band, jig, butcher 
and fret saws. 


Your Jobber Has It 


CHAS. MORRILL, Inc. 


102 Lafayette St. 


New York 











Send for Catalogue. 


The PROGRESSIVE MFG. CO. 


TORRINGTON, CONN. 


























[UFKIN fe 


MOST FAMILIAR TO USERS EVERYWHERE; 
HIGHEST IN THEIR ESTIMATION. 
SELL READILY; 
YIELD THE DEALER PROFIT AND SATISFACTION. 


Tapes 
ules 

















SEND FOR CATALOG 





ce 
mT “1/6 Aan ne 


pea 










AGT 





"a ia 














THE [UFKI me Se a 





SAGINAW, MICHIGAN 
NEW YORK WINDSOR, CAN. 











HARDWARE AGE September 2, 1926 





A proven success! 


WURLDSBEST 
All-Metal Window Ventilator 


E W—different—better! Proven successful in New 

York, Boston, Philadelphia—the all-metal Wurldsbest 
Ventilator will quickly prove its appeal to your better class 
trade. No comparison between this quality article and the 
ordinary fabric ventilator. The Wurldsbest is all-metal— 
beautifully enameled—equipped with adjustable end-pieces 
and a copper-bronze wire screen. Perfect ventilation at last 
without drafts, dust or dirt, and absolutely storm proof. 
Write for full information and prices to-day. 





Quickly adjusted outside 
sash, #0 that window can 
be lowered completely of 
opened wide without re- 
moving Ventilator. 


An ideal companion piece— 
the Wurldsbest Humidifier 


Sell one for every radiator in every room. Galva- 
nized metal, holds 1 gallon of water. Aluminum 
or gilt finish. Size 9x12x2 inches. Slips between 
radiator and wall—keeps air healthfully moist— 
saves health, furniture, coal. Write for literature. 


ALLWEATHER VENTILATOR CO., INC. 
ll Broadway, New York City 











KIMBALL~ 


These Elevators are 
quickly and easily 
installed in your 
building. They are 
easy to operate and 
give as fine a service 
as elevators costing 
many times as much. 
They are built in 
several capacities, 
ranging from 1,000 
to 3,000 lbs. 


, 48.4 ie . 
s . < ‘ 
‘ ELEVATORS BM ice: ts ep 
Da: & 


4 
an 2 


LIGHT ELECTRIC ELEV 


Kimball makes more light electrics than any other 
one type. These machines have given satisfaction 
wherever electric elevators are used. 


KIMBALL BROS.CO. 


1117-41 South Ninth St. Council Bluffs, Iowa 


-¢ 














| 








TAPLIN 


Meat Tenderer 


Makes Tough 
Meat Tender 


A new and improved 
form of tenderer by the 
use of which steaks and 
meats are made de- 
lightfully tender and 
edible. More efficient, 
cleaner and _ scientific 
than most others. Does 
the work most satisfac- 
torily, without effort, 
and without tearing or 
hacking the meat. 


Easy to clean, there- 
fore very sanitary. 
Handle handsomely fin- 
ished in white. Steel 
of best quality, nickel 
plated. 


TAPLIN EGG BEATERS 
KITCHEN SPOONS , 
CAN OPENERS 


THE TAPLIN MFG. CO. 


New Britain, Conn. 








MILBRADT 
LADDERS 


Will pay for themselves in a 
short time by enabling you 
to wait on more trade, save 
the wear and tear on your 
fixtures and goods, as well 
as b the appearance of 
your store up to date. 

Write for catalogue show- 
ing a large number of styles 
suitable for all kinds of 
shelving. 


Milbradt Mfg. Co. 
2411 N. 10th St. 
St. Louis, Mo. 











YERDON CAST 


BRASS HOSE BANDS 


give JUST THE SERVICE you want Hose 
Bands for on All Hose Connections. A trial 
will convince. 


WILLIAM YERDON, Box 102, Fort Plain, N. Y. 











Want a Good Hardware Salesman? 


The quickest way to locate one is through an ad 
in the “Classified Opportunities Section” of this 
paper. 

It’s the place where good hardware salesmen look 
first for real opportunities. 
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“COLD HANDLE” FRY PANS AND SKILLETS 















Made in the “L. & G.”’ 
QUALITY, both in FIN- 
ISH and WEIGHT. Or- 
der a Sample Line and be 


convinced. 


LALANCE & GROSJEAN MFG. CO. 
NEW YORK CHICAGO BOSTON 

















i SOE 


Sree. Pocket Tare 





—fits their pockets 
—helps fill yours 


i S=* a good supply of this 

handy article and display «#! 
Its compact size and handsome ap- 
pearance make it an ideal vest 
pocket companion for the business 
or professional man who has need 
for accurate measurements. 





Which Hod Would You 
Rather Carry? 


If you had to haul mortar for a living, you 
certainly wouldn’t .want to carry a hod that 
dripped water all over your shoulder. 

You would choose a Never Drip Steel Hod 
with its one-piece ends. You would go 
whistling on your way while the other fellow 


In nickel plated cases, 
spring winding. Length 
from3to12 ft. Also metric 
or both, inch and metric. 


While inexpensive, they yield you «a 
liberal profit and introduce new cus- 
tomers to the K & E Quality line! 


The Tip Top Tape is just one of the 


There are lots of hod carriers in your town 
who are gr ti) the discomforts of carr ing 
y 





a —_ simp Pt es ay S _— not articles handsomely displayed in our 
shown the sensible and better ki Cua oS See Display Tray No 52. Send for informa- 
This open field of profit is yours for the Steel line. tion today! 


asking. Write us at once for details. 


The Cleveland Wire Spring Co. __KEUFFEL nae 


Cleveland Ohio CHICAGO ST. LOUIS SAN FRANCISCO MONTREAL 
@88-20 $. Dearborn St. 817 Locust St. 30-34 Second St. 6 Notre Dame @ 


Drawing Materials, Mathematical and Surveying instruments, Measuring Tapes 























REVOLVING Osborne High Grade Punches 





CABINETS 


Hardware sore, dealers in 





auto supplies AE ng oo 

nena “ Belt Punches Arch Punches 
They prevent por of bolts “ : 
or screws. Spring Punches Revolving Punches 
bi iy ye Leather Workers’, ‘Trimmers’ and’ Upholaterers’ and” Fiumbere 
log and Price List. ga The, Shove, tools will please your customers, as well as our 
ips J soar supply — facteri go & a p. &. pm tg Bs (a a and wse the 

. ng . 

American Bolt & aa re San cams oF clare teol we make. Try us. 

Screw Case Co. Write for Catalog 

Dayton, Ohio OO OR STABLISHED 1890 °° 
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Better 
Order Now! 


For shipment at a later 
date. Every year we get 
rush orders that we have 
to delay. 

Park, Street and Educa- 
tional Departments are 
standardizing on these ice 
choppers as well as_ boat 
owners for scraping hulls. 

A real tool, crucible steel 
edge, hickory handle wears 
for years. 

Write us for prices and 


sizes. 


Do It Today! 
















The L. & I. J. White Co., Inc. 
125 Columbia St. Buffalo, N. Y. 
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WHEELBARROWS 















No. 6A 
Sterling 


Sterling wheelbarrows are a specialized 
product, built strong for hard continu- 
ous service. 


The line includes a barrow for every 
wheelbarrow purpose. They are carried 
in factory and warehouse stocks for 
prompt delivery. 


Send for catalog. 


STERLING WHEELBARROW CO. 


Main office and factory 


Milwaukee, Wis. 


Warehouses Warehouses 
Chicago Detroit 
New York Cleveland 














in Trade 


300% Gain 





View of the spacious salesroom of Chas. W. Walmer 
Hardware Co., Wilkinsburg, Pa., which has increased 
sales better than 300% on many lines within a period of 
less than six months. Refer to May 20th and June 3rd 
issues of Electrical Goods for complete story. Heller 
Equipment played an important part. If you are seri- 
ously interested in increasing your sales MAIL COU- 
PON TODAY. Study the Heller plan, then let your 
own judgment tell you what to do. 


W.C. Heller & Co. 


Please tell us how Chas. W. Walmer Hardware Co. increased 
sales 300 per cent. Send interesting literature on your service. 


MONTPELIER, OHIO 
20 Vesey St., New York City 


Name 


Address 

















Hardware Age Verified List 
OF WHOLESALERS AND RETAILERS 


CONTENTS OF THE SEVENTH EDITION 


Wholesale Hardware Houses in United States, Canada and 
Foreign Countries. 

Retail Hardware Stores in United States, Canada and 
Foreign Countries; also General Stores, Lumber Yards, etc., 
handling hardware. 

Chain Hardware Stores in United States and Canada. 

5c, 10c and 25c Stores carrying hardware in United States 
and Canada. 

Department Stores carrying hardware and housefurnish- 


ings in the United States. 
anufacturers’ Agents in United States, Canada and 
Foreign Countries. 
Automobile Accessories Jobbers. 
Dealers in Mill, Steam, Mine and Machinery Supplies. 
Export Merchants handling hardware and kindred lines. 
Sporting Goods Wholesalers and Retailers. 
: Mail Order Houses handling hardware and housefurnish- 
ngs. 
Woodenware and Willow-ware Wholesalers. 
Paint, Oil and Varnish Jobbers. 
Radio and Electrical Goods Jobbers. 
Plumbers and Tinners Supplies Jobbers. 
Membership Lists of Hardware Associations. 


Hardware Age Verified List of Wholesalers and Retailers 
is indispensable in economic direct-by-mail promotion work 
and also a helpful guide for salesmen’s calls. Every sales 
manager should have one on his desk, and every salesman 
could profitably carry a copy in his grip. Since the previous 
issue was published there have been more than 10,000 
additions and corrections, and these all appear in the 
Seventh Edition. 


Hardware Wholesalers find Verified List of great value in 
“‘checking’’ their retatl prospect records. 


$12.00 postpaid 


Hardware Age Verified List Department 
239 W. 39th St. New York, N. Y. 
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Sell the Best 
HARDWARE 

















Poultr 0 Fae 

y © For Hard-wear 

Netting For more than 50 years 

1 {ease Bommer Spring Hinges have 

Superior Poultry maintained their leadership and 
a ~ — aa 6 — their superiority over all 
rue mesh and straigh others. 
selvage. Its construc- Ma 








tion eliminates bulging times, because they have been 
and bagging. Any bale kept up with the times whenever 
rolled out on your floor improvement was possible. 


will run straight to the 

end like a rug. _ Its 

bright galvanized finish 

not only gives it great 

endurance, but makes it 

attractive in appear- . 

standard meshes from 

42”, 48”, 60” and 72”. 
Replenish your stock with Bommer. 

Worcester, Mass. the most satisfactory spring hinges 

Send for New Catalog 47. It is a 


ance as well. 
Superior Poultry SPRING HINGES 
344” to 2” and in widths 
G. F. Wricut 
They are in universal demand—are 
made. 
big help in ordering. 


=6 They have kept pace with the 


9 ull 








Netting is made in all 
iz oa nf og gil ARE THE Br 
STEEL & WirE Co. quickest to sell—easiest to apply and 

Your Jobber handles them. 











Bommer Spring Hinge Company 
Manufacturers BROOKLYN, N. Y. 























BETTER LOCKS 
BIGGER PROFIT 5 


INCREASED 
SALES 


can be easily 
obtained by 
handling the 


For the Life of a Lawn— 


The New 


SHERMAN DIAMOND 
HOSE NOZZLE 


4 perfect attachment made of 
heavy wrought brass for cov- 
ering more ground in iess 
time. It throws more water 
farther —thus shortening the 
important hours of lawn and 
garden sprinkling. A _ larger 
nozzle with a larger stream and 
a volume spray. Water-tight 
shut-off, 









4 ” Size Z Per fe C t 
Only fa Dra 1 


No. 250B 





Set No. 250B is a mortise set of sturdy structure and attractive 
lines. The Glass Knobs are beautifully designed, ground and 
polished, silver backed, giving high lustre. In short, a REAL 
“BUY” and easy to sell, We have many more attractions to 
offer among which is our patented Dead Bolt Night Latch. 


Send for our new catalog No. 7—our line will interest you. 








BRANCHES 

23 W re ee rare ee ee Serre rn er ee 

i N. 5th Pe ee ae ee Le ee eee eee Philadelphia, Pa. 

+ Ba A age a no ne She See Sh eae b eh Rae ewe Ob ee eeee = Bag 

i e 6 LPT err rrr rcer ee CE CCRT LUCA OT ot Yt " it. 
Order a dozen thamond Nozzice eS i Be eee eg eabe ee ake is cr a — 
- oe en featuring ““Per SEE Scaie hie ticle oka ee hedeneoswn bos a'ee- os Angeles, 
ect Spra rom your Jobber —————————? 
Individua wrapped in tarnish COo,.d@ 
on! ge mo a NDEPENDENT IOCKCO,U@ 





Fitchburg, Mass., U. 8S. A. 


H. Bb. SHERMAN MFG. Ce. Manufacturers of Cylinder Locks, Padlocks, Inside Door Sets, Glase 


1 ‘ lanka, Aut tch Keys and Hardware 8 ecialties 
BATTLE CREEK, MICH. Knob Sets, Key Blanks, Auto Switc ys an r p 























Hi ia 
ees 
a peti rth 


cn ee 


118 HARDWARE AGE 


lassified Opportunities 








September 2, 1926 








| Classified Advertising Rates 





Use the “Classified Opportunities Section” to reach Hardware Manufacturers, 
Manufacturers’ Agents, Jobbers, Jobbers’ Salesmen, Retailers and Retail Salesmen. 
BOXED DISPLAY RATES 


nel a ie ge i= ae $5.00 
Opportunity Exchange Section Bick GOMiensl tach.......«+e 4.00 


. Positions Wanted Advertisements . 
50% off the above rates 


Address your advertisements and replies to 
Hardware Age, Classified Opper- 








Set Solid, Minimum of 5 lines... .$3.00 


Each additional line........... .60 
All Capitals, Minimum of 5 lines.. 4.00 
Eech additional one line....... .60 


Average 10 words te a line 
Allow One Line for Keyed Address 








Discounts for Classified Advertising 


4 insertions, 10% off; 8 insertions, 15% 
off 
Remittance Must Accompany Order 


tunities, 2398 West 30th St., New 
York City 


—y ~ Ry - y : -. date of 
en — — 
publica , ! 
~ ——_ x. 

















BUSINESS OPPORTUNITIES 








: M. M. GODSCHALK 
STORE ENGINEER 


Systems Installed Samples Mounted 
970—206 St., Bellaire, L. 1L—Phone Hollis 0725 
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FOR SALE—GENERAL HARDWARE STOCK, fixtures and good 
will of old firm. Located in progressive city of 16,000, at Muscle Shoals, 
and surrounded by splendid agricultural section. Fast growing district 
with wonderful industrial possibilities. This is an excellent opportunity 
for any hardware man, or one who wants to enter the hardware business. 


The price, based on inventory, is right. A. T. PUTTEET HARDWARE 
CO., Florence, Ala. 








PROMINENT WHOLESALE AND RETAIL HARDWARE and mill 
supply house in New York City desires to dispose of their fast growing 
business. Stock $35,000—fixtures $10,000. Annual sales $100,000 with 
no salesman out. Enjoy distributing lines and all high class selling 
accounts, extremely low overhead. Excellent opportunity to increase busi- 
ness threefold. Address Box H-228, care of HArpware Acre, New York. 








FOR SALE—GOING HARDWARE BUSINESS in new sugar factory 
town in Northern Colorado. New factory costing two million under con- 
struction; population 1500. Town growing rapidly. Irrigated country. 
Excellent crops. Very bright future. Will take $12,000 to handle. For 
particulars address Box H-233, care of HArpware Ace, New York. 





WILL BUY OR MANAGE worthwhile hardware store or agency in 
the New York Metropolitan District. Have recently sold my interest in 
a large store after 35 years of active and successful participation as 
executive partner. Can finance $100,000 proposition. State your propo- 
sition. Address Box H-230, care of Harpware Ace, New York. 





RETAIL HARDWARE BUSINESS, excellent location, below Four- 
teenth Street, New York City, old established concern with good earning 
record. Advantageous lease. Offered to settle estate of recent owner. 
For further details write Box H-223, care of Harpware Acre, New York. 





AN OPPORTUNITY for a live wire business man to buy a paying 
hardware business in the center of the business section of a growing 
town thirty miles from New York oy. Small rental. Stock inventory 
$5,000. Address Box H-209, care of Harpware Acre, New York. 


—- 


FOR SALE—GOOD HARDWARE, FURNITURE and sporting goods 
business making nearly four turnovers and located in a fast growing town 
on the lower west coast of Florida. Address CARL HOLMER, Box 256, 


Miami, Fla. 








FOR SALE—Hardware business in growing town, 28 miles from New 
er Price $8,000. Address Box H-197, care of Harpware Acz, New 
or 





WE MANUFACTURE FOR YOU. Company making steel office furni- 
ture is open to contract fabrication in quantity of anything suitable for 
their plant. Address Box H-222, care of Harpware Ace, New York. 





HELP WANTED 


WANTED—YOUNG GENTILE MAN OR WOMAN for office work. 
Office located near Grand Central, New York City. Salary small to start 
but offers opportunities for person with initiative. Prefer man interested 
in becoming a salesman. Experience in retail hardware store will be 
helpful. Address Box H-229, care of Harpware Ace, New York. 








WANTED—Salesmen calling on Retail Hardware Trade to sell our line 
of Tool Racks, Rubbish Burners and Cappers. Commission basis. Write 
for proposition. GRAND RAPIDS RE PRODUCTS CO., corner 


First and Front, Grand Rapids, Mich. 


HELP WANTED 


ENAMELWARE AND ALUMINUM SALESMEN wanted to sell high 
grade lines direct to dealers. commission, also full commission on 
repeat orders. Give experience and territory fully in first letter. Address 
Box G-852, care of Harpwarg Acz, New Yor 








WANTED—SALESMAN FOR EACH of Central States, who is now 
handling other lines, to sell two hardware items we have manufactured 
for years. Commission basis. Address Box H-236, care of Harpware 


Ace, New York. 





POSITIONS WANTED 





WANTED POSITION by an all around hardware man. 19 years’ 
experience, 17 emery with same firm. Can do buying, pricing as well as 
selling from behind the counter. Address Box H-210, care of HARDWARE 


Acre, New York. 





EXPERIENCED RETAIL ‘HARDWARE MAN desires permanent con- 
nection in Atlanta. At present employed as manager and buyer for large 
retail concern in New York State. Good reason for change. Can furnish 
good reference. Address Box H-225, care of HaArpware Ace, New York. 





EXPERIENCED HARDWARE MAN, with executive ability, capable 
of managing sales, purchasing, etc., desires a connection with a manu- 
facturer or jobber. Can furnish highest class of reference. Address Box 
H-168, care of HArpware Acre, New York. 





HARDWARE SALESMAN, intimately acquainted with hardware trade 
of Michigan, 15 years sales experience, open for good connection manu- 
facturer or jobber. Address Box H-219, care of Harpware Ace, New York. 





SALES ACCOUNTS WANTED 








/ 
English Mail Order House of repute, desires to exploit new 
lines for C.O.D. or Cash with Order. American Manufacturers, of 
goods suitable for the English Market, desirous of co-operating, are 
requested to communicate either direct or through Attorneys or 
} Accountants to Box 65, C. Vernon & Sons, Ltd., 38 Holborn Viaduct, 
London, England. 














MANUFACTURERS’ AGENTS CALLING ON RETAIL AND JOB- 
BING TRADE in Montana and Wyoming invite correspondence from 
factories desiring representation in these States for hardware and allied 
lines. Well acquainted with trade in these States and cover same regu- 
~ — thoroughly. Address Box H-232, care of Harpware Acs, 

ew York. 





MANUFACTORERS’ AGENT COVERING NORTH AND SOUTH 
CAROLINA, Georgia and Florida can handle another good line to job- 
bers and large hardware and mill supply trade. Hard worker; excellent 
references. Address Box H-235, care of Harpware Acr, New York. 





SALESMAN WITH EXECUTIVE ability, calling on hardware and 
department stores in Southern California, desires a line with exceptional 
morte. [oa experience. Address Box H-217, care of HarpWAre AGE, 
sew OTK. 





WANTED—REPRESENTATIVE LINES on commission basis for New 

York, New Jersey and Long Island, have car. 15 years in retail business, 
ving it up. Well acquainted with the trade in a personal way. Address 
ox H-218, care of Harpware Acre, New York. 








MANUFACTURERS’ AGENT ~ pow, 8 Eastern Pennsylvania, North- 
ern New Jersey, Delaware, Maryland and District of Columbia can handle 
another good line to wholesale and large hardware and mill supply trade. 
Good following. Address Box H-144, care of Harpware Ace, New York. 
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Classified Opportunities 





SALES ACCOUNTS WANTED 








a 


Agencies Wanted | 


Manufacturers’ Agency calling on all the 
hardware and general stores in Canada 
from coast to coast with their own repre- 
sentatives wishes to secure additional 
lines of kitchenware, hardware or hard- 
ware specialties. Best of references. 
Apply Box H-132, care of HARDWARE 
AGE, New York. 








SALES ACCOUNTS WANTED 





IF YOU ARE NOT GETTING your share of business, or need repre- 
sentation in territory from Denver, west, and want a real live sales organ- 
ization with good standing among the hardware and accessory jobbers, 
address Box 7172-A, care Harpware Ace, Otis Bldg., Chicago. 





EXPERIENCED HARDWARE MAN desires one or more reputable 
manufacturers’ lines for the Pacific Coast. Honest and live representa 
tion. Headquarters at San Francisco. Address Box H-234, care of 
HarDWARE AGE, New York. 








SALES REPRESENTATIVES WANTED 





MANUFACTURERS of full line household specialties want local repre- 
sentatives in all important cities to handle line on commission. Depart- 
ment houses, premium concerns, are all big users. State experience, lines 
handled and territory covered. We want none but those who can “make 
good.” For such our proposition is an excellent one. Address “S. H.,”’ 
care of HArpwarE AGE, New York. 











MANUFACTURERS’ AGENT COVERING TERRITORY from 
Western Kansas as far East as Pittsburgh and Rochester and from Louis- 
ville, Ky., to Duluth, Minn., calling on hardware jobbers can use addi- 
tional line. Must give reference. Address Box H-231, care of Hakp- 





waRE Ace, New York 


SALESMEN calling on Jobbers, Department Stores and Housefurnish- 
ing trade; big selling aluminum household specialty. Liberal commission. 
State experience, lines handled and territory covered. We only want those 
who can “make good.” For those our proposition is a good one. 
CHARLES H. KLEIN SPECIALTY CO., 401 St. Paul’s Ave., Jersey 


City, N 








to handle. 


SIDE LINES FOR SALESMEN 
Many good salesmen are looking for profitable “Side Lines” 


What have you to offer? Give details—insert your ad in the “Classified 
Opportunities Section” of this paper and you’ll be reasonably sure to find a 


reliable salesman to represent you. 











Better MachineScrews 
Lor the Hardware Trade 


HARVEY HUBBELL, INC. Bridgeport, Conn. 





American Can i 4 


NEW YORK CHICAGO SAN FRANCISCO 











Lithographed 
metal displays 
and signs. 


Cans for all 
purposes. 

















TAINTOR POSITIVE SAW SET 


All steel. Fully Guaranteed. 
Send for Free Book. 





TAINTOR MFG. CO., 113 Chambers St., N. Y. City 


Send for our new Catalog of 


Granite Cutting Tools 
Trow & Holden Co., Barre, Vt. 








AXES and SCYTHES 


Scythes since 1812, Axes since 1800 


RIXFORD MFG. CO. 


East Highgate, Vt. 





J. L. THOMPSON MFG. CO. 
Waltham, Mass. 


Tubular and Bifurcated 


RIVETS 

















Carpenters’ Chalk 


STANDARD CRAYON CO. 


Danvers, Mass. 











ELEVATORS 
DUMBWAITERS 


Write for Our Catalog 


ENERGY ELEVATOR CO. 
211 New Street, Philadelphia 
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INDEX TO ADVERTISERS 





THE ADVERTISERS INDEX is published as « convenience and not as 8 part of the advertising contract. Every care will be taken to indez correctly. 


Ne sllowance will be made for errors or failure to insert. 






































A H R 
Re, TE Gs, 0.6. 6 0:0 20:0096 000600460606 088 91 i Ce Cin Ci. ocesceccucetouns 59 ey ae ee 112 
i Tr Me... oo coeececseseseesenees? 102 NE re ere 59  ) a eee 99 
Allith-Prouty Co. ........-sseeeeeeeeeees 109 Hartford Rubber Works.................- 32 Richards-Wilcox Mfg. Co............000- 61 
Allweather Ventilator Co., Inc...........- 114 oe wi Sie Gnccecsoecssdouseoseses 116 Tn ds o's siete ids sO 008006 119 
Aletee] Biff. Co... nc ccccccccccccccscccees 76 PE Utd cc tonenine he’ 6060686960600 004 96 Seen GA, GEE Gen ccc ccccccecvteses 85 
American Bolt & Screw Case Co......... 115 i i Pi. + ccccenseereboncecs 119 i Mn 1. ons cecpee eee 6068 0.8 101 
American Can Co...........sccseeceeeces 119 MIyGe BMifg. Ce... ccccccccccccccccccccess 89 ley BBs, GUO. ccccccccevvescvccocceces 91 
American Saw & Mfg. Co...............- 101 ie, Ci . «on ven oeeeeseenedes ee 23 
ee eS OT Ore 21 Ruby Chemical Co............0..eeeeeees 99 
American a oN a 4 pee ocevevenveue = I 
American Stee ry Mic oueeeseesosse 
Anti-Borax Compound Co..............-- 101 Independent or abe veescoosncsconevess 117 S 
Armstrong Bros. Tool Co............-+++: 5 BUND Dip Bis Bae ccc ccscccvcccccesesccsces 121 
Armstrong Mfg. Co........--++++++++00+: 4 i ee ceaseennaeeeee’ 108 
Atkins & Co., E. C.... 2.2. eeeeeeeeercees 34 J Samson Cordage Works.................; 101 
ee bs aw teehee ede eden neaset oe 4 
Jennings Mfg. Co., Russell............... 121 Schrade Cutlery Co............-++seeeeeee . 
B Johnson Arms & Cycle Works, Iver...... 99 Segal Lock & Hardware Co...,........... 78 
Shapleigh Hardware Co.................. 124 
i A Ci BR... . oc wecoswnvedsneceseveseses 99 i Ce i Me 2. seas ebeas ¢ 117 
ee fe Go Coe... 60000 0s eee eee 8eeeeeee 112 K i eM. ew ectetes 10 
Memmer Da, Ge. Boocccovccsscovceseceseses 121 Smith & Son, Inc., Seymour.............. 101 
Bernz Co., O80... .. cc cccccccccvesecees 121 SOLA LETRA 33 i i 101 
Blais Biff. Ce... .ccccccccvccccsccccvecess 26 Kelly Axe & Tool Co.....cccccccccccccccs 15 SE SD Scr ccnnseeeuesoceseucesees 101 
Bommer Spring Hinge Co...............- 117 Keuffel & Boner Co... ... coco. cccoccccce 115 Special Chemicals Co..........2.0ccescee 121 
Bosley Co., D. W........-eeeeeeererereees - i is 0: cen euniavenensanes 114 Standard Crayon Mfg. Co.............++- 119 
Bouquet- Brownson Co. ........+++.+0+00: 101 bs 6 Une euedoadotd 106 DOUMTEG WOES co cccccsseveccocvsovcocecs 7 
Dawem PreGmcts Ce... .ccccccccccescescese 111 Bineness Goeemner, Ba Bi. ..icccccccdeccecs 84 
Brookins Mfg. Co.........-0es.eeeeseeees 108 Sterling Stool & Step Ladder Co.......... sh) 
Brown & Sharpe Mfg. Co.............++- 13 L Sterling Wheelbarrow Co................. 116 
Burnley Battery & Mfg. Co.............-- 121 Stewart Iron Works Co.................. 101 
Lalance & Grosjean Mfg. Co............. 115 et ee ee ee ese 101 
Lamson & Goodnow Mfg. Co............. 89 
a Landers, Frary & Clark.................. 2 
a kab cees deb es oe 95 T 
oe ea rr rr et . i ie seen tkes eae neeae 65 
Casement Hardware Co..........60+00000. Lindemann & Ce., O0.......cccceccsccccees 101 
Chain Products Co... ......cceccccccccees 123 a tee ee ee ek de 105 —_ = Ra Tee eee ee ee a 
Chatillon & Sons, John...............++-- 86 rr Cs Sent websne ee eee 110 Taplin Mfg "chal anand chilean 114 
Cheney & Sons, S.........02ecccccccccces 104 Ludlow-Saylor Wire Co..............ee0:. 111 Technical i Ng a cee eee seers sseees a. 
Clayton & Lambert Mfg. Co............. 99 TT. «nen be 6eeee0ens eee See's 113 Thomson Mfg. Co. "Judson L Ce ee eee 119 
Cleveland Wire Spring Co..........-600++ 115 Trimont Mfg. wena es cneeeereeesess 12 
Coen Weremee Ge. .ccccccccsecsecccccescccecs aa Trow & Holden ea pia eA AE 119 
Conneaut Shovel ee 101 M Tubular Rivet & Stud Co..............es. 103 
Consolidated Electric Lamp Co........... 101 Turner, Day & Woolworth Handle Ss... 15 
Cook Co., H. C......-0 eee eeeeeceeeereees 96 McKinney Mfg. Co..........cccccccccccce 36 
TOOT TT id Maydole Hammer Co., David.............. 101 
Ceseen BSS GePcc cccccoecccocceoeeseess 110 eS RE Ea ee RS 74 
Crates PERSO Gere ccccccccccccccccsceces 79 BMilbradt Mfe. Co... .....cccccccccccccccce 114 U 
Milwaukee Corrugating Co................ 122 
i Tn. cc eceseenseeeees 113 United Sales Corp............eceeeseceee 97 
D re re Ch Tihs + checceceedsbedecaes 99 
i ns Cs 6 ic cegeeese ene 600ees 113 
Dazey Churn 4 BE, Gocco cecesesoccecs 92 Mossberg Corp., Frank............secee0% 6 V 
SE Gis ie - Binnn.6500506060900606060000% . a a —o $abesceweseowaa 92 
Disston & | ng i. i. ~csesedveseves yers Se Ges Oe Ein seedoeeessai 24, 99 
» : Vaughan Novelty Mfg. Co................ 92 
DuPont de Nemours & Co., E. I.......... 30 8, iin eR a Aria 116 
E N 
rn Pn Ci cccereeseessoonsence 102 W 
Boney Bioveter Ces. cccccccccccseccccens 119 ree 121 
Niagara Metal Stamping Corp............ 27 Walworth Company ....... sbéene sooccee «BE 
EE EE ccncésesvecscudesoeeses 8-9 SPGNOGND Bs Gis Be, Mbsccocccecesccccese 107 
F i re Wi... ce wesesencecee 1 
a in a a wine wn bead eae bbs & 31 
Ps Ge Ciscoe ceccoccececcsecess 29 oO weneerm Hempestimg Oe...cccccccccceoccssce 95 
Favorite Stove & Range Co..............-. 63 Wheeling Steel Corporation.............. 18 
Ferdinand & Co., L. W.........6-5s008: 121 Ontario Knife Company.................. 91 i i Te. sscceeondécceenoes 116 
Osborne & Company, C. S................ 115 Whitney Co. ‘ie Vincent sbe0#6C¢00008 sesedes 106 
cece Roba cite degdbeee - (17 
G Winslow Skate Mfg. Co., Samuel........ . 101 
. —_ - - Pp wees _Corntes Co > esis tains daiidianas ares dniiecin adh -. 105 
ee cn ning bet kee es eoe ri ‘= Dee én 
Gillette Safety Razor Co................. 86 Peck, Stow & Wilcox Co...............4. 4 ee ee a oe 117 
Geld Medal Predacts Ce... ..cccccccccccs 112 enn. Lawn Mower Works............... 69 
POSEEUNS GA, ccccccedcoocvesccecsees 80 Ss. noc necawetebe.oeeee 28 
eS , Bsn cosccccecévcccecessese 95 ee, ee EE . DE cc cccocseceedueeeds 67 = 
i 2 Ts on cnn dines uh.stesee 06 112 i i in witcha ceeeiigind dm eeee 103 
Greenfield Tap & Die Corp............... 83 i 2 Ci. cnneneceéhent beeen 113 ee Ge ED Bes Gin 0c cb cer casvecdus 16 
SD Ts Sin ccevce cecscccoccndececes 104 Pe Ey Wn ck esn0eds peccnteucecencess 107 DY SE Sekubebduebodbeereseéuecacs 114 
RPT TTP CPT TT OTT LTT tT 58 Electric Vacuum Cleaner Co.............. 39 Pt rn Cn cotescneebupereeusecuee 69 
Amplion Corporation of Am............. 55 Eureka Vacuum Cleaner Co.............. 37 Lindemann & Hoverson Co., A. J......... 41 
Anmytite Blectric Ce... .cccccccccccccccsees 66 PE PED Us cccccecececcosesoes 16 Se Gay Gis. ccwesecescecevcess 13, 45 
Atwater-Kent Mfg. Co.........cceeeeeeeee 49 Federal Brandes, Ime........ccccceecs ccocke> 88 Radio Corporation of Am................. 70 
Benjamin Flectric Mfg. Co..............- 60 Charles Freshman Co., Inc............... 1 I de ad 46, 47 
Ce Te Giicoccesoceseese soedsecces 4 Garod Manufacturing Co................. 6 GEE WE odnccccccenee6eeeeeene 63 
i CE, i cen ewnn guneeeteene 57 REE 67 Stewart Warner Speedometer Corp...... 14, 15 
Collyer Insulated Wire Co................ 66 Griest Manufacturing Ce.........cccccoce 51 SD Tite Gites ccc ccccceccocecesoscs 56 
ee GE wc cccccecscccccceseee 3 i Misano cikaneteseeeeeesealed 68 Timberlake & Son, J. B........e0000. scone OC 
Couzens Ice Machine Co.............5e06: 61 Hamilton Beach Manufacturing Co........ 2 Triangle Conduit Co.. Ime.............06- 62 
Coeten Bese GEORs. .ccccocccccccccsses 34, 35 Hartman Electric Mfg. Co......... cocccee BB Trimm Radio Mfg. Co................ coe OO 
Damem Tiestete. Ges. ccscccccccccecsess 54 Hazeltine Corporation ............eeeee05 7 Utah Radio Products Co........... cocccce & DO 
Eagle Electric Mfg. Co.............ss00. 64 Hoover Company .......... recesecsaeses iD Voss Bros. Mfg. Co...... cocccccccsccccce 4S 
Wolcott, Frank Bovesvouesteuvecoseccesen 5 


Edison Lamp Works of Gen. Elec......... 59 




















September 2, 1926 


HARDWARE AGE 121 








BEST QUALITY AT 





~ RIGHT PRICES 
**Always Reliable”’ 
TORCHES & FURNACES. 


Made in all sizes and grades. Write for 
catalog illustrating and describing entire 


line. 

FULLY GUARANTEED 
Most jobbers carry them in stock. Others 
will gladly order. 


OTTO BERNZ CO. INC. 
NEWARK, N. J. 


Stocks -. Newark, N. J., New York City, 
Chicago and San Francisco. 
Offices in Newark, N. J., New York City, 
Chicago, Fort Wirth, Denver, Helena, Mort., 
No. 85 Qt. No. 86 Pt. San Ffancisco, Los Angeles, Seattle and St. 
FOR GASOLINE Thomas, Ont. 














ROOF GUTTER SUPPORTS 


This illustration shows, unassembled, one of the many styles of 
eaves trough hangers made by us which may be adjusted every 
eighth of an 
ineh for 
drainage in 
the gutter. 

These hangers are 
widely used through- 
out the United States. 







4 





Write for catalog No. 

27, whin ailsv itilus- 

trates and  <escribes 
conductor hooks anc ©) eG 
fasteners. 
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Free sample _ gladly 
furnished. 


L. D. BERGER COMPANY 


51 N. 2d St., Philadelphia, Pa. 
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BURNLEY 


The Soldering 
Paste that has 
satished cus- 
tomers for over 
23 years. 








Sample free. 
BURNLEY BATTERY & MFG. CO. 


NORTH EAST, PENN. 





When Boat Owners Ask You 
for JEFFERY’S Marine Glue 


Don’t try to sell them any other 
kind. They know that our Water- 
proof Glue makes a boat perma- 
nently leak-proof. 
Our advertising keeps them re- 
minded of their 

” Cea 


need. Keep stocked and 
hold their trade. ywae 

ee: Buy 
Jobbers. | @talog 


LW. Ferdinandeco? 


152 KEneeland Street. Boston.Mass. 









i 


G3 


"nn. G* 























DANDY 


4-Way Knife 
FOOD CHOPPERS 


Chops coarse, medium, fine or 
pulverized by simply setting a lever 
on the bowl. No wing nuts to re- 
move or knives to change. Slop- 
ing clamp for narrow 
ledge tables. Two sizes 
—popular priced. 







No. 1 Smaller Size 


NEW STANDARD CORP., Mt. Joy, Pa. 
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Showing Window Showing Window 
Closed. Manufacturers of Open. 


“Ouality Hardware Since 1876” 
Window and Door Specialties 
THE H. B. Ives Co. 
New Haven, Conn., U. S. A. 





look for the full name 


Russell Jennings 


f 
eteslerwe| On the aereiate Ol QOul 


Auger Bits 


original doubie twist auger bit, patent d by 


Mr. Russell Jennings in 1855 


Russell Jennings Mfg. Co 


Chester, Conn. 



























Handy for Cleaning Soldering Coppers 


Speco Solid Sal Ammoniac is as 
handy as a tool. The secret of 
good soldering is a clean copper. 


That means Speco. Each time you 
sell a copper, sell a cake of Speco. 


Special Chemicals .~ 
Company, 
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-* send sample 
--- and quote price. 
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MiiCcOoR, Products 
Li i () 


Is Yours a Milcor ARMCO 
Ingot Iron Shop? 


Thousands of high class Sheet Metal Shops are now operati 

under the ARMCO Ingot Iron SHOP PLAN, Milcor Deal- 
ers who enroll receive e tionally valuable aid in advertising 
and merchandising. This Plan, plus aggressive cooperation on 
your part, is certain to uce more business for you. Write 
for complete details. No charge for enrollment, providing you 
agree to sell Milcor Products made from ARMCO Ingot Iron 
wherever you find the opportunity. All Milcor Products, in- 
cluding Metal <J~ are now available in the famous rust re- 


sisting ARMCO Ingot Iron. 


“Your Trade Appreciates MrZCORs, Quality and Service” METER, Propucts 4 
MILWAUKEE CORRUGATING COMPANY  & giegeeuis 


Milwaukee, Wis. 








Chicago, III. 


PRODUCTS IN ARMCO INGOT IRO 


This 1s a Great Age 


for Sheet Metal Men! 





EOPLE have become educated to the desirability 
of sheet metal. They recognize its permanence, 
beauty and safety. They appreciate its wide range of 
adaptability. They have confidence in sheet metal 
work. Rightly so! 


And now that you can offer Milcor Products in the fa- 
mous rust-resisting ARMCO Ingot Iron, there’snosurer 
way to render honest service and to merit the confidence 
of your Trade, than by concentrating on this supet- 
quality policy. Establish your shop in the mind of 
the public as the Milcor-ARMCO Shop and you are 
certain to cash in on this growing public approval of 
sheet metal. 


Every sheet metal man knows that the Milcor line in- 
cludes the best designed and finest made products ob- 
tainable. When you sell Milcor Products in ARMCO 
Ingot Iron, your trade is getting the height of quality. 
Profits and repeat business naturally follow. This is a 
great age for sheet metal men. Make the most of it! 
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Kansas City, Mo. La Crosse, Wis. 
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For kvery Farmer and 
Dairyman 


Who Has Pride in His Cattle 





Chain Rack 


complete with hook for 


Hodell 


hanging. Quickly ad- 
justed for use on floor 
or counter, wall or 
post. Takes but a 
moment to put reel in 
rack, ready for selling. 
Get one from your job- 
ber—or write us. The 
rack is free with an 
order for coil chain. 
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Cow Ti 
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Down through the Mohawk Valley where the Mo- 
hawk River loafs lazily past green velvet meadows 
there are hundreds of dairy farms. Sleek, blooded 
stock—most of the cattle there. Well kept them- 
selves, their stalls, barns and equipment reflect the 
full pride of ownership. 

Yet, whether it’s the family’s fat spotted cow on 
the five acre truck patch or the pedigreed herd on 
the route of the Twentieth Century—pride of own- 
ership means the same. 

Good, clean stalls—clean feed bins—pure drinking water—and 
good equipment. A good cow as a rule is well kept. That’s why 
it’s possible to make a real profit on Bulldog Pattern Weldless 
Cow Ties. The tough wire links outlast any rope. Heavy rings 
and snaps defy chafing and jerking. Better looking and sanitary— 
anyone can see that. 

Put Hodell Cow Ties where rural customers can see them. 
Order from your jobber. And ask for a Hodell Chain Chart that 
always helps to sell chain. 


43S SPAN) PRYVUSTS SO 


Established 1886 Cleveland, Ohio 


ly hi 











ies 











~ 


é 


. 





GFF = HODELL 
CHAIN RACK 


Set upon the counter the 
rack not only attracts 
attention, but suggests 
uses for chain with its 
lithographed metal sign. 
It actually sells chain. 





HALTER CHAINS 
Hodell, Bulldog and Sam- 
son patterns in 444 and 
6 feet lengths, polished 
bright or nickeled. 








FURNACE CHAINS 
Hodell Furnace Chains 
made in Hodell, Cepeco 
and Bulldog patterns. 





SASH CHAIN 
Proper sizes in correct 
finishes for all weights 
of double hung sash. 





TIE OUT CHAINS 
Made in 20, 30, and 40 


feet lengths, swivels 


every 10 feet, 
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Tape MARK REGISTERED IV. 


ALL TOOLS ND CUTLERY - 


BEARING THIS TRADE MARK 
MRE RECO GMIZED MS THE 


DM CME OF PERFECTION ~_ 


Od 


Shapleigh National Series No. 1415 








SHAPLEIGH HARDWARE CO. 


TRIBUTOR 
ESTABLISHED i843 






DIAMOND EDGE 
CUTLERY 


"Ran - ‘Th > <A 
‘— wn oo 
ST. LOUIS, "a a Po “a U. Ss. A. 
DIAMOND FDGE 1S ~A QUALITY PLEDGE — 
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New and Improved 





GENUINE RCA RADIOTRONS 


are shipped with Freshman Masterpiece Receivers—matched and 
tested tor each individual set. Each set includes this equipment (one 
UX 112 Power Tube; one UX 200A Detector Tube; three UX 201A 
Amplifying Tubes) 


Just wait ‘till you see it 
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N choosing a vacuum cleaner 

you naturally will insist upon 
one that gets all surface litter, such 
as fine threads, hair, etc., and re- 
moves imbedded dirt. But don’t 
stop there. Get one that is Built to 
Last a Lifetime. 


The great popularity of the Ham- 
ilton Beach is due to its known long 
life. The motor ts rugged and 
powerful developing a full 1/5 H.P. 
It has an oversized armature shaft, 
oversized, self-aligning bearings and 
a scientific oiling system. Only 
such a design can insure long life. 
All other parts are equally strong 
and reliable. Vhe guarantee fully 
covers entire machine—including 
belt, bag and brush. 


This powerful, full-sized vacuum 
sweeper has as much suction as 
most cleaners cleaning by air alone. 
In addition, it has a motor-driven 
brush that loosens imbedded dirt so 
the powerful suction can whisk it 
into the large, easy-to-clean dust 
bag. It picks up the finest hair and 
lint and handles easily. 

Sold and demonstrated in your home by 
reliable dealers everywhere. Convenient 
monthly payments. Write for illustrated 
literature and name of nearest dealer. 


In buying a vacuum sweeper remember 
the importance of Long Life. The 
Hamilton Beach Will Last a Lifetime. 


HAMILTON Beacn Merc. Co., Racine, Wis. 


Hamilton Beach 
Vacuum Sweeper 
Built To Last a Lifetime Pee re ee I a eR SE eT a a ae ae a evar 











There’s Profit for You 


in this 


Hamilton Beach 
Advertising Campaign 


Behind a quality line of Home Motors, Hair Dryers, 
Vibrators and Vacuum Sweepers, a// carrying a large 
margin of profit, we are putting a tremendous advertis- 
ing drive which is sure to speed up turn over. 


Over 20 Million 


Selling Messages in 


The Saturday Evening Post, Ladies’ Home Journal, 
Good Housekeeping and Liberty 


are going into the best homes in your neighborhood. 
They’re telling of the superiority of the Hamilton Beach 
Home Motor that makes an electric of any Sewing Ma- 
chine for $18.50; and the Celebrated Hamilton Beach 
Vacuum Sweeper—Built to Last a Life Time. The 
September advertisement is shown here. But we don't 


stop there— 


Compl 
WRI TE Morche’dising Plan! 


Our Fall campaign book is ready—It shows you how 
to cash in on Hamilton Beach National advertising— 
illustrates all the free advertising material such as win- 
dow displays, folders, newspaper “tie-up” ads, etc., as 
well as the National advertisements. Hamilton Beach 
Products are sold and stocked by representative Jobbers 
everywhere. If you don’t know the name of nearest Job- 


ber, write us. 


Send for your copy of the “Complete Mer- 
chandising Campaign Book” right away— 


Hamilton Beach Mfg. Co., Racine, Wis. 
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HREE good reasons for the 
CONLON’S unquestioned 
leadership of the ironer field. 
No wonder the country’s 
leading dealers and distributors 
have selected the CONLON 
—a source of bigger profit, 
increased customer satisfac- 
tion and good will. You, too, 
will benefit from an alliance 
with CONLON;; it will help 
you to a record season—in 
sales and profit. 


CONLON CORPORATION 
Chicago, III. 
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JEWEL, 


ELECTRIC VACUUM CLEANER 


$44.75 


Retails 
for 








Attachments  / 


FREE! Ve ATTACHMENTS FREE! 








CLEMENTS MFG. CO. 
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Giving the Public What It Wants 


Riding on the tide of public opinion 1s the oldest secret of success. When you 
give the public what it wants, your selling effort is reduced because the de- 
mand is already there. 

People, today, are “vacuum cleaner wise”; they want “quality” features at a 
popular price. Why expend the money and effort to merchandise cheaply 
constructed cleaners when you can make a good profit and satisfied customers 
by offering the JEWELL, a quality cleaner—for only $44.75, attachments 
FREE? , 
The JEWEL, at $44.75 (attachments FREE), has an oversize %4-H.P. air- 
cooled motor, full 14-inch aluminum nozzle, double-row, instantly detach- 
able, soft-hair brush and rear roller adjustment. No cleaner can offer more, 
regardless of price. For not one cent less could we or any other manufac- 
turer offer as much! 


Get ready for the Fall Housecleaning buying season by ordering a sample now 
and compare it with any cleaner. 


If your jobber cannot supply you, write us direct. 


698 Fulton Street, Chicago, Illinois 
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TORRID’S new home is more a 
testimonial to the staunch, unfail- 
ing loyalty of those we serve than 
any material expression of ourown 
creative and productive capacities. 
Consolidating Executive and Ad- 
ministrative Offices, together with 


A New Plant—New Products 
—And a New Policy 


Only one Curling Iron some four 
years ago. Today, America’s com- 
plete line of popularly priced 
Electrical Appliances! Comprised 
of more than fifty Cooking, Heat- 
ing and Hairdressing Devices. 
Chief among the new items 
recently introduced :— Reversible 


» 


of 











SB 








all Manufacturing Divisions, and Adjustable Toaster; Table 


“under one roof,’ it bears witness Grill and Special combinations 
iis Anan a ilies) thereof; Circulating Air type 
ae Fee Te CEN Comers Room Heater; Cigar Lighter; 


establishing mew standards of 
quality-values is well worth while. 


IMPORTANT TO JOBBERS: 


»We will be glad to discuss our protective policy with you. At the 

same time, we will provide a list of the prominenf wholesalers 
who are already functioning as TORRID DISTRIBUTORS. 
If you are interested in merchandising a complete line of uniform 
high grade quality, you will certainly want to learn all you can 
about the newly adopted TORRID DISTRIBUTORS PLAN. 
You will approve its liberal provisions, it practical application, and 
the profit-taking opportunities it affords. 


Emergency Heater ; and Christmas 
Window Candles. 5 














Emergency Heater No. 1725 pictured above, 
lists at $8.75. Reversible Toaster No. 600, 
to the right, at $4.50. Waffle Iron No. 300, 
above and to the right, at $10.00. Only 
three “‘high spots’? in a high peak line. 
Send for complete sample assortment. 
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TORRID'S NEW HOME 


THE FRANK E. WOLCOTT MEG. CoO. 


HARTFORD, CONN. 
Lf \ 
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NEW GAROD 





—<No Batteries! 


Taps inexhaustible power from the light socket for clear, 
sparkling, SUSTAINED tone never before attained 


10 Sales Features 


1—Never weak—always Peak Strength! 


2—No bother or muss! 


3—Thunderous dance volume or con- 
trol to melodious sweetness ! 


4—Only 4c an hour to operate! 
5—No batteries to recharge or replace! 











LIST PRICE 


$310 


All You Add is 
Loud Speaker and Tubes 





500 New-Era GARODS 


6 penny how fast the new 
full-tone Garods are selling. 
Recently in one sales area of 20 
miles, 500 new-type Garods were 
demonstrated to groups of un- 
prejudiced listeners in public halls 
and shops. They were compared 
with battery-type and eliminator- 
type receivers. They stood the 
severest sales test possible, 
namely—direct comparison with 
other high-grade competitors. 


On a basis of sheer merit alone, 
they sold on hearing. In this 
sales territory today, our best 


6—Tone—firm and clear as a bell! 


7—No objectional hum! 


wins! 


advertising is the _ sensational 
round of favorable comment 
started by these amazing public 
demonstrations. 


Hearing is Believing. Garod is now 
inaugurating a forceful campaign of 
advertising that will bring intercsted 
customers into your store requesting a 
hearing. You will find no difficulty in 
selling them--regardless of competition 
—for Garod represents a basic innova- 
tion in radio design that gives you ten 
overwhelming sales advantages. 


Ask the Garod Wholesale Distributor 
in your district to supply you with new 
Model E. A. Unquestionably, this is 
the most saleable unit of the coming 





10—Years ahead of Radio Field! 


8—Initial cost is practically last cost! 
9—Compared—on SHEER merit, it 










Plug into light socket at 
cost of Yoc per hour! 


Sold on a Hearing 


season. Get your order in early. For de- 
tailed information, address 


GAROD CORPORATION 
Belleville, N. J. 


The Garod 


Franchise 


Authorized Garod Deal- 
ers are guaranteed terri- 
tories,discounts,security 
against depreciation of 
Garod products, protec- 
tion against unfair com- 
petition by manufacturer 
or distributor or other 
dealers of Garod, a nov- 
el form of consumer sat- 
isfaction, and substan- 
tial advertising backing. 
If your territory is not 
yet covered by a Garod 
representative, write 
us at once. 
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Two recent court decisions and 
a policy 


that vitally concern everyone who sells radio receivers 


1. Hazeltine Neutrodyne is protected by valid 
patents. 


2. Hazeltine Neutrodyne is cleared of in- 
fringement charges. 


NEVER before have two decisions been handed 
down by the Courts more important to radio dis- 
tributors and dealers than these. 

The first decision was the result of a suit brought 
by the Hazeltine Corporation and the Independent 
Radio Manufacturers, Incorporated, against the 
Electric Service Engineering Corporation. The 
latter company is now liable for damages on all 
the infringing radio receivers it has sold. The dis- 
tributors and dealers who handled these infringing 
radio receivers are also liable under the law. 


The second decision, which came as a result of 
a suit brought against a Neutrodyne distributor 
by the Radio Corporation of America, established 
the fact that the Hazeltine Neutrodyne Receivers do 
not infringe the Hartley and Rice patents owned 
by the American Telephone and Telegraph Company 
and the General Electric Company. 

Although this suit was brought against a Neu- 
trodyne distributor, the distributor’s liability was 
fully assumed and successfully defended by the 
Independent Radio Manufacturers, Incorporated, 
the exclusive licensee, under the Hazeltine patents. 


What these decisions mean 


First of all, that distributors and dealers can buy 
and sell licensed Neutrodyne receivers with the 
absolute assurance that they are upon safe ground. 

It also proves conclusively that there is some- 
thing stronger than words back of the oft-stated 
policy of the Independent Radio Manufacturers, 


Incorporated, and the MHazeltine Corporation, to 
protect those who distribute and sell Neutrodyne 
receivers against any patent infringement liability. 


How about your own policy? 


The Courts have recently ruled that Tuned Radio 
Frequency Receivers with adjustable means to 
usefully control regeneration and prevent oscillation, 
infringe the Armstrong patents. Are you sure that 
the T. R. F. sets you sell are clear of this liability? 
If you are in doubt about it, consult competent legal 
authority. 

The decisions involving the Hazeltine inventions 
mean that receivers employing neutralizing schemes 
may infringe the Hazeltine Neutrodyne patents. 
Are you sure the “self-balanced” or “self-neutralized” 
sets you sell are clear of this liability? If in doubt, 
consult competent legal authority. 


Remember that liability does not stop with the 
manufacturers of infringing radio receivers, but 
extends also to distributors, jobbers, retail dealers 
and even to consumers, having infringing sets in 
their possession. 


Play safe with Neutrodyne 


The best method and the one most widely adopted 
by careful distributors and dealers is to play safe 
with Neutrodyne. 

The law has given the Hazeltine Corporation and 
the Independent Radio Manufacturers, Incorporated, 
powerful weapons for offense and defense. These 
two companies will defend distributors, jobbers and 
dealers authorized to handle and sell licensed Neu- 
trodyne radio receivers against patent infringement 
prosecution, so far as those receivers are concerned. 


Make the Neutrodyne one of the leaders of your 
radio receiver business. It is a safe and a profitable 


Look for this trade-mark 
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It is your protection against patent infringement liability 


The following fourteen manufacturers are the only ones licensed to manufacture Neutrodyne apparatus: 


THE AMRAD CORPORATION GAROD CORPORATION STROMBERG CARLSON TELE- 
Medford Hillside, Mass. Belleville, N. J. PHONE MANUFACTURING 
F. A. D. ANDREA, Inc. GILFILLAN RADIO CORPORATION COMPANY 
New York City Los Angeles, Cal. Rochester, N. Y. 
CARLOYD ELECTRIC & RADIO HOWARD MANUFACTURING R. E. THOMPSON MANUFACTUR- 
COMPANY COMP —t , ING COMPANY 
Newark, N. J. Chicago, Jersey City, N. 3: 
EAGLE RADIO COMPANY KING HINNERS RADIO COMPANY, WARE RADIO CORP RATION 
Newark, N. J. Inc. New York City 
FREED EISEMANN RADIO Buffalo, N. THE WORKRITE MANUFACTURING 
CORPORATION WM. J. MURDOCK Co. COMPANY 
Brooklyn, N. Y. Chelsea, Mass. Cleveland, Ohio 
INDEPENDENT RADIO 


HAZELTINE CORPORATION 


(Sole owner of Neutrodyne patents and trade-marks) 


MANUFACTURERS, INcorRPORATED 


(Exclusive licensee of Hazeltine Corporation) 
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UTAH Presents 
The Sensation of 1926 


HE new Utah Book—an ex- 

clusive, patented Utah fea- 
ture. No one but Utah can offer 
you a Book Speaker. Made of 
parchment — beautifully illus- 
trated on the open pages. Repro- 
duction is perfect—well rounded 
clear and bell-like. This speaker 
at $19.00—and the full line of Utah 
Speakers are sure to bring you a 
larger volume of business. 








See us at the New York Radio Show 








We are Manufacturers not Assemblers 


UTAH RADIO PRODUCTS CO. 
1421 S. Michigan Ave. 
CHI CAGO 








GUARANTEE 


Buy a UTAH and use it 
for two weeks. Compare 
its tone with the best 
others are able to produce. 
If the UTAH does not 
give at least 50% better 
reception, return it to your 
dealer and he will cheer- 
fully refund your money. 


re | 
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UTAH 
STANDARD 


The horn with 
the golden throat 
—-14 in. horn 


$22.50 


UTAH 
JUNIOR 


liin. horn 


$12.50 


UTAH 
SUPERFLEX 
$10.00 


Reg. U. S. Pat. Off. 





UTAH SUPREME 


Reg. U. S. Pat. Off. 


$25.00 
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This one plan 
appeals alike to 
jobbers and dealers 





N our contact with our distributors this 
season, we emphasized just one thing: 





Our distributors took this cue in talking to 
their dealers. They said: 


Why this plan? Merely because every claim 
we may make can be outclaimed. \ 


Neither are you in the business of buying 
or selling claims. Your customers are buying 
performance this season. 


Performance, that 1s, selectivity, sensitivity, : 
volume, tone quality, ease of control, value per 
dollar, etc—are these words for salesmen to 
use, or will the set and the reproducer prove 
their existence? 
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M\ e are so conntident Of the apilitv of Ke yistet 


Sets and Brandes Reproducers CO prove their 
OW 1) superiority, that wC iCst OQUL Casc COli- 
pletely On a demonstration. 

Our jobbers will be glad to lend you a 
Kolster Set and a Brandes Reproducer to prove 
their superiority to you—in your store or in 
your home—alone or with others. You are 


the sole judge. We say: “\\ 


Make our products prove their case. Con- 
vince yourself that they are easy selling— 
because outstanding in value. 


Send coupon for the name of your nearest 
Kolster-Brandes distributor. We'll notify him 
that youd like to hear a Kolster Set and a 
Brandes Reproducer. We'll send you a descrip. 
tion and pictures of our new line. 


Kolster-Brandes 


FEDERAL- BRANDES, INC. 
WOOLWORTH BUILDING 
NEW YORK, N. Y. 











FEDERAL- BRANDES, Inc. 
Woolworth Building NAME 
New York, N. Y. 

Please arrange a Kolster-Brandes 
Demonstration. It 1s understood that 
this does not obligate me. 


STREET 
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Here Is the Answer 
to Your 
Service Problem! 


This year, carry a radio line that will leave you profits 
instead of a headache at the end of the selling season! 


The high cost of servicing radio sets after they are sold 
is responsible for huge losses in the radio business. 


Hartman Radio is the answer to this problem. It requires 
an absolute minimum of service—because it is perfectly 


syntonized*. 

Two radically new inventions—first introduced in Hart- 
man Radio—eliminate oscillations and distortion of tone, 
and make possible perfect unison of operation of all the 


elements in the receiver. 


Perfect Unison—utter simplicity in operation—that’s why 
the Hartman reqtires minimum service in the hands of 


The HARTMAN Sheraton 


even the most inexperienced user. 


| NG Sa ee ee nee $180 
West of Rockies, $189 If you want to handle a really profitable radio line, you owe it 
Other Models ................ $100 to $175 to yourself to write for our new booklet, “The Complete Hart- 
It explains fully what SYNTONIZED means 


man Story.” 
and outlines a sales policy built to guarantee YOU profits. 





’ SYNTONIZEDS 


means “perfectly in step 


in tone,” or perfect uni- 
son of operation in the The 
receiver, freedom from ELE( RI CAL MFG Co 
distortion and oscilla- - ' 
tion, pure pom quality, M ° ° 
maximum volume and { ld Oh 
distance, regardless of alls 1¢e . 10. 
wave length, with the Coshocton. QO. Chatham Ont. 
ideal degree of selectiv: : 

y for all conditions 
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lo bring new 


“WE HAVE always believed that our inter- 
ests could best be served by getting behind 
a superior, nationally advertised product 
and pushing it,” says Mr. Wm. S. Hake, 


of the F. & F. Electric 
Service Co., Inc., James- 
town, N. Y. “The vol- 
ume we have built up 
on Eveready Radio Bat- 
teries attests the success 
of our efforts along this 
line. Insofar as possible, 
we have endeavored to 
tie up our local adver- 
tising with the bang-up 
campaigns run by the 
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Tuesday night means Eveready Hour 
—8 P. M., Eastern Standard Time, 
through the following stations: 


wsali—Cincinnati 
wTaM—Cleveland 
ww j—Detroit 
wcNn-Chicago 


wEAF—New York 
wJjar—Providence 
wEEI—Boston 
wTac—W orcester 
wFi—Philadel phia woc—Davenport 
wcR-Buffalo wcco { Minneapolis 
wcaAE—Pittsburgh St. Pa 
ksp-St. Louis 














Radio Batteries 


«they last longer 
13 





faces to the counter 


National Carbon Co. This, together with 
the attractive window display material 
you furnish, and the quality of the product, 
brings new faces to our counters, and keeps 


the familiar ones com- 
ing too.” 

Eveready Radio Bat- 
teries are profitable 
items for every elec- 
trical shop. Order from 
your jobber. 


Manufactured and guaranteed by 


NATIONAL CARBON Co., Inc. 
New York San Francisco 
Chicago 


Atlanta Kansas City 


Canadian National Carbon Co., Limited 
Toronto, Ontario 








TWELVE 
enon 


STEWART- 


Matched- 


A nnouncing Several Lmportant 
Additions to the Stewart-Warner Line 





Again Stewart-Warner leadership is demon- 
strated in a big way! 


In keeping with our established policy of 
supplying our dealers and the American pub- 
lic with the most modern and complete line 
of radio and radio equipment on the market, 
we now announce the following important 
additions to the Stewart-Warner line: — 


Three new 5-tube T.R.F. receivers 
with two tuning dials. 


Four new 6-tube T.R. F. receivers 
with one tuning dial. 


A new type reproducer, employing 
an entirely new principle, em- 
bodying the best features of the 
horn and cone types. 


These new numbers do not in any way sup- 
plant any of the present Stewart-Warner 
models. They are added simply to round out 
the line—to give the radio buyer a wider 
selection of styles, models and prices to 
choose from. 


The completed Stewart-Warner line meets 
every demand of every radio purchaser. There 
is a model for every purse, every home and 
every taste. And all conform to the rigid 
Stewart-Warner standards of quality, work- 
manship, performance and beauty. 


The broadening of the Stewart-Warner line 
opens up entirely new fields of profit for the 
dealer who holds a Stewart-Warner Radio 
Franchise. It means doubled sales, doubled 
profits and a firmer foothold in the radio busi- 


ness for him. 


Now — on the eve of the great Fall selling 
season—is the time for you to hook up with 
Stewart-Warner. An unequalled line of radio 
products,a big Nation- wide advertising cam- 
paign,a franchise giving you 100% protection, 
the tremendous prestige of the Stewart-War- 
ner name—all these combine to assure real 
success for you. 


Write or wire now for complete price list and 
full particulars regarding a Stewart-Warmer 
Protective Franchise in your community. 


STEWART-WARNER SPEEDOMETER CORPORATION 
1826 DIVERSEY PARKWAY, CHICAGO, U.S. A. 
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Model 501-AX—Tube 
(Can be used with set 
of any make) 


$2.00 





Model 350—6 tubes, 1 dial ss 
Built-in reproducer—$110.00 


Model 400—Horn type 
ro be —ar set 
of any make) 


$25.00 








Console 
Model 315—Console 
a . as 5 tubes, 3 dials—$250.00 
—— 
a Prices shown are without Accessories 
—. Prices slightly higher West of Rockies 


ee 
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Model 365—5 tubes, 2 dials 
$65.00 





















Model 415—New type 
(Can be used with set 
of any make) 
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The New Balkite Charger 


MODEL J. Has two charging rates. A 
low trickle charge rate and a high rate 
for rapid charging and heavy duty use. 
Can - ood be used either as a trickle or 
as a high rate charger and combines 
their advantages. Noiseless. Large 
water capacity. Visible electrolyte level. 
Rates: with 6-volt battery, 2.5 and .5 
amperes; with 4-volt battery, .8 and .2 
amperes. Special model for25-40cycles. 
Price $19.50. West of Rockies $20. 
(In Canada $27.50.) 





Balkite Trickle Charger 


MODEL K. With 6-volt “A” batteries 
can be left on continuous or trickle 
charge thus automatically keeping. the 
battery at full power. Converts the *A”’ 
battery into a light socket “A’”’ power 
supply. With 4-volt batteries can be 
used as an intermittent charger. Or as 
a trickle chargerif a resistance isadded. 

Charging rate about .5 amperes. Over 
200,000 in use. Price $10. West of 
Rockies $10.50. (In Canada $15.) 





A New Balkite “B” at $27.50 


Balkite “B”’ eliminates * ‘B”’ batteries 
and supplies “B’’ current from the light 
socket. Noiseless. Permanent. Em- 
ploys no tubes and requires no replace- 
ments. Three new models. The new 
popular priced Balkite “B”-W at 
$27.50 for sets of 5 tubes or less re- 

uiring 67 to 90 volts. Balkite “B”’-X, 
or sets of 8 tubes or less; capacity 
30 milliamperes at 135 volts—$42. 
Balkite “B’’-Y, for any radio set; capac- 
ity 40 milliamperes at 150 volts—$69. 
(In Canada “B”-W $39; “B”-X $59.50; 
“B”-Y¥ $96.) 





Balkite Combination 


When connected to the “A” battery 
this new Balkite Combination Radio 
Unit supplies automatic power to both 
“A” and “B” circuits. Controlled by 
the filament switch on the set. Entire- 
ly automatic in operation. Can be put 
either near the set or in a remote lo- 
cation. Will serve any set now using 
either 4 or 6-volt “‘A”’ batteries and re- 
quiring not more than 30 milliamperes 
at 135 volts of ““B” current—practically 
all sets of up to \ tubes. Price $59.50. 
(In Canada $83.) 
All Balkite Radio Power Units operate 
from 110-120 wolts AC current with 


& models for both 60 and 50 cycles. 


tt ts 


The most 





comprehensive and 


advanced line ever 





offered by Balkite 


The new line of Balkite Radio Power Units for 1926-7 is the 
most comprehensive ever offered. It is a complete line to take 
care of the power requirements of practically every standard 


radio set on the market. 


and short shelf-life. 


Get your share of Balkite profits. 


FAN STEE 


Balkite 


“Radio Power Units 





2 Manufactured by FANSTEEL PRODUCTS COMPANY, INC... NORTH CHICAGO, 


It is also the most advanced line Balkite has ever offered. It is 
a line that furnishes radio power from the light socket. In each 
of its three fields—battery charging,“B” power supply, and com- 
plete power supply for both circuits—it offers units with such 
marked and obvious advantages as to make Balkite outstanding 
in the field. In each field it offers advanced features of opera- 
tion and convenience that are to be secured in no other device. 

While the line is all-inclusive, it is a very simple line limited 
to very few models, probably the smallest number of models 
offered by any prominent radio manufacturer. This means a 
line on which the jobber and dealer can easily concentrate his 
sales effort. It means a fast-moving line with rapid turnover 


And while the line is the most advanced line of radio power 
units on the market it contains no experiments of any sort. All 
the new Balkite Units are based on the same successful prin- 
ciple that Balkite has so thoroughly demonstrated in the past. 
As usual, all are noiseless in operation. They have no tubes. 

‘They are permanent pieces of equipment. Even the new Bal- 
kite Charger and the Balkite Combination are merely com- 
binations of the best selling Balkite Units of past years. The 
result is a line which, as has always been the case in past years, 
will be trouble-free with clean profit to the jobber and dealer. 
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In This Issue— 
EDITORIALS 


Are You Getting Your Share of Electrical Volume 
Perhaps you have never estimated the opportunities in your 
community and you did not know what volume you 
should bring into your store. This article reveals the 
wonderful opportunities. 
The Great Farm Market 


No store with a farm trade can afford to neglect the farmer 
as an appliance customer. The farm home needs every- 
thing the town home needs and the farm workshop many 
more appliances. 


Bathtub Companions 
Mrs. Chantler tells of another unusual merchandising ex- 
periment and brings a new association to some of the 
articles you have been selling. 
Servicing Radio at 50 Cents Per Set 
No doubt you wondered, after reading last month’s story, 
how the Suburban Hardware Co. came out on that year’s 
free service pledge. Here is the answer. 
ELECTRICAL GOODS IN PICTURES 
Electrical Blessings for Declining Years 
Educational Touch in the Display 
Seasonal Element in Show Windows 
He Came, She Saw, He Conquered 
Two Minute Lamp Study 
Buying One Line—Or More? 
* A discussion by Electrical Goods readers on a point that 
causes much study. 


All Set for the Great Radio Selling Sprint 


Arthur Sinsheimer suggests some safeguards for dealer who 
is anxious to get the best from the merchandising sea- 


son. 


It’s Easy to Avoid Motor Troubles 


A man who knows about motors and the everyday difficulties 
dealer gets into, tells of the precautions one should take. 


Ready for the Great Heater Sale 
Joining in with National Advertisers’ plans. 
More and Better Sales by Better Salesmen 


Solution of last month’s problems and a new one. 


New Goods to Sell 


48, 50, 


28 


20 


24 


22 


31 
32 
33 
36 
38 


40 


30 


42 


44 


26 


65 























GEORGE H. GRIFFITHS, General Manager 
FRANK E. WATTS 


CLYDE JENNINGS 


Manager Editor 
ARTHUR SINSHEIMER MRS. BERNICE BOWSER 
Radio Editor Lamp Editor 


Publishing Address, U.P.C. Bldg., 239 W. 39th St., New York City 





It's Your Publication 


BUSINESS publication, like 
A ELECTRICAL GOODS is nothing 

if it is not of benefit to its 
readers. We have endeavored to 
make this publication as helpful to 
those persons engaged in the buy- 
ing and selling of electric appli- 
ances as possible, chiefly by telling 
you how people, successful in this 
work, are doing their job. 

We know we have accomplished 
something but we are anxious to ac- 
complish more and now that the 
magazine has become familiar to 
you, we merely want to say that 
you can have a lot to say how it is 
to be conducted in the future. 

Our idea of a merchandising 
publication is that it is an enlarged 
association or dealer organization, 
which holds meetings once a month 
and discusses the betterment of the 
business. We want our readers to 
consider that they are members of 
such an organization—that there is 
no set programs and any speaker is 
welcome to the floor. 

What have you to offer for the 
good of the organization? What 
changes should be made in the busi- 
ness—what evils routed out of it 
and how can we make it a better 
and more profitable business. 

The electrical appliance business 
is Just gaining something of an 
adult stature and it will be easier 
to correct its manners now than 
later and we will join with you in 
seeking such corrections and will 
see that suggestions are put be- 
fore people who can correct them. 

Whatever is on your mind, write 
it to us. The dealer and salesperson 
are the keystone of any industry and 
what they say will be listened to—if 
they are right. 

What have you to say? 












































HE New and Greater 
Hoover removes in the or- 
dinary cleaning time 131% more 
dirt than even The Hoover it 
superseded. You ought to know 
how this is done, and why. 


THE HOOVER COMPANY, NORTH CANTON, OHIO 
The oldest and largest maker of electric cleaners 
The Hoover is also made in Canada, at Hamilton, Ontario 
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Uniformity of Code and Material 
Aids the Electrical Merchant 


Toile] LE great electrical industry, like its youngest cousin—radio—started its 
re) career amidst the greatest possible confusion. Each producer of cur- 
oN Ay rent and manufacturer of supplies had his own ideas, names and speci- 
i$. ( 4 fications. The merchants and householders were the goats. If the house- 

=<<=— holder moved, he probably was forced to discard all electrical supplies 
a the incandescent lamps would not fit the sockets, nor the motors the cur- 
rent. 

Through the influence of wise leaders, steps were soon taken to bring some sort 
of order out of this confusion. Today, buying an incandescent lamp is as simple 
as buying a steel penpoint for your pen holder. They all fit. Incidentally, the deal- 
er who once had to carry incandescent lamps with twenty-five sizes of threads for 


sockets no longer considers that point at all and for household use there is but one 
size of socket and one measure of thread. 


This period of “getting together” on specifications covered years, but the main 
work was accomplished and men behind the rapidly growing enterprises realized the 
limitations of inter-industrial petty competition and the great need of uniting for 
the great intra-industrial competition. 


In recent years the details of standardization are being taken up and slowly but 
surely the intestinal kinks are being straightened out. The former crazy quilt cur- 
rent map of the country is being supplanted by the AC, 110 volts, 60 cycle current 
for household use. The Power Club is doing this work. 


The Electrical Manufacturers’ Council is giving much attention to uniform leg- 
islation. It fosters the National Electric (fire) Code and the National Electric 
Safety (casualty) Code, drafted from carefully digested experiences gained by in- 
surance and building experience since the first safety order was issued Oct. 19, 1881, 
by the insurance companies when only arc lights were in use. The objective is to 
have municipalities adopt by ordinance this code to simplify inspection and practice 
and to make best practices legal in every community, so that best workmanship and 
supplies may everywhere be recognized. Under locally drawn and fixed ordinances 
there exists much confusion and much work of the old order is forced upon people. 


This work is carried on in conjunction with the National Fire Protection Asso- 
ciation and it is through this work that the Fire Underwriters’ stamp of approval 
has been obtained for equipment made in conformity with certain approved safety 
specifications. ‘This movement is for the better conditions in every community and 
is an excellent one for support by merchants who are looking to the betterment of 
their communities. If your community has a locally drafted ordinance, start a 
movement for the better sort of legislation. 


A further step toward standardization is the work of the Associated Manufac- 
turers of Electrical Supplies which, for three years, has been clearing up detailed 
differences in specifications of equipment. The idea is that eventually properly man- 
ufactured parts such as moldings will fit outlet boxes, switches will fit box covers 
and generally sizes and thicknesses will be uniform. Such standardization will 
greatly reduce merchant stocks and make easier replacement sales. This Associa- 
tion, through a special committee, recommends radio standards and through this 
work long strides have been made toward interchangeability of parts and uniform- 
ity of nomenclature, the lack of which was so confusing only a short time ago. 


The legal and mechanical standardization work heads up in the offices of sev- 
eral associations and committees at 30 East Forty-second Street, New York City, 
where Frederick Nicholas is secretary. 
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Sweet Apple Twig Leads 
To a Farm Market Investigation 


This merchant thought electric driven pump was a new suggestion, but the 
farmer had it all planned and then the salesman learns much 
more about rural uses of electricity 


SWEET apple stick is to 


A blame for it all. 

It happened this way. 

Very recently my brother and I 
drove out into the country a few 
miles from town to see a farmer 
(who was building a new house and 
barn) about some building and barn 
equipment materials. 

The house was fairly well along 
in construction, and as this farmer 
had done no small portion of the 
labor himself, he was naturally quite 
proud of his job and wanted to show 
us through it. 

The house seemed to be all fine 
and modern but, being isolated from 
any possible water line, it occurred 
to me what a pity that this modern 
farmhouse should have to dispense 
with that most common of neces- 
sities—a good water system. 

While thinking thus, I questioned 
our farmer host and he replied: 

“Just come down cellar a minute 
and I'll show you.” 





By Arthur H. Van Vorts 


So we climbed down a ladder and 
in one corner was a five-foot well, 
lined up with stones and nearly full 
of water. 

Our host dipped down into this 
with a convenient pail, remarking: 

“I’ve got 14 feet of wonderful ice- 
cold spring water and I ‘divined’ it 
with a sweet apple stick,” meaning 
by this queer expression that he had 
cut a water-locating rod, which he 
had used to locate this remarkable 
spring. 

My brother and I had to be con- 
vinced about this water-finding busi- 
ness, so our farmer friend led us out 
to his orchard, cut a crotch stick 
from a sweet apple tree and pro- 
ceeded to show us how it was done. 

The stick surely did turn for him, 
and although we still remain skep- 
tical, he is unquestionably satisfied 
that by this means he located one 
of the finest springs in that section 


Your dairy 
farmer, with his 
portable motor, 
can laugh at the 
task that goes 
with the cream 
separator and 


churn. This 
motor also 
serves for the 


milking machine 
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and built his house directly over it. 

I suppose that is what started me 
to thinking about the tremendous 
possibilities of the use of electricity 
on the farm, for this crystal-clear 
spring water now in a quiet well in 
the cellar, one of these days is to 
course a bubbling way through 
pipes into farm kitchen and bath- 
room and laundry. 

And it is going to be impelled 
from the cellar well into these upper 
regions of utility by means of an 
electrically driven pump which this 
progressive farmer plans to install 
in his new dwelling. 

Think of the convenience to the 
farm wife of having running water 
in her kitchen. 

On the other hand, glance at the 
opposite of our picture and imagine 
our good housewife pumping and 
carrying water for all of the daily 
tasks of the farm home—milk cans 
to be washed, cooking utensils and 
dishes to be washed, family washing 
and children’s baths, kitchen floors 
—what a task of pumping and 
carrying. 

If you, Mr. Merchant, ever visit 
a farm home for any length of time, 
this fact of water value comes so 
forcibly. You really don’t feel that 
you dare waste a drop—it’s so 
precious, at least in expenditure of 
labor. 

Now the electric water pump— 
turn a switch—push a button—and 
a generous water supply deep in the 
earth is tapped for the convenience, 
health and happiness of the farmer 
and his household. 

Don’t you think he will be inter- 
ested in such a system if he can 
possibly see his way clear to install 
one? 

An average of $120 may be used 
in round figures as an installation 
of one of these electric water pumps 
and with a power rate, less than a 
quarter of a dollar pays for pumping 
a thousand gallons of water. 

Then there is this valuable water 























Uncle Henry used to spend 
more time looking for some 
one to turn the grindstone 
than was required to 
sharpen the ax. With a 
motor, the grinding time is 
cut in half because of the 
steady power. 


supply available for the farm barn, 
too. 

A sure and convenient supply for 
the stock. 

A positive lessening of the fire 
fire hazard for the dairy barn and 
contents. 

A definite easing and shortening 
of his hours of labor about the barn. 

Here’s another feature of farm 
electrification. 

Milk production. 

Do you ever stop to realize that 
it is doubtless a conservative esti- 
mate to state that two and a half 
billion dollars in United States cur- 
rency is the figure at which our 
annual milk production is placed? 

This is such a tremendous industry 
that it involves twenty-five millions 
of dairy cows. If you can picture 
any such enormous number of cows, 
it is apparent, of course, that this 
is one of the very large industries 
of the country. 

And how are these cows to be 
milked? 

To be sure, many of them, par- 
ticularly in the smaller dairies, are 
milked by hand, but there is also a 
large field for profitable develop- 
ment on many, many farms—with 
the electrically propelled milking 
machine. 

In one of our prominent State ag- 
ricultural colleges, a recent test with 
a very fair sized dairy brought out 
the rather astonishing fact that the 
use of a milking machine saved just 
about 50 per cent in labor. This 
means much to any farmer when fig- 
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ured on a yearly basis, in both time 
and money. 

And, aside from enabling the 
farmer to utilize the help of one of 
his boys or girls at the milking hour, 
it is a determined fact that the milk 
produced is cleaner and more uni- 
formly sanitary. 

To be sure, a merchant cannot take 
on a milking machine and expect to 
place one with every farmer in your 
section but, when you have a propo- 
sition to present to a dairy farmer 
with a good sized herd—a keen prop- 


Think of what 
running water 
means to the 
farmer’s wife. 
When you fully 
realize what a 
boon it is, you 
will be more an- 
xious to sell the 
equipment. 








osition in which you can point to ac- 
tual tests that indicate an added 
profit of around $20 a cow each year, 
I daresay your proposition will fall 
upon a heedful ear. 

Why, this very saving, in time, 
would pay for an outfit. 

Then, these same dairy farmers 
who trade at your store know the 
requirements of the milk inspector 
relative to clean cows. 

They must be clipped at regular 
intervals. 

(Continued on page 60) 











Servicing Radio Receiving Sets at 
50 cents per set 


By establishing practical definitions of SERVICE and 
FREE, the Suburban Hardware Co. have found 


no embarrassment in the yearly offer 


By Proctor P. Lincoln 


OR nearly a year now the Sub- 
| ere Hardware Co. of Need- 

ham, Mass., has been giving 
service with their radio sets—that 
is, a ten days’ free trial and a year’s 
service free of charge—and a check- 
up of figures show, declares Thomas 
A. Salomey, owner, that each set has 
only cost the firm in free service ap- 
proximately an average of 50 cents 
after the installation. 

In a recent article it was shown 
how this firm, doing business in a 
town of 9800 people, went after ra- 
dio sales with service, and turned 
what looked like a bad year into one 
which produced $6,000 profit. In a 
few months last winter the firm sold 
nearly 300 sets because of a service 
campaign, the sets ranging in price 
from $50 to $275. 

The Suburban Hardware Co., like 
hundreds of similar firms, found 
that receivers do not sell unless a 
firm gives service. It is practically 
“dead stock”; it doesn’t move. 

So the company gives service, a 
trouble man being ready to adjust 
any instrument which ceases to work. 
The trouble man who is paid at the 
rate of $5 a night—he is a spare- 
time employee having other work 
during the day—has visited as high 
four customers one. evening. 
Many evenings he installs sets se- 
lected during the day. Seldom does 
he spend more than two hours in an 
installation. 

When sets are installed during the 
day—and many are to have them 
ready for the head of the house 
when he arrives home in the eve- 
ning—the work is done by Frank 
Salomey, a brother, who assists in 
operating the store. The service 
man then takes ample time to in- 
struct the new owners in operation. 

To show that service does not eat 


as 


heavily into the profits, Mr. Salomey 
took as an example a $100 set. The 
firm’s gross profit on this set is 40 
per cent, or $40. Antenne, light- 
ning arrester, batteries, tubes and 
other accessories make an additional 
profit of $16.50, or a total of $56.50. 
To install this set, paying the 
trouble man (and many times it is 
his brother who does the installing, 
who can be considered as an em- 
ployee who knows radio) his wage 
of $5 brings the total profit to 
$51.50. 

In small firms, Mr. Salomey sug- 





Gerald A. Coon, the spare time trou- 

ble man, off with his kit to make a 

call. He will probably sell a set of 
batteries. 
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T. A. Salomey selling a loud speaker. 

It is his theory that an article well 

sold requires little service, so he goes 
well into detail. 


gests, an employee should be given 
instruction in radio installation, thus 
cutting down the expenses of ser- 
vice, as the employee can install the 
set and serve as the trouble man 
without additional wage, as well as 
act as store salesman—an inside and 
outside man combined. 

The service after the installation 
has been found to be practically 
negligible by Mr. Salomey, who de- 
clares that his figure of 50 cents a 
set a year is high. Thus, he shows, 
the net profit on the $100 set with 
the year of service reaches $51. 

A $50 set with complete equip- 
ment similarly represents a profit of 
$36 ($20 plus $16), and a $200 set 
would bring $96 ($80 plus $16). All 
gross, of course. 

He goes on to show that service in 
a large city and a small town is to- 
tally different. He handles only ap- 
proved sets, and he makes certain be- 
fore he sells any particular radio 
that it works rightly in his com- 
munity. He doesn’t attempt to give 
inferior merchandise for, he says, he 
knows that it wouldn’t pay. The set 
would only come back to him or else 
the service would be abnormally 
high. 

In few cases has he received a 
trouble call until the batteries have 
run down. He figures that within 
three months of the sale he’ll receive 
a call from a set. His trouble man 
is rushed to the customer’s house 
that night. The trouble is usually 
with the batteries gone dead or the 
tubes worn out. This means replace- 
ment and added profits, for ordinari- 


——————— rr CFS 























T will be noted in the read- 

ing of this article that Mr. 
Salomey has done much to solve 
his service problem at the 
source. 

FIRST, He sells only mer- 
chandise that is of reliable 
make and will operate in his 
community. 

SECOND, He thoroughly in- 
structs all customers. 


THIRD, He does not offer 
unlimited free service. When 
the owner wants his machine 
moved, when he breaks some- 
thing through carelessness or 
wants the antennez changed, or 
other service, he pays for it. 

FOURTH, He sells all acces- 
sories, with the set or later, at 
regular prices. 

A firm stand on these issues 
materially reduces his service 
charges. The trouble man, in 
the main, becomes a combined 
sales and delivery man. 











ly the trouble man visits two, three 
or more homes the same night for 
similar reasons. 

On the average, Mr. Salomey fig- 
ures that he makes resales of bat- 
teries and tubes to customers three 
or four times a year. After the sec- 
ond call of the trouble man, the 
radio set owner knows the cause of 
the trouble and simply orders more 
batteries or tubes direct. In many 
cases the customer installs them him- 
self. If necessary, the trouble man 
is sent to adjust them. 

One big point Mr. Salomey wants 
to bring out is that in giving ser- 
vice the firm is selling friendship. 
His customers come back to him 
when they require other radio equip- 
ment; they do not go elsewhere for 
they know they couldn’t get similar 
service. It is continued buying—or, 
expressed in another way, several 
turnovers a year—that adds_ to 
profits and decreases the service ex- 
penses, 

Mr. Salomey says that he consid- 
ers the radio and the automobile as 
parallels from his standpoint. Each 
is rapidly changing in models, better 
models every year. A customer of a 
small car this year, for example, will 
want a larger car next year, and per- 
haps a larger car the year follow- 
ing. 

Parts give out and must be re- 
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placed, meaning a resale. The chang- 
ing models will bring back his cus- 
tomers for a better model at a high- 
er cost and increased profits. 

Following his idea, he is selling 
now to the customers who purchased 
his radio last winter the A battery 
eliminator. He has sold many, the 
service man installing it free. The 
eliminator is selling at $20.50, 40 per 
cent of this representing gross profit. 
Tubes bring one-third, and they do 
not mean additional service. 

Mr. Salomey is pushing a new 
loud speaker, better than the former 
ones. The customer himself installs 
it. It does not require a trouble 
man. This again decreases the gen- 
eral cost of service as against total 
sales. 

This winter season Mr. Salomey 
plans to “go after” the residents of 
Needham who have as yet failed to 
buy a receiver, and he will launch a 
campaign among his old customers 
for new models. He will offer the 
same free service as last winter. 

“There is no use trying to sell 
radios without service,” he declares, 
“for they won’t sell. Service is the 
mainspring in the radio business to- 
day. It is as necessary as the sets 
themselves. I carry only standard 
radios and equipment. I never try 
out on my customers something I 
don’t know about, and which is not 
backed by a guarantee. 





T. A. Salomey, whose prac- 

tical ideas of service, has 

allayed the fear that lurks in 
the word. 
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“It wouldn’t pay me in the loss ot 
friendships and the extra amount of 
service.” 

At this point in his discussion a 


customer entered. “Ed,” he said, 
“you bought a radio from me last 
winter. How many times has my 
trouble man been to see you?” 

“Hasn’t been yet. The set is work- 
ing O. K. Got new batteries but put 
them in myself.” 

A few minutes later a second cus- 
tomer entered and launched into how 
he had tuned in on Chicago the pre- 
vious evening. “Any trouble with 
the set yet?” Mr. Salomey asked. 

“Nothing yet,” came the reply. 

“Fully 25 per cent of the custom- 
ers never ask me to send the trouble 
man,’ continued Mr. Salomey. “Our 
guarantee of the set, of course, is off 
if the seals aresbroken. But other- 
wise we follow the guarantee. If a 
customer desires to move a set from 
one room to another, and many do, 
they pay for it. That is not included 
in the free service. If they wish to 
move the antenne, that again is paid 
for similarly.” 

For any additional service not 
specified in the sale of the radio the 
charge is $1.25 an hour. When the 
spare-time trouble man is utilized the 
firm makes a profit of 25 per cent. 
During the day, of course, Frank, 
the brother, does the work. 

Speaking of accessory and tube 
sales during the past year, Mr. Sa- 
lomey declares that he sold 700 dry 
batteries, approximately 250 tubes 
and 40 storage batteries, besides con- 
siderable other equipment. In one 
day recently he sold seven B battery 
eliminators. 

The first step toward service, Mr. 
Salomey says, is to be sure of your 
manufacturer and his product. A 
service guarantee, he says, would be 
fatal without the right attitude on 
the part of the manufacturer and 
the right product. 

In his selling of the Day-Fan prod- 
ucts, Mr. Salomey has not worried 
about support, because he was sure 
that as long as he built his sales on 
a square deal, the makers would back 
him to the limit. 

“A great danger,” he says, “is an 
inclination on the part of a salesman 
to promise something that no radio 
receiver can possibly accomplish. We 
never promise that a receiver or ac- 
cessory will do more than it has done 
for us.” 





BATHTUB COMPANIONS 


SALLY in her PROGRESS as electrical goods buyer finds a way to carry bathing 


beach interest back to the bathroom for the winter season 


The sun was shining; the sea 

was in a quiet, lazy mood and 
the crowds on the boardwalk and 
beach were swarming like bees. 
Everywhere was evidence that the 
residents of the resort as well as 
many from the surrounding territory 
were taking what might be the last 
fling before the elements spelled finis 
to the place until the arrival of an- 
other summer. 

In the Hope bungalow the entire 
family had congregated to bid fare- 
well to Beachville. The gateleg 
table, extended to unbelievable pro- 
portions, fairly groaned under the 
weight of good things to eat and 
anticipation ran high. In fact Sally 
was the only member of this happy 
group whose thoughts seemed to 
stray; finally just as the family was 
about to sit down to this feast she 
snatched a bite of something in the 
kitchen, and went out. 

“Sorry folks,” she had excused 
herself, “but I have an important 
engagement. This is my busy day. 
Toodleeee !”’ 

Her exit upon a mission which she 
failed to explain aroused the curi- 
osity of the entire household, except 


ik was Labor Day at Beachville. 





With her photographer, Sally prepared on 


By Ethel Wan-Ressel Chantler 


her father. Sally’s brother-in-law, 
Joe Werner, the electrical contractor- 
dealer, who regarding her as a busi- 
ness rival was always interested in 
what she did. 

Now particularly his curiosity was 
piqued, for earlier in the day he had 
heard her telephone a Mr. Lense in 
the city. From her conversation he 
then learned that Mr. Lense was to 
arrive at Beachville in the early 
afternoon, and Sally no doubt went 
down to meet him. But who was 
this Lense? Joe wondered. Sud- 
denly it dawned upon him. 

“By gosh I’ve got it!” he exclaimed 
as exultantly as the generous wedge 
of honey dew he had popped into his 
mouth permitted. ‘Lense, Lense— 
why that’s the photographer. 
Thought I knew that name. What 
can she be up to now?” he was think- 
ing of the languishing merchandis- 
ing section of his contracting busi- 
ness, 

He shrewdly surmised that Sally’s 
engagement with a commercial 
photographer had to do with some 
new move on her part to boost busi- 
ness for the electrical department of 
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Bangups’ Big Department Store, 
where she had begun as buyer only 
a few months ago and, by using her 
head, had developed her position into 
one truly meriting the title of “Sales 
Executive.” 

Upon her return Joe took occasion 
to question her. 

“Now what are you up to with 
Lense, the photographer, Sally?” he 
queried. ‘Better not keep secrets 
from your big brother-in-law. At 
least give a feller a warning.” 

“Why certainly, Joe,” she ans- 
wered with good-natured malice, 
“little Sally wouldn’t keep a secret 
from Joe, would she? You see, I’ve 
been noticing all summer here at the 
beach that women, all women, crave 
company when bathing. Well, I’m 
arranging to provide them all with 
bathtub companions to keep ’em from 
getting lonely until it’s time to re- 
turn to the beach again. That’s all, 
except,” she hesitated, “I’d sort of 
appreciate your judgment on my 
selection of companions for Bustle- 
burgh’s fairest. Suppose you give 
our windows the once over, say, 
about Wednesday,” she teased. 

“Never mind, Joe,” soothed his 
wife, noting the telltale wrinkles 
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the last day of the bathing season to carry the interest to her 


department in the store for the winter season. 
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between his bushy brows and hasten- 


‘ing to prevent him saying some- 


thing he would regret later. “Sally 
doesn’t know a thing about the con- 
tracting business; you have the 
laugh on her there. Anybody can 
sell,” she added, intending rather to 
be diplomatic than logical. “But it 
takes real training to do your work.” 

“No doubt about that,” he agreed, 
noting Mr. Hope’s 


quizzical smile bagi, 

and fearing the se 
° 7 FE 

rejoinder he knew or 


would be forth- 
coming should his 
wife be permitted 
to cast further 
aspersions upon 
Sally’s truly bril- 
liant sales tactics 
in which, as the 
family well knew, 
she had been #/ 
aided out of her ‘i 
father’s years of */*, 
experience. ff 

“Dogon! she’s 
clever, all right,” 
Joe admitted 
grudgingly, as he 
elbowed his way 
through the 
crowd in front of 
Bangup’s main 
window. He had 
had no business to 
take him in that 
direction, but 
when Wednesday came around he 
could not resist the temptation to 
drive past the store. The crowd in 
front of the window whetted his 
curiosity for a closer look, so cast- 
ing pride to the winds he hurriedly 
came to stand before the window and 
absorb another lesson in merchandis- 
ing tactics from his brilliant young 
sister-in-law. 

Strung along against the back- 
ground of the window like a frieze, 
and high enough for all to get a 
good view, were a series of enlarge- 
ments of photographs of beach 
scenes at Beachville. Above this 
was a streamer upon which was let- 
tered—‘“Find your picture. Tell the 
young lady at the door. She will 
award you a lucky coupon worth 50c. 
towards the purchase of anything in 
our electrical department” 

Beneath the pictures was another 
streamer upon which had _ been 
printed: 

“Women, as well as men, may be 
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born equal and bathe in the same 
ocean, but the secret of being differ- 
ent is to remain young and look 
young by making home bathing a 
beautifying treatment, not merely a 
cleansing process. Take your choice 
—and look it.” 

In the center of the window, well 
toward the back, was placed a 
modern bathtub with shower attach- 
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The bathing beach pictures in the show window brought many 
women to see the suggested bathtub companions. 


ment, fastened to this was a placard 
explaining the outfit had been loaned 
for purposes of the exhibit by a 
plumbing supply house. Facing the 
shower and placed on a stool was 
an electric radiant heater to which 
was fastened a small sign reading: 

“Let me be your bathroom com- 
panion and warm your cold morning 
showers.” 

“In the foreground of the window 
were grouped three significant dis- 
plays from which brightly colored 
streamers ran back to the tub. 

The display at the left comprised 
soap, sponge, flesh-brush, towel, 
comb, brush and a palm leaf fan. 
As a part of this display was a 
placard, reading: “In the days of 
the Saturday, scrubbing women were 
old at thirty.” 

The right-hand display comprised 
all that was shown in the one at the 
left and in addition, face lotions, 
toilet creams; a manicure set and 
other non-electrical toilet accessories. 
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With this display was a _ placard 
reading: 

“‘When bathing became part of the 
daily routine, women ceased having 
birthdays at thirty.” 

The center display began by dupli- 
cating the pick of the essential toilet 
accessories featured by the other 
two displays, these being disposed as 
a background for the display of the 

display of the 

electric hair 

dryer, curler; the 

vibrator and the 
Big gate. violet ray ma- 
Fe es _ chine. With this 
: a4 display appeared 
a small sign read- 
ing: 

“Your electrical 
bathtub com- 
panions are the 
real secret of 
youth, good looks 
and charm.” 

But the crown- 
ing touch, which 
drew forth Joe’s 
involuntary 
praise of Sally’s 
cleverness, 
bespoke a shrewd 
observance of the 
law of association 
which crashed in 
upon the elec- 
trician’s' under- 
standing with 
sledge - hammer 
force and made him realize that 
modern sales tactics embraced many 
things not included in his experience 
as an electrical contractor and mer- 
chant. 

Grouped about the center display 
were tastefully framed photographs 
of prominent actresses of the stage 
and silver screen, seeming to say 
suggestively, although there were no 
placards to this effect, that their 
proverbial youth, beauty and charm 
had their source in the daily use of 
the electrical accessories with which 
their pictures were associated. 

“I’ve often wondered how she kept 
so young,” observed one matron to 
another, indicating the picture of a 
beautiful actress who is known the 
world around. “Why, she was on the 
stage when I was a little girl. C’mon, 
let‘s go in.” 

“Well, I be d————” ejaculated 
Joe, looking after them. “There’s 
no use in denying—the kid certainly 
is clever.” 















Hesitation in 
Sales Talk Is 
a Fatal Flaw 


HEN a customer stops at 
the counter to ask about 
merchandise, it is a sign to 


the salesperson that here is a person 
who is interested and that, with a 
proper presentation of the merchan- 
dise, there is a good prospect of mak- 
ing a sale. 

Having found a person who is in- 
terested, it is the duty of the sales- 
person to take charge of _ the 
conversation, describe the product in 
such a way that the interest of the 
customer will be held until the vir- 
tues of the product are understood 
and the prospect is in the humor to 
be asked to buy. 

Those in charge of the electrical 
goods department of a large store 
recently concluded that too many 
conversations between _ salespeople 
and interested prospects were not re- 
sulting in sales. The salespeople 
were fairly busy all day talking to 
people who had shown interest, but 
sales were lagging. 

An assistant buyer was named to 
investigate and bring about a change 
in this condition. So this buyer went 
on the floor and, by working along 
with the salespeople, he listened to 
their presentation of the goods and 
quickly discovered that while these 
salespeople started off well with the 
sales talk and held to it if not inter- 
rupted by questions, that almost 
without exception they hesitated and 
stumbled when the customer inter- 
rupted with inquiries. 

So this buyer began approaching 
the salespeople with a view to cor- 
recting this fault. He found that 
several of them hesitated when asked 
about wattage and volts. So he called 
a meeting, explained what he had 
heard on the floor and explained 
watts, volts and amperes in as simple 
terms as possible, and encouraged 
the saleseople to ask him the ques- 
tions the customers had asked them. 
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TRICAL GOODS will be the judges. 


tion with a retail store. 


New York City. 





Where Was the Mistake? 
$20 for Those Who Point Out Errors 


W HEN the salesman greeted this woman, she said: 
“I would like to get five radio tubes, one a power tube.” 

After ascertaining that she was buying for a dry cell receiver, 
the salesman took her to the tube counter, saw that her request 
was complied with and collection made, but radio was not further 
discussed except as to the merits of broadcast programs. 

To the person actively engaged in selling who supplies the best 
explanation of the fault, ELECTRICAL Goops will pay $15. For the 
five next best answers, $1 each will be paid. The editors of ELEc- 
Because of the number of answers 
received, it will be necessary to consider only those who state connec- 


Address Sales Contest, ELECTRICAL GooDs, 239 West 39th Street, 
Competition closes September 20. 
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To a considerable extent this cleared 
up the hesitation on this point, al- 
though it was necessary to go over 
the subject again with some individ- 
ually. 

Then this buyer began an individ- 
ual instruction campaign. One of 
the salesmen hesitated in his sales 
talk on a percolator. The buyer did 
not hear the question, so when op- 
portunity offered he went to the sales- 
man and asked him what it was that 
he did not understand about the per- 
colator. The salesman said _ the 
customer had asked what was meant 
by hot water percolator. The point 
was cleared up. 

The next three weeks this assistant 
buyer gave practically all of his time 
to the task of watching for individual 
cases of hesitation and then explain- 
ing to the salesperson the point 
raised by the customer’s question. 
These questions were made the sub- 
ject of short, frequently held sales 
meetings and the relation of sales to 
conversations began to materially in- 
crease. 

These salespeople were encouraged 
to watch their customers’ faces for 
an expression of interest and lack of 
interest, and they quickly convinced 
themselves that any hesitation on 
their part in answering a question 
effectually killed the interest, and 
from that point the average customer 
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showed only a polite desire to move 
on as soon as she could. 

The good results from this inten- 
sive training of the salespeople was 
so self evident after a few weeks that 
the assistant buyer was able to re- 
sume his desk work with the assur- 
ance that when any of the salespeople 
were embarrassed by a customer’s 
question, that he or she would im- 
mediately seek the answer. 

By this means the customer ques- 
tions became the educational guide 
of the salesforce and literature was 
assembled on this basis, and soon 
there was a considerable reference 
file of manufacturers’ literature, 
marked as to the practical points. 
This store worked on the salary and 
bonus system, and after this course 
of training had been in force for 
some weeks, several of the sales- 
people gained a higher standing 
under the bonus’ system, which 
brought home to them the sales im- 
provement more sharply than the in- 
creased sales in the department had 
done. 

This department includes all elec- 
trical household goods, from incan- 
descent lamps to washing machines, 
and the plan is for each salesperson 
to become sufficiently familiar with 
the line to be able to sell any item. 
Under this method of instruction, 
this goal is being reached. 
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Order Taker or 
Salesman, the 
Contest Point 


ERE is a woman in a buying 
H mood, with ready money in 

her hand, apparently satis- 
fied with the store, the salesman and 
her surroundings in general and in- 
terested in electrical appliances. 

The question we wanted to come 
out of the situation present in last 
month’s problem was: 

Is the man behind the counter 
merely an order taker or is he a 
salesman? When he has an A-l 
prospect, should he stand by and 
chat about the weather or interest 
her in something to get at least a 
part of the $15 or so she has in her 
hand? 

Recently the makers of an article 
sold in grocery stores wished to 
know if grocery clerks were sales- 
men or order takers, so 50 women in 
different communities were given $5 
each and asked to go to their usual 
store and make a purchase of any 
item they wanted and then to buy 
anything the salesman suggested 
until the $5 was gone. 

Forty-nine of these women made 
only one purchase, because the clerks 
did not suggest anything else. Most 
of them said in a matter of fact way, 
“Anything else, madam?” but this 
cid not count. One woman spent 
$3.45, or something like that. 

We did not believe that these were 
the kind of people who are selling 
electrical goods. We regret to say 
there are a few, for some of the re- 
plies suggested corrections in form 
of speech used and said nothing of 
the sales opportunity. These prob- 
lems are not presented on questions 
of trivial technicality, and whether 
the weather or styles were discussed 
ix immaterial. 

However, most of the replies were 
to the point and several were very 
good, indeed. Some raised the point 
of too much urging to buy in stores. 
That, we believe, is a question of 
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personality. Some people interest us 
when they ask us to buy, whether we 
want the article or not. Others an- 
noy us. These are questions aside 
from the method of proceedure. 
The winners are: 

G. E. Rowberg, Stone-Stebbins 
Co., Hancock, Minn.; MHarrison 
Smith, Central Hardware & Stove 
Co., Akron, Ohio; Madge D. Kempe, 
W. A. Kempe Hardware Co., Red 
Wing, Minn.; E. A. Hunter, J. C. 
Penny Co., Fort Dodge, lowa; Walter 
D. Meany, Gardner Hardware Co., 
Gardner, Mass.; Alice Furlong, G. 
Fox & Co., Hartford, Conn. 

Mr. Rowberg writes: “While this 
customer was waiting, the salesman 
wasted his time. The lady was evi- 
dently interested in appliances that 
would aid her in preparation of the 
morning meal. He passed a splendid 
opportunity to show her other ap- 
pliances for the same purpose. Toast 
and coffee is the standard American 
breakfast. 

“How easy it would have been for 
the salesman to picture to her the 
added convenience of having a per- 
colator right on the table. How 
simple to operate by merely attach- 
ing the plug and turning the switch. 
How much safer and more convenient 
than any other way of cooking. He 
could have explained its construction 
and its lasting qualities, and also the 
use of the fuse plug in the bottom. 

“She would have been interested 
in the uses for the grill, an appliance 
on which a simple meal for a few per- 
sons can be prepared. 

“There are also the waffle iron and 
griddle, which do not have to be 
greased and make no smoke. 
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The Problem 


HIS woman came to the electrical goods department in a busi- 
ness like manner, asked to be shown a toaster, considered the 
several styles, listened appreciatively to the remarks by the sales- 
man, made her selection, gave a $20 bill in payment and chatted 
about the weather with the salesman while waiting for her change. 
As she departed, the salesman said: 
“I thank you very much for coming in and hope we may sell you 
something else in appliances soon.” 
“No doubt you will,” answered the woman pleasantly. = 
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“I think, if the salesman had ap- 
proached the lady in this manner, he 
probably would have sold her one or 
more appliances, and if his approach 
was correct, he certainly would have 
insured her return in the near 
future.” 

We have quoted this letter to an 
extent that we can say little about 
the others, but they all had this same 
sentiment. Mr. Smith says, “The 
salesman had before him a perfect 
set-up for more sales; interested 
prospect with money.” Miss Kempe 
says, “The lady was in the mood for 
appreciating other electrical mer- 
chandise.” Mr. Hunter says, “He 
should have convinced her it was a 
pleasure to show merchandise.” Mr. 
Meany says the “time to sell is when 
we have an interested prospect before 
us.” Miss Furlong writes “the ‘we 
hope to sell you’ would make the 
woman uncomfortable about coming 
back, while pleasantly showing her 
the line would have said the same 
thing without offending her.” 

There is much in these letters that 
is worth whilé but it is pretty well 
expressed in the one that we have 
quoted at length. 

The point that we wished to bring 
out and the one that is made in 
most of the letters that came to us 
in response to this problem, is that 
the person behind the counter is not 
a SALESPERSON unless he or she 
follows up the opportunities pre- 
sented to make sales that the cus- 
tomer did not expect to make. 

A counter-salesperson is, in the 
end, paid according to sales, and one 
way to get some place is to make a 
sales record. 





Are YOU Getting YOUR Share of 
the ELECTRICAL Volume? 


S an industry develops, it reach- 
A es the stage where it requires 
accurate data. The data be- 
come the means of obtaining finance, 
distribution, freight rates and many 
other recognitions that are neces- 
sary to a trade of importance. 
While a trade or an industry totals 
only a few millions, few persons ex- 
cept those pioneering in the trade 
with dreams of the future are much 
interested. The men of money are 
looking for big things; the estab- 
lished distributors of the country are 
looking for volume. And the pio- 
neers in the small businesses are too 
busy looking to the immediate need; 
of tomorrow to look to the needs o° 
next year. Besides, they cannot af- 
ford more of an accounting depart- 
ment than to keep track of dollars 
and cents. Proper data come from 
a melting pot of facts supplied from 
many sources outside the industry. 
And so it happens that the data 
obtainable are indifferent for these 
pioneer years, but if this trade grows 
there will come a time when different 
methods and men will correct the 
statements that were accepted in 
years gone by. 


Among the Big Ones 

Last year electrical household ap- 
pliances passed well over the $500,- 
000,000 mark in production, and took 
its rank among industries that com- 
mand attention of all classes of busi- 
ness. At this figure it becomes a 
considerable fraction in the nation’s 
business, with a production of some- 
thing more than $4 for each man, 
woman and child in the country, or 
almost $7 for each man, woman and 
child living in a wired home. 

Any merchant who is wondering 
whether or not there is sufficient de- 
mand or volume in the appliances to 
justify an electrical department in 
his store can ascertain the facts by 
counting those among his customers 
who live in wired homes, and multi- 
plying that number by $7. That fig- 
ure is his goal for sales of electrical 
goods, aside from fixtures, incandes- 
cent lamps, portable lamps and re- 
placement wiring supplies, such as 


tape, sockets, switchplates and sim- 
ilar articles that will add probably 
$2 more per person. 

Radio has come more quickly into 
the picture and because it was in the 
form of a necessary luxury, related 
in use and desirability of ownership 
to the automobile and talking ma- 
chine, the big business was able to 
more readily grasp the prospects and 
more complete data were available 
from the beginning. We know that 
radio receiving sets and accessories 
rated at more than $600,000,000 dur- 
ing 1925 and with fewer manufac- 
turers and dealers this year will go 
above that figure. 


Trade Value of Radio 


This indicates that the merchant 
with an established clientele who can 
supply his trade with its radio wants 
this year can expect a volume of 
slightly more than $5 per person, 
still counting even the babies. 

For many years there was slight 
question as to who sold the electrical 
appliances. The thought was that 
the trade did not amount to much, 
anyway. Big business does not take 
kindly to changing work and living 
habits of a nation. Any big business 
man will tell you that luxuries are 
better for a quick development. This 
big business man will more readily 
back a new necktie and a new form 
of underwear. 

Electric appliances and their won- 
derful mission of making easier the 
workday of millions of people— 
especially women—was too serious a 
proposition. He was doubtful about 
changing the household work habits. 
But when the $500,000,000 figure was 
reached, big business realized the 
change was well under way. 

So there came a demand to know 
who was selling this material. Once 
electrical appliances were 100 per 
cent sold by electrical trade. As 
appliances became accepted, more 
merchants entered but the ratio of 
acceptance of electrified household 
equipment as regular merchandise 
was not established, because the 
point was not of importance to big 
business. 
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An investigation by ELECTRICAL 
GooDs some months ago opened this 
question. This survey showed that 
76 per cent of the department stores, 
34 per cent of the drygoods stores 
and almost 85 per cent of hardware 
stores maintained electrical goods 
departments. This number has since 
increased. This survey also indi- 
cated that considerably more than 
50 per cent of household electrical 
equipment was sold in these and 
other stores classed as ‘“non-elec- 
trical.” To be safe, ELECTRICAL 
x00DS put the figure at 50 per cent. 

It was somewhat difficult to estab- 
lish these figures; they seemed 
revolutionary to veterans in the elec- 
trical field and so we welcome a state- 
ment coming from business itself 
which makes these figures seem to be 
very conservative. 


Revising Old Figures 

David Sarnoff, vice-president and 
general manager of The Radio Cor- 
poration of America, spoke on ‘Radio 
and the Electric Light and Power 
Company” at the recent meeting of 
the National Electric Light Associa- 
tion in Atlantic City. From his 
address as printed in the N. EF. L. A. 
Bulletin, we take these paragraphs: 

“What I wish to present to this 
convention is not the idea of quick 
rewards, but the sounder idea of a 
permanent share in a large, consis- 
tent market. We have found that 
radio sales, during the years in 
which the company has been getting 
under way, have paralleled almost 
precisely the progress of the auto- 
mobile industry in its various stages 
of experimentation, development and 
entrenchment. 

“While there have been figures 
published showing that the central 
stations (meaning the electric ser- 
vice company), which merchandise 
electrical appliances, sell as high as 
42 per cent of the output of that 
particular market, I have sought 
more conservative averages in order 
to establish a truer picture of what 
the central stations may add to their 
normal merchandise sales. Prob- 


(Continued on page 64) 
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these efforts are that the demonstrations in the Red 
Seal Home are excellent advertising and that orders 
come from them. If the Red Seal Home movement has 
not been started in your town, start it. If it has been 
started, make haste to get to be a part of it. 


An Idea Gaining Ground 


; LECTRICAL GOODS has consistently urged that 
H; merchants talk over with electrical service com- 


panies abuses of merchandising to which the 
established merchant objects. Much of this objection is 
based upon the “Nothing down and pay when you get 
ready” policy of selling low priced appliances. Such ad- 
vertising, of course, gives the public a wrong idea of 
buying privileges. Some are apt to think if they can 
buy a $6 percolator on payments, they should buy the 
coffee on payments. Now we welcome support for this 
idea from a publication that speaks for merchandising 
departments of electrical service companies, advising 
these companies not to “bite the hand that feeds the 
appliance load.” This publication suggests to service 
companies that good will of merchants and an unruffled 
business situation is worth while. We think so. So why 
not talk it over. 





In 1902 the capital investment in the electric 
light and power industry was $504,740,352. Dec. 
31, 1925, it was $7,350,000,000. 


-——— 


Dealers and Shows 


“EVERAL of the promoters who, in years previous, 
S have sponsored radio shows have passed that 
responsibility this year and shows, as we under- 
stand it, are being promoted by manufacturers and 
dealers. In these circumstances we hardly understand 
why the arrangements do not announce special plans, 
days or hours for dealers to attend these shows when 
they can have the opportunity of meeting factory offi- 
cials, distributors and others who can tell them about 
the new lines and plans for distributing them. We do 
not believe that any industrial show that is given 
merely for publicity fulfills the best purpose. We be- 
lieve that if the proper effort was made, the shows in 
the larger cities could be made meeting places for deal- 
ers and in this way be of greater importance and more 
helpful to the industry than merely as a show window 
for the public. And this does not decry the value of the 
show as general publicity. 





If the American electric light users during 1925 
had used the same kind of incandescent lamps at 
the rates charged 20 years ago, the light bill would 
have been $5,000,000,000 instead of $1,000,000,- 
000—a saving of $4,000,000,000. 


ee ee ee 


Red Seal Homes 


ERSISTENT work that has been done on behalf 
P-« the Red Seal Home plan is bearing fruit. These 

homes are being opened to visitors in an increasing 
number of cities and it is interesting to note that the 
electrical departments of department and hardware 
stores are taking an active part in these demonstra- 
tions. In some cases, these departments have supplied 
the appliances and the fixtures, in fact everything ex- 
cept the technical or wiring work. The reports from 
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Thirty years ago 12 pounds of coal produced one 
kilowatt-hour of electricity; today many stations 
average 1.4 pounds of coal for the kilowatt-hour. 


An Unescapable Problem 


IVEN a merchant who was doing $100,000 busi- 
ness in 1916 and who is seeking to maintain an 


equal organization and equal space, must do 
practically 50 per cent more volume to pay his in- 
creased expenses, due to higher wages, rent and other 
overhead expenses. If he is in the house furnishing 
business, many of his items have decreased volume, in- 
cidental to the increased living standards. The popula- 
tion increase is not in keeping with his increased de- 
mands: Naturally he must turn to new items to find this 
increase. Electrified household equipment meets this 
need. Electrified equipment is replacing many of his 
decreasing lines. 





In 1902 the generation in kilowatt-hours was 
2,507,051,115 and Dec. 31, 1925, 60,250,000,000. 





Educational Work 


UCH of the wiring that was done years ago did 
M not have in mind the use of appliances nor 

the convenience of the people who lived in the 
house. It was put in as a lighting circuit only. The 
fuse box was hidden away and was unmarked as to 
circuits. In some communities wiring is still done this 
way. It is, perhaps, up to the appliance merchants of 
those communities to educate householders, regardless 
of whether they do contracting work or not. If the 
merchant selling appliances and accessories will put on 
display in his electrical department one of the newer 
indexed fuse panels and explain it, he can soon create 
a demand. A blown fuse in an old style fuse box has 
spoiled many a day for the housewife and built resist- 
ance for the sale of appliances. 





In 1902 there were 600,000 electric current cus- 
tomers and Dec. 31, 1925, there were 18,170,000. 


The Overselling Evil 


LL of those who have followed up electrical appli- 
A ance sales tell of instances where overselling has 


brought backfires of discontent. Larger and 
better kitchen lights have been sold without indicating 
the additional cost and they have been returned. Heat- 
ers have been sold to “warm houses,” which they would 
not do even at great expense for current. Appliances 
have suffered heavily from overselling. These is no need 
of this. Appliances give so much more complete service 
that the owner will willingly pay if sold rightly. 





All Set for the Great Radio 


Selling Sprint 


A survey of the buying minds of present and pros- 


pective customers 1s the best basis for 
organizing fall stocks 


By Arthur Sinsheimer, Radio Editor 


S we start into this new selling 
A season of nineteen twenty-six, 
you should be prepared to 
handle the great demand for radio 
merchandise of every kind that is 
bound to come a knocking at your 
door. It’s going to start within a 
week or two now, and you can ex- 
pect it to keep up until long after 
the first of the year. There you have 
a prophecy that you can cash in on 
if you heed it along the lines of good 
judgment and careful business meth- 
ods. 

By good judgment and careful 
business methods is meant your abil- 
ity to analyze and study the unsup- 
plied radio needs of your community 
and the surrounding territory, so as 
to more nearly understand the men- 
tal attitude of your public toward 
“things radio.” When this survey 
is made, you are in position to know 
how best to stock your department 
so as to serve that “mental atti- 
tude.” 

The Buying Incentive 


You might say that it sounds 
strange to hear this talk of “mental 
attitude” in connection with radio 
selling, but that’s exactly what helps 
or deters every sale that you try to 
make. It’s the way people view 
things that stirs them to action, and 
in buying they are often moved to 
a purchase action that you never 
thought they were interested in or 
could afford. That’s the key that 
will open any purse-lock when the 
mental attitude of a prospect is care- 
fully studied. 

Let’s apply this to radio selling. 
Sometimes it’s the person of small 
means who buys the best and most 
expensive radio set he can find be- 
cause he figures that by stinting and 
saving he can better afford to buy 
the best so that it will last the long- 
est, instead of dribbling away his 
hard-earned cash on poorer sets that 


continually have to be fixed or dis- 
carded because they were made to 
sell at a price which couldn’t war- 
rant good materials, workmanship or 
service. 

Surprise Sales 


On the other hand, those people 
whose money comes easily and in 
quite large doses may figure that 
taking a chance on the lower priced 
and less known sets is worthwhile 
because, if it goes bad, they can 
easily afford to get another one. 
Then there are some minds that will 
buy cheap sets because they want to 
buy a new one every time a new fea- 
ture is added. Also people who buy 
on the- partial payment plan, often 
buy more expensive sets than they 
can really afford, simply to make 
their friends sit up and take notice. 

And so | could go on for pages 
pointing out the different phases of 
buying incentives, but it will not do 
a bit of good unless you first make 
a survey of the types of people who 
surround your store and your cus- 
tomers and then work out a cam- 
paign to overcome and sway those 
“mental attitudes” your way. 

Of course, in working out such a 
plan, you'll have to know what the 
radio market has to offer in the way 
of sets, parts and accessories, so 
that you can make a careful selection 
of merchandise which you think will 
“go” in your territory. You can’t 
always rely on what some manu- 
facturers’ or jobbers’ salesmen tell 
you about their products—make it a 
rule to study the various advantages 
of each item yourself. 

A salesman might offer you a 
corking fine A. C. 60-cycle, 110-volt 
“B” battery eliminator at an extra 
good discount, but what will you do 
with it if your local electric com- 
pany is hooked up to supply the town 
with 30-cycle or 220-volt current? 
And there are hundreds of other 
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The Man Who Knows 


such hidden points that you, your- 
self, must guard against if you ex- 
pect a good turnover in your radio 
department. 

Now here’s another point I want 
to make before it’s too late. At this 
time of the year you must use the 
greatest possible care in placing 
orders or you'll find yourself loaded 
with merchandise for which there is 
no demand. 

It might be possible to save a few 
dollars here and there by monkeying 
with cheap, unknown and _ untried 
sets, for instance, but it’s not good 
sense to do it. The better sets by 
standard manufacturers have been 
nationally advertised to your trade 
for the past month or two. Their 
names and reliable reputations are 
duly impressed on the reading public 
and the demand for those sets is 
bound to follow—prepare to cash in 
on such publicity and you can’t lose. 


Proceed Cautiously 


Don’t rush in and try to corner 
the market. From what I’ve seen of 
manufacturers’ production schedules, 
there is going to be plenty of mer- 
chandise to go around. Size up your 
prospects and study their needs. 
Analyze the various types of 
standard radio goods that the market 
has to offer. Place your orders for 
merchandise of known reliability and 
reputation. | 

And if we can be of any assistance 
in helping you to figure out some 
of the personal problems that con- 
front you, don’t hesitate for one 
minute about calling on us any time 
of the day or night. And you don’t 
even have to send a two-cent stamp 
for a reply either. It’s going to be 
a good radio season sure and we'll 
do anything to help you prove to the 
world that your type of store is the 


logical place for radio business 
because of your sound business 
methods. 


—————————————— nan eee 








The Electrical Blessing on Life's Declining Years 
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Lazarnick photo 


FIYHERE are days, many of them during the fall, that are perfect in themselves but to those people who are 
living through life’s fall season, the evening is fraught with twinges and discomforts that destroy the 
memory of the warmth of the sunshine and the pleasant heurs on the porch or park bench. Yet the evenings 
can be made pleasant. The heater, the heating pad and the immersion heater for mixing a hot toddy—with 


the radio for entertainment—make the evening a proper closing for the Indian summer day. 
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Putting the Educational Touch in the Display 


7 7 


Tiler , an ‘ 
NATIONAL ge OM BD PROVEMENT 


* 





This window display by the James Hamil Co. of Watervliet, N. Y., differs from the usual good window in two 

respects; in the adding of apple blooms of pink and white cre pe paper to make it seasonal and add grace 

to the dealer helps and in the educational touch. Down in front are three exhibits: “Light” is a gas mantle 

“Improvement” is an old carbon incandescent lamp; “Delight” is an inside frost 100- 
watt ancandescent lamp. 

C. F. Kettering, vice-president of General Motors in charge 

In this bus 


and hurnt matches: 


Below is a new thought for summer business. 
of research, bought a full sized motor bus to take his family on a vacation tour of the west. 
he installed a Day-Fan Radio, a Frigidaire refrigerator and a talking machine. 











Getting the Seasonal Touch in Your Show Windows 
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Here are two types of seasonal fall windows. A glance shows that neither was “put in” without advance 

thought and study. In one the handsome fall foliage that attracts both city and rural dwellers is used as 

the background. In the other an artist has supplied the desired effect with some striking posters indicat- 

ing a bountiful harvest. Display men, of course, give this thought to their work but the store that does 
not have a regular display man too often waits until too late to do the planning. 
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One-Dial Control! 


. in this amazing 5-tube set at $50 





Already the new 5-tube Crosley set, at $50, has 
met such a tremendous demand as to confirm 
the prediction that it will replace thousands 
upon thousands of sets now in use. 





Confronted by high prices, many people who 
desired to replace their old sets have hitherto 
hesitated to do so. Now. . . in the new Cros- 
ley “50” they find the features and quali- 
ties they desire, formerly exclusive to very high- 
priced sets . . . available at small investment. 
The incomparable joys of Single-Dial Control! 
Uncanny selectivity, resulting from its metal- 
shielded chassis and the surpassing efficiency of 
the Crosley circuit's advanced design! Exquisite 
volume, thanks to the matchless Crescendon! 
Crosley Acuminators, power tube adaptability 
all the attributes of radio at its best 
for $50! 


Never 
before, at anywhere near this price, has a radio 


Slightly higher west of the Rockies. 
these advantaces: 1. Single- 
graphic station selector. 2. 
contributing to amazing 


Crescendon 


set possessed all 
dial control with 
Metal-shielded 
selectivity and 


in all the Crosley line no instrument represents 
a greater triumph than this wonderful 5-tube 


chassis, 


reducing cost. 3. 


control, producing exquisite volume from dis- P : , ° . ; ‘ 
tant stations, 4. Crosley Acuminators, which set. Examine the line in full, as illustrated in 
mayen tuning ane Saesense sneer. = ‘the marginal column at the left . each item 
Power tube adaptability. 6. Beautiful, solid : a : - ‘ : 

mahogany cabinet of distinguished design and a victory for mass production in reducing radio 


finish. 


two-tone 


exquisite 


Then see the Crosley line at Crosley 
including the new “50” . . . now 


prices. 
dealers . 
on display! 


See it . hear it. View the refreshing beauty 
of its solid mahogany cabinet. Operate it your- 
self. Watch the stations, written in on the 
graphic dial, parade before you and usher in 
their programs with unerring accuracy. Sharpen 
the selection with the Crosley Acuminators. 
Release inspiring volume by means of the 
Crescendon. 











Qine-dial control Vou The new Croaley ail 

find your station, then metal shielded chaasis 

write ite lettera on not only aide in pro ; ‘ P 7 . ’ ° : , 
the graphic dial, lo ducinga astounding # Know Ww 4 he ights . In tone * volume, selec - 
eating it enre and lectivity, hut atand ’ > « sens . ‘ ; ° 2 ’ 
for all, to turn to ardizes manufacture tivity anne en itivity . . radio of moderate 
whenever your fancy and helpr make poss price has reached! 

dictates. hle the price of $50 


THE CROSLEY RADIO CORPORATION, CINCINNATI POWEL CROSLEY, Jr., President 
which are licensed under Armstrong U. S. Patent No. 1,113,149 or 
and other patents issued and pending. Owning 
All prices without accessories, 


Crosley manufactures radio receiving sets, ce 
under patent applications of Radio Frequency Laboratories, Inc., 
and operating station WLW, first remote control super-power station in America, 
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The Crosley Musicone, an- 
nounced little more than a 
year ago, introduced a _ revo- 
lutionary speaker principle 
and took the radio loud 
speaker market by storm. 


lts overwhelming popularity, 
which has involved the _ re- 
placement of hundreds of 


vad 


2 


f 
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thousands of old type loud 
speakers, establishes beyond 
challenge the Musicone’s su- 
periority. 


And now Powel Crosley, Jr.. 
announces . 
Super Musicone! 


This larger 16-inch cone util- 
izes the same Crosley patent- 


> 
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. the Crosley 


is 





ed actuating unit as the 
smaller Musicone . . . and 
this, not the cone shape, is 
the secret of Musicone excel- 
lence. 


it offers, by virtue of its 
larger proportions, still more 
superb volume. It produces, 
especially in the bass, still 
richer resonance! 


The 12-inch Musicone has been reduced to $12.50. Also at $32 in the form of a beautiful Console, in 
which both receiver and batteries may be placed. 


THE CROSLEY RADIO CORPORATION, CINCINNATI, OHIO 


MUSICONE 


COSTS LESS 


CROS 


For Catalogue 
Write Dept. 132 
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OUTSTANDING 

FEATURES OF 

CROSLEY RADIO 

DEVELOPED BY 

POWELL CROSLEY 
Jr 
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THE 
CRESCENDON” 


When, on ol 
. » 


dina 
v\ radios, ears 
y must strain 
to catch a 
station mil 
away, a turn of the 
Crescendon on Crosley 
radios instantly swell! 
reception to ruom-fill 
ing volume 


An-exclusive Crosley 
feature, ALIL- METAL 
SHILLDED CHASSIS 


~*~ 


This truly great radio 
achievement, found ‘in 


several Crosley sets, 
furnishes a substantial 
frame for mounting 


elements, produces ex 
cellent alignment of 


condensers, shields the 
units from each other, 
prevents interstage, 
improves the stability 
of the cireuit, in 


creases selectivity and 
Suvyves costs hy at anal 
ardizing this phase «a 
manufacture 


THe SINGLE-DIAL 
STATION SELECTOR 


Nothing in radio 
equals the joy or the 
convenience = of single 
dial control Crosley 
single drum control 
onables you to fina 
the stations sought 
without log book or 
‘tuning.’ 


THE 
ACUMINATORS” 


Crosley Acumina 
| tors provide 
| sharp tuning 
where reception a. 
spreads broadly 
over dial, easily 
tune out local 
and bring in far sta 
tions. Ordinarily, once 


adjusted and they 
need not he tmiched 
again 

USE O POWER 


TUBE 


Power tube ad 
aptability mark 
the Crosley ‘*h 
50°’, “o 75 
and REI, 
sets Thi fea 

ture typifie 
Crosley provision §§ for 
best radlo receptlor 
at moderate = cost 





QUALITY 
AND BEAUTY 
| IN CABINETS 
“ AND CONSOLES 


? 





Ree 


2 
. 


“+ 





“He Came, She Saw, 
e Conoguered ” 


Hop C Conn er 
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Friend Bill, th’ hardware dealer, thot 
He saw a chance t’ make 

Some money outta cleaners, so 

He sent out salesman Jake: 

He gave him lists of people, who 
Had “looked,” but didn’t buy,— 

T’ try his luck, an’ see if he 

Could learn th’ reason why. 


Now Jake, some people thot, was queer, 
‘Cause if he had t’ do 

Two things,—he’d always choose fer first. 
Th’ hardest of th’ two: 

So now he read th’ list o’ names, 

An’ chose a place t’ go 

Where lived th’ “hardest boiled of all 
Th’ folks in “banker’s row.” 


He knocked, an’ gained admittance to— 
This finest home of all, 

An’ lost no time in ’fessin’ up, 

Th’ object of his call: 

He showed th’ mistress of th’ house 
Th’ many different ways 

A cleaner’d save her time, an’ put 
More hours in all her days. 
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She listened close, t’ every word, 
An’ watched th’ cleaner run; 

Then took th’ thing in hand, herself, 
T’ see just how ’twas done: 

She “tried” it on a rug er two— 
She thot was good an’ clean; 

But, gosh!—she got a lot o’ dust,— 
From them, with that machine! 
She “tried” attachments, too, until 
Most everything was clean; 

Then said she thot it best t’ wait, 
Till “John’’ came on th’ scene: 

Fer tho she liked th’ cleaner well 
Enough t’ buy today— 

Her John might think th’ price too high, 
An’ more than she should pay. 


Now Jake, so wise, pretended to 

Believe th’ “end” had come; 

So started gatherin’ up his things:— 
But he was thinkin’ some,— 

An’ ’twasn’t long, till he had spilled,— 

In just a casual way,— 

Th’ news that Mistress Blank had bought 
A cleaner, just today. 


~~. Th’ lady’s dark eyes flashed a bit, 


An’ then she says, says she, 

“Young man, if what yo’ say is true,— 
Just send one up t’ me! 

Fer if my laundress can afford 

T’ buy a cleaner, new,— 

An’ pay a price like that fer it,— 

I’m gonna have one too!” 
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145,317 Eurekas Shipped—the Greatest 
First 6 Months Eureka Dealers 
Have Ever Known 














Again a new world record for electric cleaner sales 
has been set! 

25,831 more Grand Prize Eurekas were sold from Jan- 
uary to July, 1926, than for the same period a year ago, 
That's a 25°) increase in units sold and a 32°% 
increase in dollars and cents over the best previous 
first six months in Eureka history. Think of it! 

Yes, sir! Eureka sales started up years ago and 
have never stopped climbing. Far more Grand Prize 
Eurekas are sold day in and day out than of any 
other “make” of electric cleaner. Every year Eureka’s 
share of the total sales of the electric cleaner industry 
continues to be greater. 

The verdict of popular approval and the nation-wide 
preference of buyers never pointed more plainly to 
any electrical appliance. 

It must be plain to any dealer in electrical and house- 
hold appliances who wants real sales volume and 
profit in electric cleaners that Eureka and Eureka 
alone presents an opportunity that fully meets these 
requirements. 

Write or wire the’factory for an interview with our 
nearest sales manager. 


See the Eureka Exhibit at the Sesquicentennial Expo iwion, 
Philadelphia, Exposition Building 





















Remove the Bag—Watch it Pour! 


Remove the bag pass the Eureka over one 
small section of a rug with a quick, snappy 
stroke. You'll be amazed at the cloud of 
dirt discharged from the fan case. Anc 
remember, just a surface cleaning does not 
explain the torrent of dust and dirt. Yes, 
sir, High-Vacuum’’,as built intro the Eureka, 


gets the dirt the deeply embedded dirt. 
EFuREKA VACUUM CLEANER Company, Detroit, U.S.A. 


eC Largest Manufacturers of Vacuurt Cleaners in the W orld 
be Foreien Bran rhe . Fi h ’ Street, 


7. Canadian Factory, K it hener, ontario 
~e, : . 
es ¥ London W. C. 1, England; 58-60 Margaret Sveet, 


Cyhe Gran Piz It Gets 


Re the Dirt 
CUR CLEANER N 


ey, Australia 
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Two Minute 
Lamp Study 


We believe that in the 
future many lamps 
for the home will be 
9urchased because they 
have traceable lineage 
and may be used con 
sistently with what 
evel ety of deco 
ration ma y bye ey 

ployed in the room for 


which thev are in 
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of ‘“‘well bred” 
trace 
and 
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Courtesy Khourt Studios 


Breton Pottery Lamps 


Q ABULOUS prices are being paid in Brittany for old furniture, 17th Century chests, 

I8th Century closed beds and wardrobes, just as peasant furniture in all old countries 
is now commanding big prices. 

If these pieces of furniture are to be placed in modern homes for every day use, they 
must have companionable lamps. While modern electricity is necessary, it must be car- 
ried in a medium which is in harmony with the furniture as, for instance, the Brittany 
pottery which we are illustrating. 

In describing the old Breton furniture, Good Furniture says: “The decoration went 
through a continuous evolution, beginning with simple ogives, copied from the architecture 
of the church, after which zigzags, crosses, lozenges, tooth-points, swastikas, rays, leaves 
and interlacings were added.”” This might well describe the designs on the pottery, which 
are vivid in coloring, like the sails one sees on the Brittany coast. 

We show a group of pottery vases mounted, all ready to be wired, and one made into 
a lamp, with a plain taffeta shade, with cross grain band at top and bottom. There is so 
much color on the pottery that a plain shade is quite necessary, and silk seems the bet- 
ter medium, and as the background of the pottery is putty color the putty colored shade. 
with blue, green or orange band makes an appealing combination. 

These lamps, while happy companions for old Breton furniture, are equally charming 
in modern interiors utilizing odd pieces of many periods, their bright, gay, free designs are 
especially good with modern taffeta, chintz and linen slip covers. 
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cleaning 
principle 


that is easy to understand 
yet most thorough of all! 


Most housewives already know what double 
action cleaning is. Those that don’t can be 
shown in a minute. The mere explanation 
that it means two actions at the same mo- 
ment—a motor-driven brush and_ strong 
suction—puts across the idea of thorough 
cleaning in half the time. And, then you 
can prove it in a demonstration. ‘There ts 
no cleaner that can get as much dirt in as 
short a time—for no other cleaner has the 
same principle. 


Sell the double action Premier Duplex for 
double sales and double profits! 


Women demand these advantages, too. 
A cleaner that needs no oiling. 

A cleaner that glides lightly. 

A cleaner that will clean for a lifetime. 
The Premier Duplex IS this cleaner. It 
combines all these’ advantages. 


If you do not already carry the Premier 
Duplex, find out about it now. We offer 
worthwhile franchises—specialized for depart- 
ment stores, electrical and hardware dealers. 
Write us today and ask. 


upie 


ELECTRIC VACUUM CLEANER CO., Inc. 
CLEVELAND OHIO 
Manufactured and distributed in Canada 


by the Premier Vacuum Cleaner Co.. 


Lid., Toronto. 
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Buying One Line—or More—for the 


Electrical Goods Department 


ers asked us to pass along to 
other electrical goods buyers 
and sales people the query as to 
whether the dealer should confine his 
stock to one line or buy two or more 
lines or parts of several lines. So 
we put this query into ELECTRICAL 
Goops and asked for a discussion. 
The replies we have received are 
interesting and, we believe, very sane. 
First, we put the question to the 
buyer for a store that does a very 
large business in electrical goods, 
sales running well into the hundreds 
of thousands. His answer was, in 
effect : 


Ses time ago one of our read- 


A Big Store View 


“We put a heavy advertising pres- 
sure behind the appliances we sell, 
advertising them by brand name and 
add our own guarantee. We would 
hardly dare to put this connection 
of store and brand before the public 
for a single line, for fear the manu- 
facturer might decide we were so 
closely pledged to his line that we 
could not quit. 

“Other factors are: In a store the 
size of ours we are practically com- 
pelled to carry nationally advertised 
lines and a complete price range. I 
do not recall any manufacturer who 
makes the price range. 

“However, ours is an unusual case. 
I know this, for I know problems of 
smaller stores by experience.” 

It is interesting to note that those 
who have written on this subject see 
the electrical goods line as including 
table and kitchen appliances, electric 
cleaners, the laundry line and toilet 
articles—in fact all appliances that 
can be used in the home to lessen 
labor and increase comfort. 

J. H. Couden of Manlius, N. Y., 
speaking for the small city type of 
progressive store, says one difficulty 
would be to find a really complete 
line that would be satisfactory in all 
items. His idea is to select from 
the best known lines one which in 
price and style most nearly meets 
what the merchant believes to be the 
needs of his community, being sure 
of course that it is a reliable line, 
then fill in with the best items from 


other lines. “For the average 
dealer,” he says, “attempting to stock 
all lines would be running a museum 
instead of a store stock.” 

Some manufacturers, he notes, 
may be weak on a certain item and 
it is well to duplicate that item from 
a line that is popular. He writes: 

“I think it would be idiotic to 
offer to Mrs. Jones six different 
makes of toasters at practically the 
same price. I think it would be just 
as idiotic to tell Mrs. Roberts: ‘No, 
we haven’t the XYZ iron, that is so 
heavily advertised and everybody is 
talking about, because we handle the 
ABC line.’ Another piece of idiocy 
would be to tell Miss Brown, who 
really cannot spare the money for 
something better; ‘No we cannot sell 
you a curling iron for $1.40 because 
the ABC people, whose line we sell, 
do not make a curling iron at that 
price.’ ”’ 

Hazel J. Freeman of Bridgetown, 
N. S., also represents the small city, 
progressive store. She starts her 
opinion by saying there is no “yes” 
or “no” answer. She writes: 


The Small Store Problem 


The small store cannot afford the 
space for several styles or makes of 
one article, nor the time necessary 
for the salesman to study the special 
advantages of several lines, nor the 
capital for stocking them. The 
smaller store, especially in the smal- 
ler town, has a clientéle that is just 
learning of the many uses of elec- 
tricity. 

“As it costs money to stock several 
lines, why not help your customers 
in their electrical education by teach- 
ing them to use one reliable, well 
known make? This would permit 
carrying a fuller stock and permit 
fewer mistakes in buying. Then, 
too, in the smaller towns, friends 
like to buy the same make of article 
their friends have and recommenda- 
tions from friend to friend is a 
power in making our sales. If an- 
other make is offered as ‘just as 
good’ and it proves satisfactory, this 
customer is likely to believe that 
‘any make will do.’” 

Miss Freeman does not want to 
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encourage loose buying. She wants 
to tie customers to her store. 

Now we come to two opinions from 
larger stores. 

Mrs. Jennie Carter, demonstrator 
for the Elder & Johnston Co., Day- 
ton, Ohio, would make the basis of 
the stock a standard line and carry 
it complete and, she adds, “carry all 
of the repair parts.” The last, she 
considers, very important. She 
would center effort on this line but 
also stock such reliable items as are 
not included in this line and also 
such items as are needed to complete 
the price range desirable for the 
store. 


Confusing the Customer 


Mrs. Carter says that it often be- 
comes confusing to the customer to 
offer several makes of the same ar- 
ticle at practically the same price. 

E. L. LaMountain, of the electrical 
department of a large Canadian 
store, prefers to build the stock by 
careful tests of the articles offered. 
As in many large stores, national 
advertising has much weight with 
Mr. LaMountain’s idea of acceptance 
of an item but he would not stock 
an item that is unworthy merely be- 
cause it is advertised. 

Now we have a suggestion offered 
by a buyer for a large store who does 
not care to have his name used. In 
his opinion, the stock of varied makes 
is not difficult to sell, if the sales- 
people are trained along the right 
method for this sort of selling. He 
groups percolators of several lines 
and his salespeople do not admit 
quality difference in these lines, 
which are similar in quality and 
price. The customer is offered choice 
on style alone, just as though all of 
the percolators are made by the same 
manufacturer. This method of sell- 
ing, he says, requires special and 
careful training. 

This page, we believe, is the be- 
ginning, not the end, of the discus- 
sion, so send in your opinion. 

We will add another question—it 
is this: 

What items do you believe belong 
in the electrical goods department? 
This is a wide open question. 
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L&H Electrics 
Table Stoves 





Electrical Goods Section 











Citi” fz 


There's a Size 
and Style 
for Every Purpose 


LECTRICS 


TRADE MARK 





Profit from the sale of these practical, popular ranges and ap- 
liances. L&H Electrics supply the need for appliances that can 
e depended upon for satisfactory service. Their improved features 

and their handsome designs appeal at once to the prospective 
customer. 

The L&H Electrics Ranges have won recognition everywhere for 
their superiority in design, construction, desirability and ease of 
operation. The Full Automatic Time and Temperature Controls, 
the rust-proof porcelain enamel finishy the one-piece ovens with 
rounded corners and their other ‘mportant advantages are selling 
points of demonstrated strength 


Note this fact also, that when the sale of an L& H Electrics Range 
is made, you are not going to have a lot of calls for “servicing.” 
They are built to operate to the customer’s satisfaction. 


Write for information on this profit-making line. 








—_— 


A. J. LINDEMANN & HOVERSON CO. 
435 Cleveland Ave. Milwaukee, Wis. 
Branches at 

405 Lexington Ave., New York, N. Y. 

1636 14th Street, Denver, Colo. 

2626 W. Washington Blvd., Chicago, III. 

715 Bryant Street, San Francisco, Cal. 
In addition to the articles shown here, our line 

of Electric Appliances a'so includes: Hot Plates, 


Curling Irons, Waffle Irons, ““Turnsit” Toasters, 
Urn Heaters. Testing U.ens, Air Heaters, etc. 
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It’s Easy to Avoid Motor Troubles 


W hile 90 per cent of appliances will be used on alternating current, 60 cycles, the 
merchant must be on the watch for the other 10 per cent. 


ing and aggressive merchandis- 

ing methods, complete satisfac- 
tion to the customer is essential if 
the device is to “stick” and the mer- 
chant make his profit. In the minds 
of the purchaser, the motor is as in- 
tegral a part of the device as the 
engine in an automobile—and fail- 
ure of the motor falls back on the 
seller of the appliance. 

To learn by experience that mo- 
tors will not run on wrong frequency, 
wrong voltage or under other im- 
proper conditions is not only expen- 
sive, but harmful to the reputation 
of the dealer. 


ik these days of installment sell- 


Kinds of Current 


It is hoped that by explaining 
some of the fundamental principles 
of electric currents and motors, and 
specifying a few simple “dos” and 
“don'ts,” trouble and expense may 
be saved the dealer. 

Let ‘us not go into the theory of 
electricity with its ramifications. No 
one knows exactly what it is, and it 
will be sufficient if we concern our- 
selves with its manifestations and 
characteristics, as exhibited in the 
appliance field. 

In a major way there are two 
types current—direct current and al- 
ternating current. The former was 
the first method of distributing cur- 
rent commercially, but has been suc- 
ceeded by alternating current, which 
is now found in over 95 per cent of 
the wired homes of the country. 

The principal centers of direct 
current are in the business sections 
of the large cities, such as New York, 
Chicago, St. Louis, Detroit, etc. It 
might be well at this time to indi- 
cate that these particular districts 
are slowly being converted into al- 
ternating current. However, the 
present existence of these direct cur- 
rent centers makes it necessary for 
a certain proportion of washing ma- 
chines, ironing machines, electric re- 
frigerators and the like to be 
equipped with direct current motors. 

As many of the dealers’ stores are 
located in these direct current dis- 
tricts, demonstrating machines are 


By H. J. FRANCIS, 


Salesmanager Fractional Horsepower 
Motors, General Electric Co. 


often equipped with direct current 
motors, and care should be exercised 
that these demonstrators are not 
shipped out to the purchaser whose 
home may lie in alternating current 
territory. The direct current motor 
will not operate on alternating cur- 
rent. 

Dealers in rural or suburban ter- 
ritory may perhaps come in contact 
with another direct current—32 
volts. The majority (but not all) 
of the farm lighting plants consist 
of a gasoline-driven generator, pro- 
ducing 32 volt direct current. All 
rural sales should be carefully 
checked on this point, and the proper 
motor installed on the device. 

A third type of direct current mo- 
tor may at times be required. This 
is the 220 volt motor, for operation 
on 220 volt lines, which is essential- 
ly commercial, or factory, voltage as 
differentiated from household volt- 
age. Dealers selling appliances to 
shops, factories, hotels, laundries or 
other places of business would do 
well to determine in advance on what 
voltage the purchaser is going to put 
the device. 


larictics of Alternating 


Turning to alternating current, 
which we have noted makes up prac- 
tically all our current supply, we are 
confronted with five ratings of cur- 
rents, and a motor must be supplied 
to the customer in accordance with 
the current supply at his home. Al- 
ternating current is supplied at dif- 
ferent frequencies and will be found 
in 90 per cent of the homes to be 
110 volts, 60 cycles. This may be 
considered the standard rating, and 
the great majority of appliances are 
so equipped. 

As a general rule, only one fre- 
quency is supplied by any one gen- 
erating station. We find the light 
companies who furnish odd frequen- 
cies scattered about the country in 
spots. 

For instance 25 cycle motors must 
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be supplied in many localities in and 
around Buffalo, N. Y.; 30 cycles in 
Grand Rapids, Mich., and Gary, Ind., 
territory; 40 cycles in the Adiron- 
dacks region, and 50 cycles in Cali- 
fornia. This is by no means a com- 
plete list of the locations of these 
four frequencies, but will serve to 
illustrate that their existence will be 
found to be general in a given local- 
ity. 

These same five frequencies, 25, 
30, 40, 50 and 60 cycles, are, of 
course, also found on the 220 volt 
line of alternating current, which, 
like 220 volt direct current, is sel- 
dom found in some homes, but prin- 
cipally in industrial locations. 


Order According to Facts 


It would thus be well for a dealer 
to predetermine the type of current 
existing where his place of business 
stands, as well as in the districts in 
which he plans to sell, and so order 
his machines from the manufacturer 
that they will come equipped with 
the proper motor. This will save de- 
lay in changing motors. Some of 
the larger motor manufacturers can 
be of assistance in this direction 
through their local affiliations. 

All the above applies particularly 
to washing machines, ironing 
machines, dishwashers, household 
pumps and electric refrigerators. 
All washing machines are equipped 
with one current rating motor which 
must be changed to conform to rat- 
ings other than that given on its 
nameplate. The same is true of iron- 
ing machines, with one notable ex- 
ception where a series wound uni- 
versal motor is used. 

Household pumps and refrigera- 
tors likewise require a direct current 
motor of proper voltage, or an al- 
ternating current motor of proper 
frequency and voltage. Dishwashers 
are sometimes equipped with one 
current motors, sometimes universal 
motors. 

When we come to vacuum clean- 
ers, we find a device where a series 
wound universal motor is furnished 
which may be used on either direct 


(Continued on page 58) 






















































































Consistent high quality is an unfailing 
sign of efficient production. 

The unvarying quality of Voss Washing 
Machines is a natural result of fifty years’ 
experience in producing standard models 
to sell at popular prices. 

The real 
market for 
Washing Ma- 
chines is 
made up of 
people with 
limited in- 
comes. The 
Voss is a high 
grade machine, priced to sell to the largest 
market. There is a big profit for every 
dealer who can supply this demand. Voss 
Washers make this possible. 














VOSS BROS. 
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Retails $94 


Heavy copper tub. Cast Aluminum lid. 
Aluminum wringer. 12” cushion rolls. In- 
closed mechanism. Folding bench. All metal 
floating agitator. 


If you want to increase your 
washing machine sales, write to- 
day for complete information. 


MFG. CO. 


DAVENPORT, IOWA 
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Ready for the Big Heater Sale 


| X TRA—AIll about the big 
heater sale—nation-wide 
preparation for making 
comfortable the chilly mornings and 
evenings. 

Great conservation of fuel, in- 
crease of comfort and elimination of 
swear words that accompany fire 
building. 

The manufacturers have started it 
and it is up to the dealers to carry 
on. The situation comes about like 
this: In the search for an idea to 
popularize electrical appliances, the 
manufacturers hit upon the plan 
now called the “Concurrent Adver- 
tising Campaigns,” which means 
that a considerable number of man- 
ufacturers of appliances have agreed 
that during certain periods they will 
feature certain appliances in their 
advertising, instead of printing pic- 
tures and prices of the entire line 
of appliances—as has been a habit. 

Last spring the idea was given a 
trial. In March the toaster was the 
subject of national advertising and 
selling. Later the percolator had a 
month of publicity. 

The results were such that the 
Commercial National Section of the 
National Electric Light Associa- 
tion set a further program. And so 
we have these dates: 

Sept. 6-Oct. 15—Heaters. 

Oct. 15-Dec. 25—Gift line. 

February—Waffle irons. 

March—Toasters. 

April—Percolators. 

Any merchant who sells electrical 
goods, and who believes in advertis- 
ing, should make note of these dates 
and arrange his window displays, his 
local advertising and mail campaigns 
to connect his efforts with the ad- 
vertising that is placed in the na- 
tional magazines covering’ these 
dates. 

The national advertising will be 
most prominent in the leading wom- 
en’s magazines, and one obvious sug- 
gestion for window display in this 
connection is to use one or more of 
these advertisements in connection 
with the display of the merchandise, 
either in the window or counter dis- 
play. It is, of course, excellent prac- 
tice to make obvious the connection 
of your merchandise with that na- 
tionally advertised. Unless such con- 





nection is made, the average reader 
of such advertising frequently does 
not connect the local dealers’ stock 
with the advertisement she has read. 

Manufacturers are preparing 
special follow-up and show-window 
designs, and other dealer helps for 
these campaigns, and these can be 
had for the asking. 

Sometimes we are inclined to think 
that such appliances as heaters are 
in very common use, and to believe 
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| CHILLY? 


THIS HEATER WILL 
KEEP YOU WARM 


PRICE 
ONLY 


$0.00 


: Obtain cut and descriptive 
' 





if material of heater direct 
so. 


from manufacturer. 
D One. two and three inch 
own 


cuts available. 
Balance 


Monthly 


Don't start and stop the furnace at 
every change in the weather. Get | 
this heater now and use on chilly 
days. It gives warmth instantly. 


| (INSERT LOCAL NAME AND ADDRESS HERE) | 
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This is one of the advertisements 

suggested for dealer use as tieup 

with the national advertising 

campaign. We do not agree that 

an article as low in price should 
be sold on time payments 


there is a small field of sale for them. 
The Commercial National’ Commit- 
tee estimates that there are 1,320,- 
000 heaters in use and 11,886,000 
wired homes without heaters. If 
these figures are representative of 
the wired homes in your community, 
only one in twelve of the homes 
where electricity is used has a 
heater. 

The electric heater is one article 
that has suffered somewhat from 
over-selling. It might as well be ad- 
mitted at the start that at the usual 
prices of electric current a heater is 
not economic for heating a house or 
even a room in cold weather. The 
present intent is not to promote the 
heater in the place of a stove or fur- 
nace in cold weather. 

For chilly mornings and evenings 
the heater is economical. On such 
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mornings and evenings when it is 
cool or damp enough to be uncom- 
fortable but not sufficiently cool to 
warrant a fire in the furnace, the 
heater comes in as a comfort and 
health-making device. The use of a 
heater at such times will keep away 
ills so often due to chilliness, will 
make an ill or well person comfort- 
able at far less cost than the build- 
ing of a fire in a stove or furnace. 

Because most of us have been used 
to building or having built fires in 
stoves or grates for cool evenings or 
mornings, we have forgotten to count 
the cost of such an operation. Just 
make a careful estimate of the cost 
of building a fire of coal or wood, 
and you will get a sales argument 
for the heater. 

Another great advantage of the 
heater is that it can be used where- 
ever there is a lamp socket or other 
electrical outlet. It serves in the 
bathroom, dining room or living 
room, as occasion demands. Hun- 
dreds of people have found new 
pleasure in porches when they have 
realized that the heater will supply 
the necessary touch to make a fall 
evening in the open-air sitting room 
comfortable. 

Heaters make excellent window 
displays. Last spring, when the un- 
expectedly cool weather in late May 
and early June made a surprisingly 
good demand for heaters in late 
spring, a hardware merchant at- 
tached several heaters at the top of 
his show window and arranged the 
wiring so that one at a time each 
was in operation just long enough to 
bring about a good glow. It was 
like a series of flashing giant lamps, 
and attracted much attention, not 
only to the heaters but to the win- 
dow generally. 

Using a heater by the door, per- 
haps just outside, on a chilly, damp 
morning often causes the urge that 
prompts the purchase of one. 

There are places for many heat- 
ers, and the people who are daily de- 
manding more comfort in the homes 
will buy if you present your case in 
the right manner. 

Specifically, homes where there 
are invalids are usually a good 
prospect. A baby is often the 
reason for the heater purchase. 











Sanger Brothers— 
largest department store 


Electrical Goods Section 














in Dallas 


Flashlight Department— 
main floor, center aisle 
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Proud of. 


Flashlight Department’s success, say 
Sanger Brothers, of Dallas, Texas 


“Our Flashlight Department,” they write, 
‘Gg located on the main aisle of the street 
floor. Flashlight sales and the attractive 
profit on the line justify this location. Fur- 
thermore, we use display-windows quite 
frequently, featuring the entire line of 
Eveready Flashlights and Batteries. 


“When we have a window-display, our 
sales increase materially. At times we also 
use a wall display-case at the main en- 
trance. . We have two salesladies per- 
manently in our Flashlight Department, 
but find it necessary to add more during 
the holiday season. 
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“To tie our business in with Eveready 
national and local advertising, we feature 
Eveready Flashlights and Batteries in our 
local newspaper advertising at regular in- 
tervals. We also circularize our charge 
accounts.” 

Take a tip from Sanger Brothers. Dis- 
play genuine Evereadys prominently . . . 
for profit! 


Manufactured and guaranteed by 


NATIONAL CARBON COMPANY, Inc. 

New York San Francisco 

Atlanta (Chicago Kansas City 
Canadian National Carbon Co., Limited, Toronto, Ontario 


EVEREADY 


FLASHLIGHTS 
& BATTERIES 


-they last longer 

















REYNO 


TRADE MARK AEG. U.S. PAT. OFF. 





UTE WINS 


BY COMPARISON } 


That is why REYNOLITE 
products have taken their 
places in national markets 
and are now outselling all 
others in their field, making 
new friends and customers 
every day. Month after 
month they are leading all 
sales—profit by their popu- 
larity. 








REYNOLITE molded elec- jr bry ® 


trical convenience fittings 
and devices have success- 
fully challenged the world 
—and WON! On any basis 
of comparison — material, 
design, construction, price, 
and merchandising policy, . 
—REYNOLITE products 5 J 


have stood out supreme. 

















OLITE Devices Now Accepted Standard 
Stock Up Now For Fall Sales 


REYNO 


Saeact maaan Y v.@, PAT. OF 


From Coast to Coast, REYNOLITE devices And the REYNOLITE sound merchandising 
have won instant recognition from both dealer policy is equally appreciated by the dealer. It 
and consumer. They have literally sold on sight. aids him in his sales and protects his profits. 
When shown in comparison, the buyer immedi- REYNOLITE products are sold only by recog- 
ately chooses REYNOLITE—“That’s the one nized electrical dealers—they are never found 
I want!” Their graceful design, beautiful finish in other merchandising channels or unfair com- 
and color, sturdy construction, and obvious petition. REYNOLITE dealer helps, window 
convenience, make them the fastest selling line and counter displays, publicity and missionary 


work are real dealer cooperation. 


both o ‘ 


E vont IN — SU's 


ha: m 


ever presented. 








pret 


~~, 






; 





The REYNOLITE Masterpiece Line is the 
most complete made by any one manufac: 
turer. It is the most flexible and adaptable 
line on the market, saving materially on the 
dealers stock investment and shelf-room, 
affording quick turnover. Investigate this 
money-making system! 
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New Devices Will Arrive For Your Fall Sales 


Just Out! Ready Now! 


the new g-color lithographed bright, attractive and com- 
window display for you. pelling—it brings ’em right in! 






Appl ance 
E ittings 
te - 





REYNOIIT 


TAACE MARK AEG. U.S. PAT. OF 


COMPLETE WINDOW DISPLAY, D-300, SERIES 2 


Don’t wait another day, send now for make it mosteffective. Mounted on ex- 
this sales-making display, a real profit tra heavy board, itcan beused forstore 
builder. Itsbrightcolorsand realaction decorationafterremovalfrom window. 


It not obtainable from your jobber, write us direct. 


406 MAGH AEG. U.S. PAT 


© REYNOJITE Division 





REYNOLDS SPRING COMPANY 
JACKSON, MICH., U.S. A. 


Sales Offices in All Principal Cities 
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New Goods to Sell 


Illuminated Holly Wreaths 


A holly wreath wired for Christmas 
decoration of show window, shops and 
private homes has been brought out by 





J. B. Timberlake & Sons, Jackson, 
Mich. The complete wreath No. 50 has 
glazed muslin leaves with bright red 
berries of natural holly size, and small 
red mazda bulbs. To complete the ef- 
fect, the wreath is tied with a three- 
inch width red satin ribbon. The 
manufacturer claims that the wreath 
looks exactly like real holly and has 
the advantage of lasting from year 
to year. The electric set and ring com- 
pletely wired, to be trimmed by the 
purchaser as desired, is also sold. The 
wire is connected to a lamp socket. 





Beaver “Handle Cap” Plug 


The Beaver Machine & Tool Co., Inc., 
Newark, N. J., has just placed on the 
market an improvement in attachment 
plugs, to be known as the Beaver 





Handle Cap Plug. As shown in the 
illustration the new feature consists of 
the cap portion of the standard sep- 
arable plug being made in the form of 
an elongated handle. This cap handle 
gives the user a substantial hold and 
facilitates directing the blades in the 
slots. The blades are somewhat longer 
than standard so that the plug will 
hold in more securely. 





Day-Fan 7 Receiver 


One of the new models brought out 
by the Day-Fan Electric Company, 
Dayton, Ohio, is the Daycraft 7, a single 
dial control. The mechanism is of 





chassis construction, all working parts 
being carried on a steel framework in- 
dependent of the cabinet, increasing 
its strength and rigidity and shielding 
the set. All battery and ground wir- 
ing is connected to a multiple plug at 
the rear of the set and cable is fur- 
nished for connection to batteries. 
Separate plug and cable for antenna. 
Internal wires are grouped into a cable. 
The circuit has three stages of radio, 
detector, two stages of transformer 
coupled with one stage of resistance 
coupled audio amplification. Straight 
line amplification is provided by means 
of a new design. Mahogany cabinet: 
22 in. wide x 10% in. high x 10% in. 
deep. Illustrated with console base. 





Freed-Eisemann Model 30 





A six tube, shielded two-control re- 
ceiver, in mahogany cabinet, with ma- 
hogany sloping panel, is one of the 
new models recently brought out by the 
Freed-Eisemann Radio Corporation, 
Junius Street and Liberty Avenue, 
Brooklyn, N. Y. The set has modified 
straight line frequency condensers; 
battery cable; wired for use with power 
tube. Embossed bronze plates on panel 
and wave lengths etched on scale. 


Stewart-Warner Model 415 





The Stewart-Warner Speedometer 
Corp., 1826 Diversey Building, Chi- 
cago, Ill., has brought out a new re- 
producer Model 415. The manufac- 
turer claims that the actual element 
working on an unique principle de- 
veloped by Stewart-Warner, is capable 
of supplying tremendous volume of a 
remarkable range without distortion. 
The reproducer resembles the drum 
headlight of an automobile, though it 
is larger and shallower. Finished in 
greenish bronze, high lighted to a 
pleasing effect. Height 13% in.; width, 
11 5/11 in. and depth 5% in. 
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Burns Hi-Lo Speaker Unit 


The American Electric Co., State 
and Sixty-fourth Street, Chicago, IIl., 
recently brought out a speaker unit, 





for which they claim remarkable re- 
production of tone from the lowest to 


highest register. This model is made 
in an extra large size, the three models 
illustrated being the Hi-Lo, Concert 
and Burns speaker units, all manufac- 
tured by the American Electric Co. 
For the convenience of those having 
sets which do not have the proper con- 
denser built in the plate circuit, the 
Hi-Lo unit is equipped with the neces- 
sary condenser. This can be detached 
if desired. The Burns Hi-Lo unit is 
arranged to be used on Burns loud 
speaker horns or can be furnished with 
attachment for a phonograph. 


Freshman Aristokrat 6-F-10 


One of the models brought out by the 
Charles Freshman Co., Inc., 240 West 
Fortieth Street, New York City, is the 
Aristokrat 6-F-10, a burled walnut 
console receiver with ioud speaker in- 
corporated. Among the special fea- 
tures of the 1927 line are: All-metal 
panel and sub-panel; the manner of 
telephone cable wiring of the low po- 
tential leads; the speedometer type of 
tuning controls; auto type rheostat 
controls, affording minute filament ad- 
justment and non-microphonic socket 
suspension. The second stage of audio 
frequency amplification is designed to 
accommodate a power tube, if desired. 
A jack is used in the output of the first 
stage of audio frequency amplification, 
into which can be plugged the power 
amplifier unit, which the company also 
manufactures. “C” battery connec- 
tions are also provided, and with the 
“‘A-B-C” power supply unit which the 
company makes, the entire receiver can 
be operated from the light socket. 
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Model 35, six-tube One Dial receiver, less 
tubes and batteries, but with battery cable, $70.00 


1926-1927 


Policy, line, prices, advertising — are right 


many pages in color. A list of newspapers with 
18,000,000 circulation. Posters on 4,358 billboards 
in and around 199 cities with a population of nearly 
40,000,000. A profusion of new dealer helps — new 
window and counter displays, stuffers, and a mail cam- 
paign going direct to prospects from the dealers’ stores, 





N°? wonper Atwater Kent dealers are jubilant over 
the Fall and Winter sales outlook. Look: 

The sales policy—So satisfactory last year that it 
stands pat for 1926-1927, without the change of a 
comma. 

The line—Four Receiving Sets. Five, six or seven 


ATWATER KENT 
















tubes. Genuine One Dial operation, without auxiliary 
tuning devices; or three dials for those who prefer. 
Tone, selectivity and range of all models again improved 
by Atwater Kent engineering. 

Three Radio Speaker models. One of them offers a 
new decorative note—duo-tone color. 

The prices—Receivers from $60 to $140, includ- 
ing battery cable attached to each set. Radio Speakers, 
designed to bring out the best in Atwater Kent Receivers, 
from $16 to $23. A price for every customer. 

The advertising — Radio’s greatest campaign. 
Fifty-one consumer magazines with 20, 347,533 circu- 
lation. A// kinds of magazines — general, women’s, boys’, 
farmers’— monthlies and weeklies. Many back covers, 





Model 30, six-tube ONE 
Dial receiver. Less tubes 
and batteries, but with 
battery cable, $85.00 $140.00 


Model L Speaker, 
dark brown crys- 
talline finish, 
$16.00 


Write for illustrated bootlet telling complete story of Atwater Kent Radio 
ATWATER KENT MANUFACTURING COMPANY 
4736 Wissahickon Ave. 4. Atwater Kent, Pres. Philadelpbia, Pa, 





Model32,seven-tube One Dial 
receiver. Less tubes and bat- 
teries, but with battery cable, 


bearing the dealers’ own names. 


And the Atwater Kent Radio Hour— a power- 
ful goodwill builder for dealers — Radio’s finest pro- 
gram, broadcast weekly over a far-flung network, with 
special concerts outside the WEAF chain. 

That’s the lineup. No wonder Atwater Kent dealers 
are jubilant. Who wouldn’t be? 

EVERY SUNDAY EVENING: The Atwater Kent Radio Artists 


bring you their summer program at 9:15 Eastern Daylight Time, 
8:15 Central Daylight Time, through: 


0! New York a a ee eo ee Buffalo 
eee Ws oes 3 wee a Detroit 
WEA ..ccccee Goneimnat With. . +o s#< ste Chicago 
0 oe Washington wees ota Minneapolis- 
KSD ae aio) ao 6 @ 2s Ot. Louis Ot, Paul 











Model 20, Compact, five- 
tube Three Dial receiver. 
Less tubes and batteries, 
but with battery cable, 
$60.00 $21.00 


Model H Speaker, 
dark brown crys- 
talline finish, 


Prices slightly higher west of the Rockies and in Canada 
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Counterphase Eight 





Among the new products in the 1926- 
7 line manufactured by the Bremer 
Tully Mfg. Co., 532 S. Canal Street, 
Chicago, Ill., are the Counterphase re- 
ceivers “Six” and “Eight.” The Coun- 
terphase circuit is used with one re- 
jector stage, three tuned radio fre- 
quency stages, a detector and three 
audio stages with power tube output. 
Individual shielding of radio frequency 
and detector stages. Operates on short 
indoor antenna. Small panel conceals 
controls when set is not in use and 
forms hand rest when tuning. Special 
features are: Visual indicator for wave 
length reading of stations, individual 
calibration of each receiver; one sta- 
tion selector and ultra-selectivity. The 
“Six” is the same in general desi 
as the “Eight” except for one less radio 
frequency stage and one less audio 


stage. 





The Toastmaster 














An automatic electric toaster, known 
as the Toastmaster is being manufac- 
tured by the Waters-Genter Co., 2135 


N. Second Street, Minneapolis. Two 
levers are pressed down when the 
bread is placed in the oven slot. The 


levers come up automatically when the 
toast is cooked, turning off the current 
and raising the toast above the top of 
the toaster. 


Armstrong Automatic Range 
The Armstrong Manufacturing Com- 
pany, Huntington, W. Va., have placed 
on the market an electric range, having 
four burners, 1 ring type enclosed 1500 
watt, 2 ring type of 1000 watts each 
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and 1 special enclosed type 720 watts. 
The cooking top is 20 in. x 20 in. The 
oven 14 in. x 14 in. x 19% in. is heated 
by 1 1500 watt open type and 1 1000 
watt open type. All units are three- 


heat. Total wattage 6.1 K. W. Con- 
trols: Full automatic for time and 
temperature. Size of range: 37 in. 


high, 23 in. long, 25 in. deep. Wall 
bracket mounting. Weight 165 pounds. 
A toaster and waffle iron in a specially 
designed compartment. Voltage 110- 
220, 2 or 3 wire systems. 





Dim-a-lite Bathroom Bracket 





i é 

The Wirt Company, 5221 Greene 
Street, Philadelphia, Pa., has just 
placed on the market a new porcelain 
bathroom bracket number 102. This 
is an all porcelain bracket with a half 
shade, intended to place over a mirror 
and having five changes of light. 





Electric Refrigerator 


The General Electric Company, 
Schenectady, N. Y., have announced an 
electric refrigerator, Type DR-2, de- 
signed for small apartment or home. 
This refrigerator embodies the char- 
acteristics of G. E. larger machines, 





the refrigeration mechanism being con- 
tained in one unit. The motor, com- 
pressor and all moving parts are her- 
metically sealed in a compact steel 
case. he mechanism is entirely en- 
closed and requires no attention for 
lubrication or mechanical adjustment. 
The location of the refrigerating me- 
chanism on top of the cabinet elimi- 
nates all service valves and pipe con- 
nections. A_ single-cylinder, single 
acting oscillating-cylinder compressor 
is used. The model is 28 in. wide, 60 
in. high over the unit and 24 in. deep. 
Two freezing trays are provided. The 
cabinets come in two finishes; white- 
ivory lacquer enamel and white-ivory 
vitreous porcelain, fused on steel. 
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FADA Receiving Sets 





The F. A. D. Andrea, Inc., has re- 
cently placed on the market two 
receiving sets known as the FADA “8” 
and the FADA “6.” The “8” em- 
bodies four stages of audio frequency 
amplification, detector and three stages 
of audio frequency amplification. Com- 
bination straight line frequency and 
straight line wave length condensers, 
the former for lower wave lengths and 
the latter for the higher stations. The 
control switch on the face of the panel 
gives instant on or off operation and 
also connects at will to the first, second 
and third audio stages. The power 
tul» being ig: y on the last stage is 
alv.ays in use, if the set is being oper- 
ated on six tubes, the circuit carries 
direct from the detector tube through 
one of the audio stages and then to 
the power tube. The “8” is in a table 
type cabinet or a console model with 
space for batteries or power supply. 
The “6” is patterned after the “8,” but 
is somewhat smaller in mechanical 
dimensions and has three stages of 
radio frequency, detector and two 
stages of audio frequency amplifica- 
tion. The set may be operated on one 
or two audio stages and the power 
tube remain always in use. 





L. & H. Electric Heaters 


Among the products brought out by 
the A. J. Lindemann & Hoverson Co., 
345 Cleveland Avenue, Milwaukee, 
Wis., are three models of electric 
heaters. Model 402 is a 14 inch square 
type reflector, 19 inches high. The 
extra deep reflector is of solid copper, 
high!y polished. Eight feet of heater 
cord with separate terminal and at- 
tachment plugs are supplied with this 
model. Model 401 is a 12 inch square 
type reflector, of solid copper, built 
extra deep for heat. This model is 
supplied with a 7% foot heater cord, 
separate attachment plug. Model 400 
has a 10 inch extra deep copper re- 
flector. Models 401 and 400 have cast 
iron oval base and back of heater fin- 
ished in two-tone amber. All models 
use the screw-in type heating element. 











~ A Demonstrated 
SUCCESS! 


The proof of success is ORDERS! 
Public and trade have accepted 
Greist clamping lamps. ne 
jobber alone has this season dis- 
tributed 1000 dozen Super Lamps! 


This year’s Super is designed bet- 
ter, and in more hhesusifiel fenieinen: 
than ever....but the price remains 
the same. 


The most interesting clamping lamp assort- 
ment we have ever offered is ready. 


Write Us 


THE GREIST MFG, CO., 
NEW HAVEN, CONN. 


Foreign Representatives: 


H. W. Beers Electric Co., 8. A., la San Juan De Letran, 5, 
Mexico, D. F 

L. G. Hawkins & Co., Ltd., 30-35 Drury Lane, Kingsway, 
London, W.C. 2 

Menzies & Company, Ltd., 439 King Street, West, 
Toronto, Canada 

Slade, Allan & Company, 181 Clarence Street, 

Sydney, Australia. 








Adjustable Lamp 
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GREIST LAM 


HARLE LITHO. GO.. ROCHESTER 
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Your Christmas Stock? 


Certainly it 1s time to be sure that you are going to have a 
fair showing of novelties and seasonal goods. 


NLY a few weeks hence re- 
() tail advertisers will be warn- 

ing the shopper “Only 00 
more shopping days until Christ- 
mas.” 

We wonder if all electrical goods 
buyers fully realize “how few buy- 
ing days for Christmas goods.” 

Manufacturers are freely predict- 
ing severe shortages in many de- 
sirable Christmas lines. They say 
jobbers and retailers have been ex- 
tremely cautious about placing 
Christmas orders this year, and as 
a consequence heavy production was 
delayed and they believe now that 
they cannot meet the late demands. 

Business is good. Commodity 
prices are at lower levels, employ- 
ment is excellent and wages are hold- 
ing up, which means that the great 
mass of spenders throughout the 
country have more money for arti- 
cles not exactly necessary to exis- 
tence, and this includes Christmas 
merchandise. 

Every article in the electric ap- 
pliance line lends itself to Christ- 
mas sales, because appliances are 
beautiful and useful and they lessen 
labor. What better gift is there 
than greater enjoyment of life. Ap- 
pliances have every quality of a 
Christmas gift except that of use- 
lessness—which once seemed to be 
the ideal of Christmas giving, but 
recently has been on the decline. 

The one needed touch for appli- 
ances as gifts is Christmas boxes 
or wrappings, touches of ribbon 
and holly. Most manufacturers sup- 
ply Christmas packages, and if your 
manufacturer does not, you can eas- 
ily supply them yourself—if you get 
into the market early enough. 

Perfumes and other cosmetics have 
always been standard for Christmas 
giving, and it is easy to transfer this 
thought to electrical beautifying ap- 
paratus. The relationship is defi- 
nite. 

In this day of Christmas funds, 
pools or whatever they may be called, 
the resulting unusual sums of money 
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are often used for some high priced 
article for the family. These fam- 
ilies are the ones that need wash- 
ing machines, ironers, electric clean- 
ers and the like. Properly worded 
advertising, setting forth the luxury 
of ownership of these articles, should 
be able to win some of this pool 
money. 

Suggestions for electrical Christ- 
mas sales always bring tree lighting 
outfits to mind. There has been a 
wonderful advance during the years 
these outfits have been on the mar- 
ket. Unfortunately some manufac- 
turers are still making them on a 
price basis. These outfits require 
too much current, give poor service 
and often are dangerous. A part of 
the satisfaction for selling electrical 
tree outfits is that of eliminating 
the extreme danger of the flame 
candle—on the altar of which so 
many lives and so much property 
have been sacrificed. 

The improvements in tree lighting 
outfits have enhanced the beautiful 
effects obtainable, so that they now 
exceed the best obtainable from 
flame. Illuminated stars, unusual 
design lamps, brilliant reflectors and 
other newer products lend to the 
joy of the occasion if they are good 
products. 

Recently there was an idea with 
many persons that they can do spe- 
cial wiring for Christmas decora- 
tions, buying wire and miniature 
lamps. Often incompetent persons 
do this work, and the results are 
disastrous. Special wiring of Christ- 
mas trees caused a number of fires 
last year and is a growing menace. 
It is well within the province of the 
salesperson to inquire as to the com- 
petence of the purchaser of such 
supplies to do the work. 

Certainly no dealer wants to make 
the electrical Christmas the human 
sacrifice of the flame Christmas. 

Artificial Christmas wreaths, stud- 
ded with miniature lamps, is one of 
the novelties that has caught on and 
deserves a place. 
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Make Money With Trimm 


Complete Line—A Speaker for Every Purpose 





The New Trimm Cone 


It reproduces with true definition 
every instrument, every tone, 
every pitch of voice or instru- 
ment, throughout the entire scale 
of audible sound. It brings to 
radio the deeper and higher tones 
so frequently missing from radio 
amplification. 


The Trimm Cone embodies an en- 
tirely new principle of vibratory 
transmission, here used for the 
first time. Unquestionably the 
last word in radio reproduction. 
This will be the season’s biggest 
money maker for every retailer 


and jobber. 
16 


More Advertising 


the Trimm Sales and Advertising Pro- 
gram is as complete asthe line. As al- 
ways, The Trimm Line will be heavily 
advertised, to trade and public, local 
newspaper advertising placed when rep- 
resentation permits. Consumer demand 
and acceptance for Trimm Products, 
built up for years, will be still further 


increased. 


Electrical Goods Section 


The Trimm Line for 1926-27 offers 
areal opportunity for substantial, 
profitable Speaker Business. There 
is a Trimm Speaker particularly 
suited to every set you sell, a 
complete line of every accepted 
type—at prices to meet the wishes 
of all buyers. 


Better Values Than Ever 
Good Advertising 
Substantial Profit 


Trimm Speakers have always been out- 
standing values. They give the radio user 
more for his dollar than he could possibly 
get elsewhere. And always and at all 
times Trimm products pay to the trade, 
wholesale and retail, a satisfactory and 
substantial margin of profit. This year 
Trimm Speakers, refined and still more 
improved, are greater values than ever 
and your profit is assured. 


A Real Guarantee 


A lifetime guarantee on our products, 
full dealer support and a fair and square 
deal for trade and public, make Trimm 
Speakers easiest to sell and keep sold. 


Let us send you full information about 
Trimm Speakers, prices, policies and sales 
program. Write, or wire at our expense. 


List Prices 


HEADSETS 


Professional - - - $5.50 
Dependable - - - 4.40 


PHONODAPTERS 


Giant Unit - - - $10.00 
Little Wonder - - 4.50 


SPEAKERS 
Trimm Cone - - $16.00 
Concert - - - - 25.00 
Entertainer - - - 17.50 
Home Speaker - - 10.00 


(Prices slightly higher west 
of Rocky Mountains) 


Trimm Concert 


The leading high grade 
horn reproducer, still fur- 
ther refined and improved 
for this season. Extra large 
diaphragm. Reproduces 
faithfully and with tre- 
mendous volume and beau- 
tiful tone every note of 
voice or instrument. No 
finer Horn Type Radio Re- 
producer has ever been 
made. Volconite Horn, 22 
inches high—15 inch bell. 
Famous Trimm Adjust- 
ment for tone and volume. 


$25 











Trimm 
Entertainer 


Slightly smaller than the 
Trimm Concert, a quality 
reproducer medium priced. 
Also has Volconite Horn, 
goose neck type, stands 
19% inches high, 12: nch 
bell. Large diaphragm gives 
marvelous sweet, full musi- 
cal tone and wonderful 
volume. Trimm Lever Ad- 
justment for tone and 
volume. 


$17.50 


Trimm Homespeaker 


The most popular low 
priced goose neck 
speaker ever produced. 
Tens of thousands in 
use and every user 
pleased. It out- per- 
forms speakers selling 
at prices twice or more 
the price of Home- 
speaker. Big volume, 
fine tone—a thoroughly 
satisfactory speaker ata 
wonderful price. Stands 
18 inches high, has 12 
inch bell, real Volconite 
Horn. Factory adjusted 
unit, no blasting, dis- 
tortion or false tones. 
You can make moncy 
on this one. 


$10 


Send this Coupon “Now! 
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TRIMM RADIO MFG. CO. | 
24 So. Clinton St., Chicago, Ill. | 


Send me at once full information covering the com- 
plete Trimm Line for 1926-27. 





Name .. 
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Did you know that 
the radio receiver 
used by great broad- 
casting stations to 
listen to their own 
programs is the 


DAY-FAN 


This announcement 
breaks in the Satur- 
day Evening Post full 
page Sept. 11th fol- 
lowed by a total of 22 
full pages in the Post, 
Literary Digest and 
Liberty with a circu- 
lation of Over six 
million every month. 





If you think you can 
sell such a receiver— 
if you want a square 
deal and the backing 
of a 37-year-old com- 


pany, write 
DAY-FAN ELECTRIC 
COMPANY 


DAYTON OHIO 




















Electrical Business Briefs 


RANKLIN S. TERRY, who died at Black Moun- 
} tain, N. C., late in July, won a high place in the 

electrical industry through his work in the de- 
velopment of the incandescent lamp market. He was 
65 years of age and his first job in Ansonia, Conn., was 
with the Ansonia Electrical Supply Co., and this com- 
pany later sent him to Chicago as branch manager. In 
the latter city he became interested in the incandescent 
lamp business. His first activities were to take this 
business out of the ruinous inter-industry competition 
and to consolidate all branches for the promotion of 
electric lighting. After he sold his company, the Sun- 
beam Incandescent Lamp Co., to the General Electric 
Co., he became associated with B. G. Tremain as man- 
agers of the National Lamp Works. In the development 
of this company, the managers were agreed as to 
methods. First they realized their obligation to the 
public to produce the best product at the lowest price, 
and the company’s obligation to its employees. The 
efforts of the managers were at all times directed to- 
ward the selection of people who “belonged” in their 
plan of work, rather than the making of people to their 
plan. 


———s 





The Couzens Ice Machine Co. announces the removal 
of the sales offices from Lima, Ohio, to Detroit, which is 
the first move of the sales campaign that has been in 
the planning for the past nine months. The company 
is now entering the electrical refrigeration market 
aggressively. The new offices of the company are in 
the First National Bank Building, where Senator 
Couzens maintains his personal offices and can keep in 
close contact with the work. Technical developments 
of the Couzens Ice Machine Co. are under the direction 
of Frank Andrews, who built an electrical refrigeration 
plant for a restaurant in Lebanon, Ohio, in 1909 and 
nas been giving his attention to this work since then. 





— 


Harry S. Schott, since 1913 associated with the 
Eveready line, has been made general sales manager 
of the National Carbon Co. Mr. Schott’s connection 
with the Eveready line of flashlights, radio batteries 
and dry cells began in 1913, when he assisted in carry- 
ing out the first national advertising campaign on behalf 
of this line. Since then he has been associated with the 
sales for this line in Canada and the Eastern States. 
He has been assistant general sales manager for the 
National Carbon Co. since 1924. 


ee ie ee 


The Williams Hardware Co. of Clarksburg, W. Va., 
wholesale distributors of Atwater Kent Radio, were 
hosts to 100 of their retail dealers, chiefly hardware 
merchants, at Clarksburg, Aug. 1. The territory is 
northern West Virginia and western Maryland. The 
meeting was a training school for the 1926-27 season. 
A well planned program covering all points of the radio 
dealers’ activities was given, the speakers having been 
selected for their knowledge of the various subjects. 
D. B. Williams welcomed the visiting dealers and J. S. 
Dagney of the Pooley Company spoke on the style ele- 
ment; J. A. Jaud of the Atwater Kent Mfg. Co. out- 
lined the company’s plans for the selling season. E. M. 
Freligh of the Bankers-Commercial Security Co. out- 
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The Beautiful New AM PLION Cone 


e's = The Amplion Cone is the result of 
over two years deliberate, intensive 
experimenting—subjected to the most 
rigid tests and comparisons by the 
corpsof* The House of Graham” scien- 
tists. For, true to Amplion tradition, 
a cone speaker could be introduced 
only after it was proved worthy of 
bearing the Amplion name! . .. Con- 
sequently, the Amplion Cone repre- 
sentsa time-perfected development — 
totally diflerent in appearance, con- 
struction and results—loud, clear, sen- 
sitive and realistic in tone—complete 
in musical range. Artistically, a mas- 
terpiece in two-tone mahogany; 14" 
x 14"x9”. Reasonably priced. Na- 
tionally advertised. The money-mak- 
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and ine ~ The Complete 


The AMPLION Amplion Line for 1926-27 
PATRICIAN Priced from $12.00 to $45.00 


R all of the famous group of Amplions, known throughout the 
world as the Dragon Type, there always will be a popular demand 
wherever the use of an air-column type of loud speaker is desired, 


The addition of the Luxurious Amplion Patrician and the new 
Amplion Cone now rounds out the most comprehensive line of radio 
reproducers on the market. 


—a line which offers Dealers the prestige and the absolute guarantee 
of “The House of Graham”—the world’s oldest and best known man- 





Model AA 18 — List $45.00 ufacturers of radio reproducing instruments—since 1887, pioneers and 
Remarkable 48-inch aircolumn, with standard Amplion leaders in the field! 
unit, ae pg a agg cabinet. ae 
directi to t mous Amplion sensitivity an , 
daiee. cetnenedal brings a new, softly diffused mellow- NATIONALLY ADVERTISED 
me taney Manche hy way mh ee in these class and popular publications: Literary Digest, Popular Science Monthly, Na- 
tional Geographic, Scribner's, Atlantic Monthly, American Review of Reviews, World's 


Work, Harper's Magazine, The Golden Book, Popular Radio, Radio Broad- 
cast, Radio News. Supplemented by intensive Newspaper Advertising in your 
The AMPLION DRAGON local territories, and a strong battery of Dealers’ Selling Helps. 
If you are not already in line for Amplion, write us at once for name of Jobber 
AR 19 — List $42.50 in your territory and for complete details of the Amplion Sales and Advertis- 
ing Campaign. 


This is the AMPLION model that 
is used as standard in the engineers TEIF AMPLION CORPORATION OF AMERICA 


ing departments of leading radio 


manufacturers throughout the Suite F, 280 Madison Avenue New York City 
world, wherever broadcasting exists. Tse 
From season to season, the AMP- The Amplion Corporation of Canada Ltd., Toronto 


IION DRAGON continues “‘a 


world’s best seller’, by reason of 


the unapproached efficiency of its 
electro-magnetic and acoustic sys- 
tems. Famous for unequalled sensi- 
tivity to speech and musical signals 
~—forclarity, naturalness and volume 
without distortion. . .. The mahog- 
any-~-finished paneled flare is 20'4 
inches high, 14'4 inches diameter. 
Hinged base permits tilting to any 





angle. 
DRAGON MODELS PHONOGRAPH ATTACHMENTS 
AR19 Amplion Dragon List $42.50 AR 111 Amplion penice List $24.00 AR 345 Amplion Concert Grand List $20.00 
AR 114 Amplion Junior de Luxe List $27.50 AR 102 Amplion Dragonfly List $12.00 AR 67 Amplion Standard Unit List ‘$12.00 
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THE TUBE WITH THE SENSIBLE GUARANTEE 
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Uniform Y 
and Good 


“The construction of 
a dam is no better 
than its supports — 
they are equally im- 
portant. 


There are three elements 
in a radio tube—The 
slightest movement in re- 
lation to each other 
causes a characteristic 
change, invariably dis- 
qualifying the tube. 


THE NEW SUPERTRONS 
HAVE SUPPORTS THAT TIE 
THE THREE ELEMENTS 
INTO ONE UNIT 


The Base and Supports 


are Isolantite 


All types—at the public demand prices 


 - & ee $2.00 
 » a Pereree 2.25 
SV 199 small....... 2.25 
SV 199 large....... 2.25 
4 aay 5.00 
PD ok iia ve awnas 2.50 
8 a 3.00 


SUPERTHEON Half .. 4.00 
SUPERTHEON Full .. 5.00 


In Canada slightly higher. 


SUPERTRON MFG. CO., Inc. 
Hoboken, New Jersey 


Branch Ofice—30 N. Dearborn S8t., Chicago 
Beport Dept.—220 Broadway, New York City 


SUPERTRON 
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lined the plans for time payment sales; R. E. Smiley of 
the Atwater Kent staff spoke on the value of the dealer 
franchise; F. E. Harding of E. T. Cunningham, Inc., 
represented the tube business; H. B. Hileman of Car- 
bon Products Co. on the dry battery, and M. W. Hein- 
ritz of the Philadelphia Storage Battery Co. on that 
phase of the business. The meeting closed with an 
inspirational dinner program. The guests assured the 
Williams Hardware Co. that they believed the day well 


spent. 


A movement for the organization of a National Radio 
Protective Committee, of which the chairman of the 
Radio Section of the Associated Manufacturers of Elec- 
trical Supplies will be acting general chairman, is being 
led by Associated Manufacturers. Invitations to par- 
ticipate have been issued to Radio Manufacturers 
Association, National Association of Broadcasters, 
American Radio Relay League and the Broadcasting 
Committee of the Radio Section of the Associated Man- 
ufacturers of Electrical Supplies. This committee, it is 
planned, will take an active part in the development of 
legislation to control broadcasting, which is so greatly 
needed, especially since the Department of Commerce 
is deprived of all power in this connection. This activity 
is being developed from the offices of the Associated 
Manufacturers of Electrical Supplies at 30 East 42nd 
Street, New York City. Frederic Nicholas can supply 
full information. 





Forty-five of the 50 radio dealers in Dayton, O., are 
members of the Dayton Radio Dealers Association, and 
sales conditions in that city indicate what can be ac- 
complished by clean cut association work. John E. 
Saum, president of the association, told of the activities 
at the recent Day-Fan radio convention and asked the 
Day-Fan dealers present to work for better conditions 
and better profits in their home cities. 





C. F. Jaques has been named salesmanager of the 
Acorn Division of the Standard Gas Equipment Cor- 
poration, makers of gas and electric ranges. Mr. Jaques 
has been associated with stove merchandising for 40 
years, beginning in a retail hardware store and for 16 
years he has been selling Acorn stove to dealers, first as 
a traveling salesman, then as a district manager and 
now as salesmanager. 





Graybar Electric Co. has opened a sales and ware- 
house branch at 51 Chapel Street, Hartford, Conn., in 
charge of J. W. Saliadine. This makes 59 distributing 


houses for the Graybar Co. 





A total of $22,602 was paid to 2,172 employees by the 
General Electric Co. during the first six months of this 
year for suggestions. These suggestions ranged from 
safety devices to improved manufacturing methods. 
The payments ranged up to $500 each. 





The General Electric Co. is distributing a 32-page 
illustrated booklet under the title “The G-E Farm 
Book,” which describes many uses for electricity on the 
farm in an interesting and instructive manner. 





Harold S. Fletcher, for several years active in sales 
of hardware and automotive products, has been made 
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says about its reliability 
and \ow service costs 





Have handled Coldak for five years 


.. Read what thts company 








faction to our customers. 


Coldak electric refrigerating machines ..+. have always given the utmost satis- 
Prior to taking on the Coldak Machine, we had handled 
three different makes ...- so we are not without experience. We found the 
Coldak to be the most reliable machine we know of, rarely calling for anything 
more than slight adjustments, and our service on these machines has been negligible. 
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HE S. L. Prentiss Company of Boston 

have been selling electric refrigeration 
almost since the industry started. Their expe- 
rience has not been limited to one line, they 
have handled many lines — and discontinued 
them to handle Coldak exclusively. 


When a company has grown up with the 
electric refrigerating industry as this company 
has, they know what they are talking about. 
When they say Coldak is the most reliable 
machine they know of, it is not theory—it 
is a lesson they have learned from experience. 


Coldak is reliable because it is the utmost 
in simplicity. It has the fewest number of parts 
with which perfect refrigeration can be supplied 
under all conditions. No belts, pulleys, pistons, 
crankshafts, or reciprocating parts — fewer 
parts to get out of order, wear, or need servicing. 


Coldak is so ruggedly constructed that it 
should give your customer perfect refrigeration 


for the rest of his life. The only attention re- 
quired by Coldak is an occasional oiling of the 
motor. Service costs are Jess than half those 
of other machines. 


The Coldak line is complete. There is a vari- 
ety of cabinet sizes to suit the smallest home or 
the largest mansion. There are also Coldak 
units without the cabinet, which can be in- 
stalled in any refrigerator. The machine used is 
exactly the same as that in the Coldak cabinet 
models. It is quiet. It makes no more sound 
than a small electric fan. Installation is simple. 


Coldak has proved itself. The first Coldaks 
installed over six years ago are still giving un- 
interrupted service. The Coldak dealer receives 
hearty cooperation from the company. Coldak 
represents the biggest opportunity in America’s 
fastest growing industry. Investigate this state- 
ment. Use the coupon to get complete informa- 
tion on Coldak. 


COLDAK 


CORPORATION 
(ght West Fortieth c Street: New Yo rh City 


COLDAK MANAGED 
by 


J. G. WHITE 
MANAGEMENT CORPORATION 


» » » 


The superiority of Coldak over 
other types of electric refrigeration 
was so convincingly proved by a 
thorough investigation that the 
services of the J. G. White Manaége- 
ment Corporation were secured to 
direct plans for increased produc- 
tion and distribution. 


PETIT 


CotpaKx CorPORATION, 
8 West 40th Street, 
New York City. 


7 


© C. C., 1926 
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Please give me addi- 
tional information about City 
Coldak Electric Refrig- 
eration and your plans 
for distribution. 
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Make 
Our 








a he You 


(| Our national advertising is 
featuring the popular Aladdin 

number described below. 

This public- 

ity will pay 

you’. generous 

profits — IF 





vou are 
READY 
with Aladdin 
Lamps in 
stock. 


In every home you 
serve, according to a 
recent survey. there 1s 
a market for FOUR or 
FIVE Aladdin Lamps. 


Write tor our 
Catalog and Com 
plete particulars, 
and let our adver- 
tising help you 
realize these pos- 
sible sales. 
No. 9436. Silver and 
Black, Robins Egg 
Blue, or Old Ivory fin- 
ish with exquisite hand 
painted parchment 
shade (beaded and 
trimmed with. ruch- 
ing ). 





No. 9436 


A sample at $10.50 net; quantity 
price in lots of six, $8.75. 


Aladdin Mfg. Co. 
601 East 18th St. 


Muncie, Indiana 


Mm ALADDIN 


\ LAMBS — 


“Lighting Over a Million Homes 
Tonight” 








| sales manager for Amsco Products, Inc., of New York. 
_Mr. Fletcher’s most recent engagement was that of 
| sales manager for the Radio Division of the Apco Man- 








ufacturing Co. 


Coming Radio Shows 


September 13-18—Third Annual Radio World’s 
Fair, Madison Square Garden, New York. 

September 13-18—Winnipeg Radio Show, Alex- 
ander Hotel, Winnipeg, Man. 

September 27-October 2—Fifth Annual North- 
west Radio Show and Northwest Radio Trade 
Association Convention, Kenwood Armory, 
Minneapolis. 

September 27-October 2—Sixth Annual Boston 
Radio Exposition, Mechanics’ Building, Boston. 

October 4-9.—Montreal Radio Show, Windsor 
Hotel, Montreal, Que. | 

October 11-17—Fifth Annual Chicago Radio 
Show, Coliseum, Chicago. 

October 18-23—Southwest National Radio Show, 
Coliseum, St. Louis. 

October 18-25—Buffalo Radio Show, Broadway 
Auditoriuin, Buffalo. 

October 25-30—Toronto Radio Show, Coliseum, 
Toronto, Ont. 

October 25-30—Second Annual Indianapolis Ra- 
dio Exposition, State Fair Grounds, Indian- 
apolis, Ind. 

October 25-31—Fifth Annual Detroit Radio 
Show, Convention Hall, Detroit. 





Avoid Motor Trouble 


(Continued from page 42) 


or alternating current, any frequency, provided the 
proper voltage is used. These motors will operate 


only on 110 volts, or on 220 volts, not both with same 
motor. The easiest way to consider there universal 
motors is to liken them to heating appliances, such 
as hair curlers, toasters, irons, heaters, etc., which 
will operate on any current, but only one voltage (if 
110 volts, a different device will be required for 220). 

It will not be amiss here to point out that these 
universal motors are built into the appliances they 
drive in such a manner that it is either impracticable 


_or impossible for the dealer to change motors. The 


| dealer should, therefore, consider what volt current 
he has to contend with, so that he can order accord- 


ingly. 


| 


To sum up, the dealer should check the appliance 
against the customer’s type of current as follows: 


Is the device equipped with a universal motor 
or a one rating motor? 

In either case, it will be necessary to definitely 
determine the voltage on which the device will 
be used. 

In the case of the one rating motor, the dealer 
must ascertain whether the current is direct or 
alternating, and if the latter, what frequency, 
or how many cycles, is being supplied. 

By such precautions the dealer will cut down motor 


‘complaints by eliminating elementary causes. 
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THE CORNER— 


The last lap of a race counts 
just as much as the first. The 
business that is just around the 
corner has just as much cash 
value as the business that walks 
into your store—the only differ- 
ence being that you have to go 
around after it. 

The nation-wide advertising 
on The New Standard Line of 
Lamps, ‘‘E” Contracts (to men- 
tion specifically), and the most 
comprehensive list of advertising 
aids in the electrical industry of- 
fer many opportunities for addi- 
tional sales to the Edison Mazpa 
Lamp Agent. 

Are you getting your share of 
“E” Contracts? Are you using 
the new window displays? If 
you can’t get around the corner, 
send sales aids for that business, 
































BENJAMIN 
Two-Way and 
Three-Way Plugs 


The easiest way 
to sell and make 
money with plu- 
ral plugs has been 
accomplished by 
the Benjamin Self- 
Selling Vending 
Carton. Here the 
fastest sellers have been gathered in a prac- 
tical assortment, and beautifully displayed in 
an enticing colored carton. Here every use for 
any plural plug is taken care of and all the 
sales making features in the plug itself—true 
quality, wear resisting aealingan compact- 
ness, and versatility in use—are obvious in 
this display. 


National advertising and generous dealer helps 
are giving Benjamin Plugs a tremendous sales 
push. And an unconditional service guaran- 
tee on each plug makes consumer satisfac- 
tion sure. 


—. 
A Profit of 
$373 


on a Dealers 


oxy anol a 
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This way you can concentrate on a single, money- 
making line and with a minimum investment in stock 
take care of every call for plural plugs. Rake in the 
profits, they're waiting for you. Order your first Ben- 
jamin Self-Selling Vending Carton now—your jobber 
can supply you —or remit $6.37 for each assortment, 
with your jobber’s name, to our nearest office. 


Benjamin Electric Mfg. Co. 
120-128 So. Sangamon Street 
Chicago 
New York: 247 W.17th St. San Francisco: 448 Bryant St. 


BENJAMI 
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Farm Market Investigation 
(Continued from page 21) 


This can be done in one of three ways. By hand 
clipping, by machine clipping, hand operated or by an 
electrical clipping machine. 

The latter outfit for any farm where electricity is 
available—a portable machine that may be suspended 
or set upon a floor standard, performs a real miracle 
in energy and time saving. 

You think nothing of seeing these electrical clippers 
in the barber shop and if you compare their quick work 
with the slower process of hand clipping, you can at 
once appreciate what you have to offer the busy farmer 
in these days of scarcity of good, reliable labor. 

As an indication of the growing popularity of this 
electrical device, it way be of more than passing in- 
terest to relate that one well known manufacturer in 
this field reports an increase of from ten to twenty- 
five per cent in sales from year to year—a sure sign 
that dairy farmers are deciding upon the advantages 
of electricity on their farms and also recognizing the 
superior advantages brought them by electric clipping 
machines. 

This same outfit is equally serviceable for clipping 
horses and with certain alterations, for shearing sheep 
—jn themselves, two additional arguments for the dealer 
in presenting the idea of electric clipping to the farmer 
or sheep-raiser. 

And now step for a moment into the milk room of one 
of your modern dairy farms where electricity is avail- 
able as a power source. 

At one end of the room is a cream separator and near 
by a churn, both operated by a small electric motor, 
with a feed wire coming to it from a utility wall socket. 

It is related that one of New York’s leading hotels, 





Many merchants have entirely neglected the 

market that goes with the isolated electric plant, 

as well as that which follows the high line to 
the country. 
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COUZENS ICE MACHINE COMPANY, 1224 First National Bldg., DETROIT, MICHIGAN 





eon 


As early as 1909, Frank Andrews, 
now chief engineer of the Couzens 
Ice Machine Company, used sulphur 
dioxide as a refrigerant,in an electrical 
refrigerator which he built and in- 
stalled in a restaurant at Lebanon, O. 
Couzens-built Refrigeration is a direct 
development of this revolutionary 
device. Since that time, Mr. Andrews 
has originated, perfected and paten- 
ted many valuable features of elec- 
trical refrigeration. 
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SELL 
THIS 
ELECTRICAL 
TOOL 


of 


“ed; 
’ 
** 
fe 
"fedstacstavee 



































This 1001 Performs Yhree Separate 
Important Functions = (1) Strips 
armor from cable qui¢kly without 
injuring the wire—cann@t cut hands, 
clothing or the wire. (2) Knife cuts | 


cable, rubber covered wite, be 
to one-half inch outside’ diar 
(3) Pliers function like ga 
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Inc. 


TRIANGLE CONDUIT CO., 


Factories 
BROOKLYN, N. Y. CHICAGO, ILL. 


General Offices: 


Dry Harbor Road and Cooper Avenue, Brooklyn, N. Y. 
In Canada—Canadian Triangle Conduit Co., Ltd., Toronto 
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Farm Market Investigation 
(Continued from page 60) 


where quality is supreme, secures butter from a farm 
where milk is electrically drawn with a milking ma- 
chine and butter electrically churned and you may cor- 
rectly imagine that this farmer is well remunerated for 
a quality product. 

This is just one example of the real benefit from farm 


| electrification. This shows profit—not mere convenience 


or comfort. Show a farmer a sure profit and you’ve got 
him interested. 

And a good water system for the dairy barn, with 
modern electrical dairy equipment is a reasonable syn- 
onym for profit if he follows by securing a good market. 

And for this small portable electric motor, there are 
numerous farm jobs. 

Take a look at Uncle Henry and his “new-fangled 
grindstone.” 

Gone are the days of hand-cranking for Uncle Hank. 
He doesn’t have to chase around the corner of the cow 
barn after one of “‘the boys” to turn while he holds the 
axe. ' 

To employ a current campaign slogan, “‘Push the but- 
ton and let electricity do the work on the farm.” 

Here is another important piece of farm equipment 
for connecting up with a small electric motor of from 
3 to 5 hp.—the feed grinder. 

Agricultural authorities have put forth the opinion 
from tests actually made that there is an approximate 
gain of 15 per cent in grinding feed, over giving it to 
stock in the natural unground condition. 

The feed business in rural dairy sections is tremen- 
dous and to the farmer who owns and operates his own 
feed grinder, the saving in both time of hauling and 
cost of ground feed is an important one. 

We have referred to the alarming and growing 
scarcity of good farm labor. 

Farm electrification, when it can be undertaken with 


| reasonable and commensurate expenditure, is one of the 
_ answers to this problem. 


This is true for electrification of the various farm 


| units and, in reference to labor, the use of electrical 


power makes farm work easier and simpler and less 
drudgery for the hired help. And likewise, with home 
attractions as to living and working conditions not far 
surpassed by what the city or town has to offer, farm 
boys and girls are more prone to stay at home and 
take over the home place instead of leaving for the 
city. 

There are to-day in the United States some 650,000 
farms equipped with electricity, inclusive of home power 
plants and company power lines. 

The field of farm electrification is new. 

Electric power equipment offers a wide, wide realm 
and by reaching out into it, locally, we believe that many 
hardware dealers, in cooperation with the service rep- 
resentatives of the various manufacturers, can develop 
a substantial business for themselves. 

You know the farmers. 

Show them what they may expect in increased profit, 
service, time and labor-saving, convenience and comfort 
and we feel that we may safely predict a profitable re- 
turn from a survey of your local field for installing’ elec- 


trical farm power units. 





Trade Marks 





AUTOMATIC 





Reg. U.S. Pat. Off. 


REFRIGERATION 
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What Servel can say for itself 


OU can’t say more for an electric refrigera- 

tor, than it can say for itself. Servel has 
been proving itself since 1921. Its sales have 
grown far faster than those of any other electric 
refrigerator. 

Servel is one of the ‘‘ Big Three’’ of electric 
refrigeration. And it uses a colder refrigerant 
than the other two. 

Servel mechanisms and refrigerators are 
made entire in 4 Servel plants, with the excep- 
tion of the motor. Its manufacturing facilities 


6131-21 
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are more complete than those of any other 
electric refrigerator. 

Servel is sold by more electric light and 
power companies than any other electric re- 
frigerator,—and that means over 1000 central 
stations. Servel is sold, in addition, by the 
highest type of specialty dealer organizations. 


THE SERVEL CORPORATION 
S1 East 42nd Street, New York 
Salt Lake City 


Boston Detroit Minneapolis 
Seattle Dallas 


San Francisco Los Angeles 


London, England, Servel, Ltd. 


Chicago 
Atlanta 














“TIMBERLAKE” 
Electric Holly Wreath 


A Christmas decora- 
tion for the home, and 
also for store decora- 
tion which will be a 
knockout, this coming 
Christmas. Has a 
tremendous resale 
_ possibility to the best 
class of trade, as 
these wreaths can be 
used as a window dec- 
oration, or as a table 
decoration in 
the home. 
The wreath 
closely resem- 
bles real holly 
but will last from year to 
year, being made from 
imported glazed muslin 
leaves, with red berries. Elec- 
tric set has eight red mazda 
bulbs, 844 foot extension cord 
and connection plug, three 
inch satin ribbon tied in large 
bow, 
Write us at once for information 
if interested. As trimmings are 
imported we must know well in 


advance to insure having these 
trimmings on hand for your needs. 





















Patent Applied For 


We also sell this special electric set and ring, completely wired, 
but without trimmings, if vour customers wish to trim with their 
own materials. Ask for circular on Electric Wreaths. 


J. B. TIMBERLAKE & SONS, INC. 


JACKSON, MICHIGAN 


Sole Manufacturers 














SOMETHING NEW 





EAGLE [BASLE] winkER 


Priced 
(;uaranteed 
Exceptionally 
for 
Low 


One Year 


The smallest and neatest Flashing Plug on 
the market. 


IT FLASHES! 
Signs 
Decorations 
Christmas Tree Outfits 


Write us for complete catalog on 100 more such 
guaranteed specialties—all money makers for 


you. 


EAGLE ELECT. MFG. CO. 
58 to 60 Hall St. Brooklyn, N. Y. 
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Are You Getting Your Share of the 


Electrical Volume 
(Continued from page 28) 


ably no more than half of the central stations of the 
country have merchandise departments. The present 
proportion of electrical appliance sales handled by 
these companies may be estimated in 1926 as some- 
where between 15 and 18 per cent of the total sales 
volume.” 

As Mr. Sarnoff was speaking on behalf of a great 
company in which the General Electric and the West- 
inghouse Electric and Manufacturing Co. are asso- 
ciated, we are justified in making note of his estimate 
of the strength of the electrical departments in the 
regular merchandising institutions of the country. 

It merely means that electrified household equip- 
ment is accepted as regular household merchandise 
and the people of today are buying this merchandise— 
as is natural—where they formerly bought the non- 
electrified merchandise. This is added volume for 
established merchants in proportion as prices of elec- 
trified household equipment is greater than the non- 
electrified equipment. The difference between an elec- 
tric cleaner and the few brooms that would have 
served for the same period. 





“We Cannot Use Appliances and Lamps Well” 
E cannot use appliances and lamps well 
in our house,” said an incandescent lamp 


“W 
customer to the salesman when he offered 


to show her through the electrical goods department. 
The clerk was silent. He did not know what to say. 
He had nothing to offer but cords, which he did rather 
lamely, but the woman said all outlets were in the 
lighting fixtures in the center of the room and the 
cords were in the way when used. So the clerk 
marked this woman off as a prospect, but later he 
talked to the merchant about it. The merchant was 
more resourceful and called in an electrical contrac- 
tor and talked to him about prices of adding sidewall 
outlets in a case like this. The prices seemed amaz- 
ingly low to the merchant and the clerk and a few 
days later the clerk had an opportunity to tell what 
he had learned to the woman he placed on the no 
prospect list. She was so interested that she asked 
that the contractor be sent to her house. She then 
became an appliance customer and in the course of 
the next few months many small jobs were sent to 
the contractor and each one created a prospect. 
distributing a series of booklets on light sub- 
jects that cannot fail to be helpful to one who 
is interested in selling lamps. In the series are such 
titles as “Motor Car, Garage and Display Room Light- 
ing,” “Theory and Characteristics of Mazda Lamps,” 
“Calculation of the Lighting Installation” and “Office 
and Drafting Room Lighting.” These booklets, which 
are a part of the Bulletin Service, are technical only 
as needs be. The bulk of information is written en- 
tirely in a non-technical style and the technical tabu- 
lations are thoroughly explained. 





HE Edison Lamp Works of Harrison, N. J., 1s 











Apex Model 6 Receiver 





The Apex Electric Manufacturing 
Co., 1410 West 59th Street, Chicago, 
Ill., recently brought out three new re- 
ceiving sets and a battery table Model 
100. The receivers are Model 5 a five 
tube transformer amplifier. One dial 
control, illuminated. Walnut veneer 
cabinet 20% x 11 x 10. Model No. 6, 
six tubes, one dial control with wave 
length djal, illuminated to show when 
set is operating. Permanent battery 
cable marked with color code to permit 
of instant operation of set. Double 
impedance coupling. Walnut veneer 
cabinet 23% x 14% x 10%. Model No. 
16 six tubes, built-in loud speaker. 
Figure 8 coils for greater volume and 
clarity. Phone jack, which automatic- 
ally cuts off amplification and utilizes 
radio frequency and detector circuit 
only. Last audio stage for power 
tube. Walnut cabinet; size 23% x 14% 
x 16%. Model No. 6 illustrated. 





Apco “A” Battery Converter 

The Apco Manufacturing Co., Provi- 
dence, R. I., recently brought out a full 
automatic “A” battery converter, sup- 





plying “A” power from the lamp socket. 
When connected with the lamp socket 
and the “A” battery the converter 
keeps the battery at maximum effi- 
ciency. 





Bremer Tully Detector Socket 

















The UX Detector Socket, manufac- 
tured by the Bremer Tully Mfg. Co., 
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532 South Canal Street, Chicago, II1., 
is the same as the Absorber Socket, 
but with additional side mufflers, which 
the manufacturers claim positively pre- 
vent vibration from even starting and 
that the Absorber Socket and the De- 
tector Socket not only absorbs the shock 
and jars but snubs the vibration. Espe- 
cial attention is called to the long, yield- 
ing contacts and flexible connectors to 
terminals. Accommodates UX tubes. 





New Bussmann Light 


A new type of Bus light has just 
been announced by the Bussmann Mfg. 
Co., 3819 No. Twenty-third Street, St. 
Louis, Mo., to 
meet the demand 
for a light that 
is useful and or- 
namental. These 
new lights are 
equipped with 
transl u- 
cent parchment 
shades. in four 
dainty designs. 
The lights can be 
clamped or hung, 
and both the 
bulb and _ shade 
are adjustable. 


Radiotron UX-200-A 


The latest addition to the line of 
tubes produced by the Radio Corpora- 
tion of America, 233 Broadway, New 
York City, is the UX-200-A. This new 
detector tube has a low current con- 
sumption, long life filament and a vapor 
content. It is a supersensitive de- 
tector, particularly responsive to weak 
signa!s. The filament and plate char- 
acteristics are identical with those of 
the Radiotron UX-201-A as a detector. 
No change is necessary to use the tube 
in the detector socket of a storage bat- 
tery receiver. 
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Model B Stevens Speaker 


The Stevens Company, 46 East Hous- 
ton Street, New York, have recently 
placed on the market a “Model B” 
speaker having all the technical fea- 
tures of the larger model “A,” the 
“Burtex” seamless conoidal diaphragm 
and embodies a novel feature. The new 
speaker may be placed in the center 
of a room and its top tilted so that 
listeners in all parts of the room will 
hear an equal volume of sound 








Kodel “Standard Five” Receiver 





The Unitrol “Standard Five’ radio 
receiver, built by the Kodel Radio 
Corporation, 507 E. Pearl Street, Cin- 
cinnati, Ohio, incorporates the Unitrol 
feature, which the makers claim con- 
trols all three dials in absolute syn- 
chronism, although adjustments of the 
other two dials may be used to give 
maximum signal clarity and strength. 
The five tube receiver operates on 
either indoor or outdoor antenna, using 
dry cells, storage battery or eliminator. 
Housed in mahogany cabinet with slop- 
ing panel engraved in gold. 





New Balkite “B” 


One of the new models brought out 
by the Fansteel Products Company, 
Inc., North Chicago, II1., in their Balkite 
light socket line for 1926-27 is the 
Balkite “B,” which eliminates “B” bat- 
teries and supplies “B” current from 
the light socket. It is noiseless, em- 





ploys no tuLes and requires no replace- 
ments. Manufactured in three models: 
Balkite “B”-W, for sets of 5 tubes or 
less requiring from 67 to 90 volts; 
Balkite “B”-X, for sets of 8 tubes or 
less, capacity 30 milliamperes at 135 
volts; Balkite “B”-Y, for any radio set, 
capacity 40 milliamperes at 150 volts. 


Quietus No. 6001 
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A new instrument designed to elimi- 
nate local interference produced by 
motors on household appliances, either 
in the same house or coming in on 
power lines, has been introduced by 
the Day-Fan Electric Co., Dayton, 
Ohio. 
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COLLYER 
Silk and Cotton 


CORDS 
Plus 
This Display Rack 
Mean 
SALES 


This compact display puts the 
goods out in plain view. It is a 
salesman that is always on the 
job. 


Collyer Cords need no more than 
a quick examination to sell them. 
Their good quality is plainly ap- 
parent. 














Let us tell you more about these 
products and the display that 
makes their sale easy and steady. 


Collyer Insulated Wire Co. 
Pawtucket R. I. 























Anylite Regulators Come This Way 
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bpp. Regulators are mounted on a handsome 
counter card requiring only 6x 12 inches of 
space. When one card is empty, simply set up 
another already filled. No trouble at all. (Standard 
packages—50 or 100 Regulators.) 


For halls, bedrooms, bathrooms, nurseries, etc., Anylite Reg- 
ulators are a great convenience besides savers of electricity 





OTHER ANYLITE PRODUCTS 
Plural Plugs, Wall Outlet Plugs, Portable Switches, King 
Cole Aerial Wire and Magnet Wire. 


Write for full particulars 
ANYLITE ELECTRIC COMPANY, Fort Wayne, Indiana 
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Electrical Department 
Activities 


HE Electric League of Pittsburgh has successfully 
promoted an exhibition of a Red Seal Home. The 


home, after being open to the public for three weeks, 


was sold. It is interesting that the appliance equipment 
used was applied by Boggs & Buhl, Inc., a department 
store. This company supplied table lamps and fan for 
the living room; percolator set for the dining room; 


| electric range, refrigerator, cake mixer and iron for the 
_kitchen; waffle iron, toaster and percolator for the 


breakfast nook; electric washer, ironer and ice-cream 
freezer for the basement; vibrators, violet ray, heating 
pad, milk warmer, fans and curling iron for the bed- 
rooms. This firm has been active in Electric League 
affairs and works closely with J. H. Van Aernam, man- 


_ager of the League in that city. Much of the adver- 


tising done on behalf of the home was cooperative by 


_ the firms that supplied materials. 





The Conneaut (Ohio) News-Herald recently pub- 
lished a special section of that newspaper devoted to 


| electrical housekeeping. The occasion was the opening 
of the new offices of the Cleveland Electric Uluminat- 


ing Co., which supplies current for that community. 
This company, it seems, had located its offices in a 
building that was once the show place of the commun- 
ity, the home of the leading physician and the first 
veneer brick residence in the state. The handsome 
drawing room and parlor of this fine old residence, now 
in the heart of the business district, were made into a 
customers’ room and an electrical housefurnishing ex- 
hibition room, the latter in charge of Miss Helen Stein- 
er, who knows appliances and how to use them. In 
this room is exhibited all of the worth while appliances 
sold by worth while merchants in Conneaut. In the 
large display advertisement in this section by the Illu- 
minating company, this exhibition room is presented 
to the public and a line in the advertisement says, “In 
cooperation with Conneaut merchants,” which may be 
construed as saying that the Illuminating company is 
not competing with these merchants in the sale of ap- 
pliances. That the company is getting the support of 
the local merchants is in evidence by the advertising in 
this section of the newspaper. By far the greater 
amount of supporting advertising on behalf of appli- 
ances is from hardware merchants of the city. 





J. Robert Crouse, founder of the Society for Elec- 
trical Development and more recently the leading figure 
in bringing about cooperation among electrical refrig- 
eration manufacturers, is carrying his cooperative work 
into the far reaches of the country. In May he presided 
at a meeting in Honolulu (which so many of us forget 
is a part of the U. S. A.) attended by the electrical 
refrigeration dealers of that city. He presented to these 
dealers the idea that selling should “bring out the 
strong points of your own merchandise, not the weak- 
nesses of your competitor’s merchandise.” There is 
every prospect that a branch of the Society for Elec- 
trical Development may result in this outpost. 
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————— (This advertisement is one 
. ——— of a series running in full 

— ——— color in The Saturday Evening 
=> Post and in black and white 
in a number of other national 
publications.) 
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OFFICES IN 56 PRINCIPAL CITIES EXECUTIVE OFFICES, 100 EAST 42nd ST., NEW YORK 
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THE HIGHEST DEVELOPMENT 
IN MODERN ILLUMINATION 
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The GuthLite super-illuminator 
is a remarkable new totally en- 
closed commercial lighting unit 
that opens up a big sales oppor- 
tunity for dealers! 

Combines striking beauty with 
super-efficiency! It is the highest 
development in modern illumi- 
nation. 

Light diffused and controlled! 


Adjustable reflector controls di- 
rection of light vertically and 
horizontally. - ~- + Scientifi- 
cally designed globe extends 
above reflector, providing 





Write for Details of Exclusive Sales Proposition 


Prices and Sizes: 


LIVE 
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shadowless ceiling illumination. 


GuthLite gives maximum illu- 
mination on the working plane, 
extremely wide light distribu- 
tion, low brightness at the source. 


Dealers who are selling it claim 
it is the greatest selling illumi- 
nator they’ve ever seen! .... 


Write for Exclusive Sales Prop- 
osition, special distributors’ 
terms, and folder illustrating the 
various styles. Plain and orna- 
mental types. Packed in indi- 
vidual cartons. Complete. Ready 
to install. Extremely low prices! 





Plain Ref. Plain Ref. Orn. Band Orn. Band 
Plain Glass Dec. Glass Dec. Glass Plain Glass 
Dia. Glass — a aa ~~ ————_— 
Watts Skt. Ref. Size No. Price No. Price No. Price No. Price 
75 to 150 Med. 1244" 8%%"x4" B2820$ 5.90 B2823$ 6.45 B2826$ 8.10 B2829$ 7.55 
200 Med. 17’ 1134%”x 5" B2821 8.35 B2824 8.90 B2827 11.10 B2830 10.55 
300 to 500 Mog. 21” 144%" x6" B2822 11.65 B2825 12.80 B2828 15.60 B2831 14.45 


The Fpwin EF. Gurm COMPANY 


DESIGNERS - ENGINEERS - MANUFACTURERS 


7 Lighting Equipment 
Sr. Lours, U.S.A. 
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Adjustable white porcelain enamel 

refiector controls direction of light ver- 
tically and horizontally. Wide light 
distribution. Uniform intensity on the 


working plane. 

Adequate, shadowless illumination of 
the ceiling by portion of globe which 
extends above the reflector. Light re- 
flected to the ceiling as well as to the 
useful plane. 

Ceiling light increased or diminished by 
raising or lowering reflector. 

Low brightness at the source. No spots 
of high intensity. No glare. 

Lamp filament positioned so that most 
of the light rays are diffused 

neck of globe toward refiector, which 
directs them to the working plane over 
a wide area. 

Adaptable for installation to any type 
of electric outlet or ceiling construction. 
Glass globe scientifically designed to 
produce efficient total output and low 
-_ htness at the visible part of the 
globe. 

Easily and quickly installed. Open- 
link hanger, so that additional chain 
can be added if desired. 

Self-adjusting spring globe holder per- 
mits expansion of glass, preventing rat- 
tling or breakage. 

Globe quickly applied or released for 
cleaning or re-lamping. Cleaned in a 
minute. 
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The Seorton Creed 


E BELIEVE that business is not an abstract 
thing. We believe that business is nothing 
more under the sun than an aggregation of Human 
Beings banded together in their efforts for a definite 


purpose. 


And so business is subject to those same reactions, 
those same emotions and temperaments to which 
human beings are subject. We have tried to human- 
ize our business relations—to develop friendships— 
and thus build our own and our Customer’s business 
on the firm foundation of Confidence. 


We are conscious of the tremendous obligations in- 
volved in such a relationship. 


One cannot knowingly prostitute the sacred bond of 
friendship nor the resulting mutual confidence re- 
posed in friends. 


Every phrase—every element of a friendly relation- 
ship must take that into consideration. 


And so Horton Washers and Ironers must be as 
good as we are humanly capable of making them in 
order that we may keep faith with our friends. 


HORTON MANUFACTURING COMPANY 
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Actuated By This 
Spirit 
It is a pleasure to announce the new Horton Automatic 


Ironer—Gas and Electric Heat. 


Graceful in design—sturdy—a marvel of efficiency and 
a revelation of simplicity and ease of operation. 


Words are inadequate to fully describe its dominating 
supremacy. 


We will gladly send literature fully describing this 
latest and perhaps greatest of Horton creations which 
experts have pronounced above criticism. 


THE COMPLETE HORTON LINE 


HORTON NO. 33 





HORTON AUTOMATIC | - Said 
IRON ER—30 inch Roll , HORTON NO. 40 __ HORTON NO. 34 Wood Tub Electric Agitator 
Gas and Electric Heat Three Cup Suction Washer Submerged Agitator Washer Washer 

rie HORTON NO. 30 HORTON NO. 22 HORTON NO. 23 HORTON NO. 35 
HORTON NO. 33-P Peerless Water Motor Miracle Hand Power Motor High Speed Hand Single Cup Vacuum Hand 
Wood Tub Power Washer Washer Washer Power Washer Power Washer 


HORTON MANUFACTURING CO. 


1014 Fry Street : . . Fort Wayne, Indiana 
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More Helps 


to make the backbone 
of your business 


A bigger than ever 


% ‘Lag your goods with Radiotron tags. Brighten your win- 
‘f dows and make them se//. Radiotrons are the backbone of 
a reliable radio dealer’s year round business, and your own 
profit demands that you get the most out of the heavy 
national advertising that is backing them up. 



















The new Radiotron window displays are brilliant and 
effective in color—a fine art job that you will want for 
every available window and counter space. Read here what 
the new “helps” include. Then, to get them, see your RCA 
distributor. 


1. Radiotron price tags for all your merchandise. 


+ . o 
2. Well-written Radiotron booklets for your customers. 
. . * 


3. A good-looking decalcomania for your door or window. 


° . ° 
4. A tall window poster, with a pad of six displays—use one a month 
for six months. ‘ » ‘ 


/ 
5. Five cut-out cards for counters or windows. 


RADIO CORPORATION OF AMERICA 
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New York Chicago San Francisco 
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